





















GIFT JEWELRY by 





. 
Soot” 


= RRR 

3 nore BR GOR 

CORE et ER RE RE 
ee 


JEWELRY... 
EVERY OCCASION 


TH 
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“EVERY PARENT KNOWS...” 


More and more kiddies are wearing wrist watches. And, as every parent knows, 
children are as hard on watch straps as they are on shoes. Replacement straps in 
small sizes, and of good quality, were difficult to obtain until Kon-ite introduced 


these STORY BOOK STRAPS in answer to the demand. Now you can do business 


with the junior set! 


COCK-A-DOODLE 
-DOO 


Kon-ite STORY BOOK STRAPS are made of shiny, tough vinyl plastic, backed 
with genuine leather to prevent irritation of tender skins. They come in an assort- 
ment of brilliant colors with matching buckles and keepers. Included on each card 
are two new “Cowboy” straps of finest embossed leather with massive engraved 


metal buckles, keepers and tips in true western style. 


GET YOURS TODAY, 
FILL IN THIS geet®® ~ 
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A. SAUER & COMPANY Vil want 


World’s largest manufacturer © 
of Quality Watch Straps 


CINCINNATI 2, OHIO 
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in search of a typical jewelry store which 
capitolizes on modern watch repair equip- 
ment, Jewelers’ Circular-Keystone called 
upo1 American Time Products, Inc., for sug- 
gestions. Among those recommended was 
Pierce & Watson, jewelers on the main floor 
of our New York office building, whose store 
we hove used fo illustrate the merchandis- 
ing possibilities in JIC's ''Watch Inspection 
Time,'' September 12 to 17. 
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The unmistakable touch of Marce's talent is 





evident in an elegant new group of 
diamond-studded watch bracelets like this— 
all executed in the flawless WBO manner 
... Another tribute to the skill of the 
designers, arlisans and master-crattsmen 
whose efforts are integrated under a single 


supervision in the WBO plant. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W() NEW YORK 23, N. Y. 
} 

















Shese Manufacturers |. dyree: 
“We firmly believe there is a definite and distinct 


bk difference between gold filled on a Nickel base 
th - b e st and gold filled on other metals. We know through 
experience that gold filled stock on a pure Nickel 


. base is the best possible material obtainable.” 
, 0) (I fi e 1 FLEX-LET CORPORATION 


“For many years, we have used gold filled stock 











on a pure Nickel base exclusively. 

“The adoption of a pure Nickel base for gold 
filled stock was one of the major developments 
which made the quality of the Gemex Watch Bands 


world famous.” 





GEMEX COMPANY 


“We use pure Nickel as a base 
for all products because we have 
found that this metal is the most 
durable and affords customers 


the greatest wearing satisfaction.” 


JACOBY-BENDER, INC. 


“In the manufacture of watch 
bands, we have found a pure 
Nickel base to be the best for 
resistance to wear, stress, corro- 
sion and discoloration. Watch 
bands are worn daily under all conditions, and are 
exposed to constant wear, body acids and a variety 
of other corrosive and tarnishing elements. Such 


an item needs the most durable metal obtainable.” 


KESTENMAN BROS. MFG. CO. 


JEWELERS! What about the gold filled jewelry 


you sell? Does it have the protection of pure 


“We have used gold plate on pure Nickel for many 


Nickel? If it does, you can truthfully promise a oil 
years because it is so resistant to corrosion. 
your customer, “You just couldn't buy better 


gold filled jewelry than this!” SPEIDEL CORPORATION 
EMBLEM , OF SERVICE 


TeAGE mate a 


“THE GOLD IS FOR BEAUTY” 






“PURE NICKEL FOR DUTY” 





667 * J3 
...Your Wnseen Friend 





THE INTERNATIONAL NICKEL COMPANY, INC. * 67 Wall Street, New York 5, N. Y. 
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The most complete assortment of Die-Struck Fishtails in the trade, 
is to be found in the K&B line of rings and ring findings. Increase 
| your sales by capitalizing on the tremendous popularity of Fishtails. 











| mata, a ee Our line offers Reflector Top Fishtails, 
rid. Plat. and two-tone combinations. . 

Double-Row, Standard and Blossom End 

| THE LEADING RING FINDING MANUFACTURER S Fishtails...in knife-edge or half-round = 


shanks. Available as finished ring 


: 2 4 mountings or as findings. Supplied to 
; 6 » INC. q take melee from .01 to .12 pts. with 


] settings in all popular styles and sizes. 


; 


* 
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WE SELL EXCLUSIVELY 
Aine Fiennes TO MANUFACTURERS AND WHOLESALERS 





WEST COAST OFFICE—220 WEST Sth STREET, LOS ANGELES 13, CALIF. « MID-WEST OFFICE—HEYWORTH BLDG., CHICAGO, ILL. 
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NEW SIMMONS ACCESSORIES 


Here are accessories that mean fast action... sure 
sales . . . repeat business. Strikingly new and different, these Simmons 
tie clips, knives and cuff links, are a smart combination of Simmons Quality 
Gold Filled and red or tan genuine Oriental Lizard. They 
can't miss. They'll move fast. Stock a plentiful supply. 


RE Simone 


COMPANY, ATTLEBORO, MASS. 





MAKERS OF SIMMONS CHAINS «¢ SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 


6 THE JEWELERS’ CIRCULAR-KEYSTONE 











TIE OP RAE pa ae 


113 ASTOR ST., NEWARK 5, N. J. 
NEW YORK SAN FRANCISCO CHICAGO 
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‘Chance of a Lifetime / j 


Most sensational pro- 
gram in all jewelry 
history! 

. 
Uli matelimalelels 
Every Sunday Nite 
Yo) geol- am coll -lo)ae|-) aie 
Coast to Coast 
200 ABC Stations 
Sponsored only by Bretton 


ol of oh eleole 
in Prizes ’ 
In Radio’s Choicest Spot! @ & | -. a 
After Walter Winchell i rs ae iy: 


& Louvella Parsons—and 7 wo 
Before Jimmy Fidler! a - 2 






Featuring John Reed King | 
Starring the Great { ’ 
American Public! & er a 











MILLIONS will wait at their phones every Sunday night for 
their “‘Chance of a Lifetime’’ to win radio's most spectacular prizes 
—worth from $200 to $25,000 each—totalling $500,000! And the 
only way they can get their ‘‘Chance of a Lifetime’’ is by coming to 
you, the jewelers of America! Get your share of these potential cus- 
tomers! Tie-in—cash in with your ‘Chance of a Lifetime." 





Ask Your Wholesaler for Complete Details Now! 
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pa Everybody Agrees: This is Just What Retail 
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of a LIFETIME! 


Sensational New $1,000,000 
Program PLUS Half Million 
Dollars in Prizes Will FORCE 
Customers [nto Your Store! 














ERE’S YOUR GOLDEN OPPORTUNITY to put 
H radio’s most spectacular million dollar radio pro- 
gram to work for you — and cash-in big! 

For the first time in radio history Bretton gives every- 
body in America their ‘““Chance of a Lifetime” to win 
prizes with a total value 
of $500,000 on Bretton’s 
spectacular ““Chance of 
a Lifetime’ radio pro- 
gram. And that ain’t 
hay — is it? 
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Never Before 
Such a Plan! 


But to get their chance 
—they’ve got to come 
to YOU! Yes—to be 
selected, the listener must go to his jeweler (and that 
means YOU). Then put his or her name, address and 
telephone number on your watch repair envelope (busi- 
ness card, or letterhead) and mail it to Bretton’s 
CHANCE OF A LIFETIME program, c/o American 
Broadcasting Co., New York, N. Y. 

Each week three names are picked at random by some 
famous personality — and those lucky people are phoned 
from the studio. It’s their ““Chance of a Lifetime’’ to 
win mink coats, automobiles, television sets, trips to 
Hollywood, even a house and lot and everything in it! 
No wonder everybody agrees it’s just what the retail 
jeweler needs to get more customers, do more business 
and make more money! 

And here’s what this great plan means to you. People 
are going to flock into your store—hundreds of them! 


Jewelers Need To-day! 
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And the more people who send in your envelopes— the 
more chances you have to sell them watches, rings, 
silverware, everything. And that includes Bretton’s four, 
exciting new watch bracelets and bands, pre-sold for 
you on Bretton’s great ““Chance of a Lifetime” program. 


_- _— 
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Customers are harder to get! That's why Bret- 
ton now “bets a million” on the most sensational 
traffic and customer builder in all jewelry history. 


Don’t risk losing sales, customer good- 
will! Be sure you have the exciting new Bretton 
bracelets and bands radio-featured and pre- 
sold for you on Bretton’s “Chance of a Lifetime.” 
Order now — order plenty from your wholesaler ! 





TS 





Mail Coupon 


Now! 











So, don’t miss your 
“Chance ofa Lifetime.”’ 
Mail coupon below for 
your FREE Bretton kit 
of tested selling aids in- 
cluding hard-hitting 
newspaper ads, dynam- 
ic radio commercials, 
big-time radio record- 
ings, eye-arresting window and counter displays. Use 
them—and you're on your way to more traffic, busi- 
ness, profits than you’ve ever seen before! 


seaneteney*ecmapee casement 


Bruner-Ritter, Inc. FREE 


630 Fifth Avenue 

New York 20, N.Y. 

I certainly do want to cash in on my “‘Chance of a Life- 
time.’ Please send me at once your kit of tested selling 
aids. I understand it is FREE! 









NAME 





ADDRESS 
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WATCH CASES 





designed to custom-fit fine watch movements 


In the same fine tradition . 


ay The urge to buy starts with the eye 








W 14K. GOLD FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
craftsmanship... plus the distinctive beauty for 
which Wadsworth is renowned. 
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. beautiful, nationally advertised WADSWORTH POWDER CASES 
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SOLD THROUGH WHOLESALERS 


BRISTOL SEAMLESS RING COMPANY e 71 NASSAU ST e NEW YORK 7, N. Y. 
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THERE’S AN EASIER WAY 
TO BUILD STORE TRAFFIC 


Start with your best “stopper” in 





your window... GEMEX watch bands 


The strongly-advertised GEMEX GEM... 
shown here with carved link design. 


$895 federal tax included 


... alluringly styled and priced to 


bring customers through the door. 


aN is waren sano: 





© GEMEX COMPANY © UNION, N. J. 
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The ladies’ onyx and diamond STAR 
Ring 2Y36 above, is an excellent ex- 
ample of how STAR helps you to win 
satisfied customers. 


Fairly large onyx (16x12 mm. oval) 
is used. Dainty feminine appearance of 
design is enhanced by use of buds (green 
or white) and intertwining shank. 


This STAR Ring of style and quality, 
your wholesaler can show to you. Ask 
him. Newspaper mats of above and 
other STAR Rings are available. cn 





| . | | ESTABLISHED 1919 : 
Wa : STAR Ri ( MANUFACTURING COMPANY, INC. 
es’ and Mens 40K and 14K Quality Rings 


887-889 MAIN ST. BUFFALO 3, NEW YORK 
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HAMILTON JEWELERS 
Trenton, N. J. 






Our original purchase of 
Keepsake Drfamond Rings was 
made for our Ft. Smith, Ark. store 
in November 1948. The line met 
with such success that in March 
1949, we added Keepsake to our 
Waterloo, Iowa store, and then in 
May 1949, we included Keepsakes 
in our McAlester, Oklahoma 
store, which is our original store 
established in 1914. 


14 
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“SELLS—AND SELLS FAST!” 


In an effort to conform with —. 
the present day trend of diamond a, 
merchandising, we were obliged to concentrate 
our efforts on a standard, well-established name 
in the diamond field. We selected Keepsake, and 
have been extremely gratified with the results. 
Keepsake now plays the major role in the diamond 
departments of oxr 6 stores. 






- Hamilton Jewelers 
a 9 Trenton, New Jersey 
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KEEPSAKE RESULTS’’ 







Bet 


We are feeling our way, and 
will add to our other stores as we 
think advisable. We find that the 
consumer acceptance of Keepsake 
Diamond Rings is increasing 
rapidly, and is already to the point _ 
where many of our customers will SP es ol * 
have nothing else. sia ati 
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Newton’s Jewelry Company siti dies _ 
LIA oe NEWTON'S JEWELERS 
G. H. Newton, Gen. Mgr. Fort Smith, Ark. 
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— | Three- fifths of a sale is accomplished when your 
prospect already knows your product...and has confidence in its name 
and its quality. That’s why Keepsake Jewelers say: ““Keepsake is easiest 
to Sell!’’ BECAUSE it’s the ring of guaranteed high quality... BECAUSE 
it is constantly promoted by the most extensive advertising-merchan- 
dising program in brand-name rings. 

Remember, your customers buy by the name they know... 
feature Keepsake, the name they know best. 















n with KEEPSAKE...For 


More and EASIER 
SALES! 


Greater 


PROFIT: 


—————MAIL COUPON TODAY—-————- 








A. H. POND CO., INC. DEPT. JC Syracuse 2, N. Y. 


Please send me full details concerning the valuable 
Keepsake Franchise. No obligation, of course. 


Ae Pal 
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Although the timepiece on the left has a Hamilton movement 
it is not an authentic Hamilton diamond watch. For after it 
left the factory it was put in a case of inferior quality. Without 
its original case, designed specifically for that movement, it is 
no longer a true Hamilton. And your customers will not have 

Hamilton's prized accuracy. 

Tle watch on the right is an authentic Hamilton diamond watch. 
The case was quality-made to protect the movement. It contains fine 
stones, is guaranteed. It is a Hamilton through and through. It offers a 
fine value and a fair profit. 

Lower quality cases may produce a few quick dollars of extra profit for 
you. But the customer's ultimate disappointment will change that extra 
profit into a very real loss to you. 

For your customers who want a really fine diamond watch, Hamilton 

offers a complete selection of styles and prices in the Lady Lancaster 

and Lady Hamilton series in both gold and platinum. Protect your 


customers and your own reputation by selling only authentic Hamilton 


diamond watches. 


HAMILTON WATCH COMPANY, LANCASTER, PA. 


ben 


THE FINE AMERICAN WATCH 








This guarantee folder and the name HAMILTON on the back 
of the case mean the watch you sell has been timed, cased and 
packaged at the Hamilton factory. No diamond-set Hamilton 


is authentic without both—no unauthorized recased Hamilton 


is covered by the Hamilton suarantee. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


A. EDWARD FISHER & C0., INC. 


Importers of Diamonds .. . Over 35 years of Service to the Trade 


580 FIFTH AVE. NEW YORK 19 
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Call or write to our 
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| for further details. | 
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There must be 
an easier way 


























Why go out on a ledge to draw a crowd? There’s a way 
that’s less perilous, far more profitable. Feature and promote SWANK 
—the jewelry men prefer (and don’t women know it!) Priced from 
$1.50 to $75, SWANK’S popular, style-smart jewelry attracts throngs 
of men and women who are potential customers for the most 


expensive items in your store. 
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sc Diamonds 
One Carat lo Fifty €Carvals, those who 
tnow diamonds, choose from the H 


of Diamnonds...one of the world’s 
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INCOMPARABLE VALUES by STONE 


IAMOND RINGS 


of Every Size and Shape 


5 cts. 4 cts. 3 cts. 2 cts. 1 ct. 


THE EMERALD CUT DIAMOND The Emerald Cut 
is in high favor with women of good taste. Its flashing 
glory is the result of the very latest development in the 
highly skilled art of the diamond cutter. 


All our lines are produced in 
a large variety of styles and wide price range. 


3 cts. 2 cts. ict. ‘A et. 


THE ROUND DIAMOND Perfection of cut and the 
consummate artistry applied to their production endow 
Stone Diamonds of all shapes with a rare quality that 


is truly magnificent. 


Diamond Set Rings in a Complete Price Range 
to Satisfy Every Requirement. 


4 cts. 3 cts. 2 cts. 1 ct. V2 ct. 


THE MARQUISE DIAMOND First cut in the last 
decade of the 19th century, women have always thrilled 
to this charming creation. 


Samples on request to established The Marquise ranks importantly in STONE’S large selec- 
jewelers. State price range and styles. tion of diamond rings of all types, some of which are 
Our mountings are of exquisite styling trimmed with fancy shaped diamonds. 


nein os by a oe We are equipped to design 
ew . yenew ane wae and execute special orders promptly. 


gold, as well as 10% iridium-platinum. 
iN 
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Retail Jewelry Sales People! 
Watch Repair Men! 








Who are the Mystery Shoppers? 


A corps of specially trained shoppers 
will make many thousands of calls. 
They know salesmanship when they 
hear it. There are more than 300 in 
all... . and chances are they’ll walk 
in when you least expect them. 


When do they start? 


They’ll be on their way at Watch In- 
spection Time (September 12-17). 
During Watch Inspection Time they 
will shop at repair counters only 

and will cover both regular and re- 
pair counters right through Septem- 
ber, October and November. 


How do you win? 


Any retail sales person or watch re- 
pair man who shows a Kreisler watch 
band immediately and gives Kreisler’s 
Mystery Shopper a good, logical rea- 
son for buying one, wins $5 cash. And 
your store wins a Citation Watch Band. 


Helpful Hints! 


Some winning remarks might be .. 
“Kreisler not only makes beautiful. 
watch bands ... but they’re guaran- 
teed for a year.” Here’s a good line for 
a watch repair man... “Now that 
your watch is running like new . . 
how about making it look like new 
with a Kreisler watch band.” 


yar ¥' our v ok: seseape ccosotis — 
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015 Bergenline Ave., North Bergen, N. J. 
New York office at 630 Fifth Ave., New York, N. Y. 
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gop SHOPFERSY 
You can win! These men 
and women will be shopping at Watch Repair 


counters during Watch Inspection Time! (Sept. 12-17) 


... AND AT ALL COUNTERS RIGHT THROUGH THE FALL SEASON! 






f 








Here’s how to win: Starting at Watch Inspection 
Time, more than 300 Kreisler Mystery Shoppers 
(men and women) will be on their way with 2,500 
awards of $5. each, for sales people and watch 
repair men. They’!l be in big and small towns, at 
watch repair and watch band counters. 


It’s the easiest money that ever fell in your lap. No 
box tops! No puzzles! No special knowledge! 







HOW you CAN WIN AN 
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When a customer asks for a watch band, that 
customer may be the Mystery Shopper .. . simply 
show Kreisler bands immediately and give a good 
sales story. How can you miss? 


STORE AWARDS, TOO .. . Every time a Mystery 


Shopper makes a $5. award, your store will re- 
ceive, in addition, a FREE Jacques Kreisler Cita- 
tion Band (retail value $10.95). 























Just finish this sentence in 25 words or less: 


“I recommend Kreisler watch bands because ... 


*WHO CAN ENTER THIS CONTEST? Anyone regularly working 





These are the judges: 
in the store of a Kreisler dealer in a selling capacity 
(watch repair men are also eligible). Ask your manager 
for entry blank. Or write your entries on store stationery 
and mail to Contest Manager, c/o Jacques Kreisler. 

No fancy four syllable words necessary ... just a hard- 
hitting sales talk. You’re talking to a customer... you’re 
Selling a Kreisler watch band. What do you say? 

Entries must be postmarked not later than Dec. 24, 1949. 
Winners will be announced Feb. 15, 1950. 


Mr. Lansford King, Editor of Jeweler’s Circular Keystone. 
Mr. Harry Bromley, Vice President of National Jeweler. 
Mr. Albert Haase, Director, Jewelry Industry Council. 


The decision of the judges will be final. In case of ties, 
duplicate prizes will be awarded. 
All entries to be property of Jacques Kreisler Mfg. Corp. 


. BULLETIN 
GERS! ow YOUR BOARD 


MANA 
PIN THIS A 
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42X641— Masonic 
Emblem on Genuine 
Onyx; also available in 
Genuine Synthetic Ruby, 
slightly higher price, 
**Handset’”’ in 10K Gold. 
$10.50 each. 


41X536— Diamond 
Initial Ring, Genuine 
Onyx, 10K Initial 
**Handset’’ in 10K Gold. 
$7.50 each. 


ai 

42X652— Bold 
Masculine Man’s Initial 
Ring, 10K Initial, 
Genuine Onyx, 
‘“*Handset”’ in 10K Gold. 
$6.50 each. 


= 

42X692— Masculine 
Type Boy’s Ring. 
Genuine Onyx with 10K 
Initial, ““‘Handset’’ in 
10K Gold. $4.25 each. 
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Now, Ostby & Barton offers you direct—at lower prices 
f —a complete and varied line of rings outstanding for 
style, quality and value... with the assurance of 
a friendly, rapid service whether your orders are large or 


small. ... And, in addition, to help you sell more rings, 
more quickly, OSBEE will provide without charge newsmats for complete 
advertisements as well as individual cuts of over 100 rings, counter and 


window displays, radio scripts and SelF it training material. 





we 


2K4181—Synthetic 
Birthstone, 12 colors 
with Delicate Triangle 
Synthetic Cut Side 
Stones, ‘“Handset’’ in 
10K Gold. $12.00 each. 


| 


43X781—Flashing One 
Carat Zircon, Masculine 
and Bold in detail, 
‘“‘Handset”’ in 10K Gold. 
$5.50 each. 


















= 


27X121—Synthetic 
Birthstone, 12 colors, 
Delicately Fashioned 
and ‘‘Handset”’ in 10K 
Gold. $5.00 each. 


7X44A—Lucite Tray of 
twelve 10K Gold Baby 
Bands—A powerful 
promotion item. 

$7.50 each. 


‘ 
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Birthstones* Miss’s ring in 
12 colors. Feminine Design 


+ , r be i 
| y | with Flashing White 
¥ Y) iE’) Sidestones. “‘Handset’’ in 
a ' 
——- wv 










10K Gold. $24.00 dozen. 


*Simulated 
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WE'LL BE AT 
ANRJA SHOW 
BOOTH #512 


Le Perroquet Suite 
Waldorf-Astoria Hotel 
New York City 
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\X/ATCH CASE COMPANY 
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MADE WITH EXPANDING BREATHERS TO GUARANTEE WRIST COMFORT 
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BAND #277; $7.50 T.1. 
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BAND #239; $6.50 T. 1. a 
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BAND # 266; $7.50 T. I. 











FLEX-LET 
HAl 


and Berber me mean easy lock) 


FLEX-LET CORPORATION 


BAND #155; $12.95 T. |. *T. M. Reg. Factory: E&. Providence, R: |. * Est. 30 years... since 1919 * Executive Sales Offices: 20 W. 47th St., N.Y. 


Os Mek ee Cfranrade. Arannac tne Mantranl « Elav.iet de Mexicana Mexico City 
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e FOR MEN’S and WOMEN’S BANDS 
¢ ABSOLUTELY FOOLPROOF 
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THE SATURDAY EVENING METAL STRAP OVERLAY 


ASSORTED COLORS. $2.50 


DUPLEX CIRCLES 
POPULAR COLORS. $2.50 





















plus 19 full pages in the 
leading trade magazines 
during Summer and Fall, 
building for this powerful 
consumer advertising in the 4 > 
nation’s largest consumer ns iin SR — 

. 1/20 12K GOLD FILLED. $5.00 + 
magazines. 








TURBAN TWO-TONE, iq. 
MASCULINE, DISTINCTIVE, $350 


See — . 
It Opens ! 
about this complete nation- 
al advertising program 
only partially shown here. 
See the new merchandise, 
new displays, newspaper 


mPHE EXCLUSIVE 

ANSON KUFF-LOOP. 
It opens! Completely 
encircles the cuff. A 
beautiful gift. 1/20 
12K Gold Filled. $7.50. 
Other Kuff Loops $2.50 
up. See the Anson fie- 


GRIP-CLIP .. . It’s different. It opens . . . can’t 
catch or tear the most delicate fabrics. Make your 
tie gifts complete with Anson Grip-Clips. 

From $2.00 up Plus Tax 













MORE ads. Let him explain the ets ides to match these 
men many ways youcancashin /TIORE oo 
CHOOSE on this Anson advertising! men 

CHOOSE 


Five of the consumer ads 


A COMPLETE LINE OF MEN’S JEWELRY appear in color! 


@ ANSON Inc., Providence, R. 1. 


is ADVERTISING in 
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A COMPLETE LINE OF MEN’S JEWELRY 
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....» people know that even the 
most beautiful precious stone is “‘lost”’ as an 
article of personal adornment without a 
mounting that compliments and displays 















MEMBER 


ushner & Pines, Inc 


21 WEST 46th STREET 
NEW YORK 19, N. Y. 
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DIAMOND RING SETS 


Ss 


. 27 Diamond 

ings enlarged 

to show detail Combination Set 
Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 





Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 


The Diamond Engagement and Wedding 
rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 


Miracle Sets priced from $20.00 up 


Styled to Sell - - Priced to Sell! 


WARNING: 

Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. 


fry of the Miracle rings. 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned... prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25%. larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


SHIMAN BROS. & CO., Inc. 


No connection with any other firm 


— 


234 WEST 39th STREET NEW YORK 18, N. Y. 
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Gold-filled bracelet set with 7 glamorous 
imitation Black Opals. Covered watch is 
under center stone. 


17 Jewel Gotham... ca 
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Fine Watches Since 1868 
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FOR HIM . . | three dia- 


— om Ay handsome 
iamon ial. ; 
yellow. “7 7 50 


17 Jewel Gotham 


on the dial of this smart new 
14K yellow Gotham. Gold-filled 


expansion bracelet. 
17 Jewel Gotham..9 7 | 50 








CATALOG 
ON REQUEST 
FREE NEWSPAPER 
MATS 


7. 


AS ADVERTISED IN... 


LI F E-post: Colliers: Look 


RADIO TIME SIGNALS 





Product of Ollendortf Watch @ INC, 20 W 47th STREET 
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s for a Quarter Centur 
9 ue. 37 W. 47th St., New York .: " Y 
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NINE 
Gold F 


and Sterling Silver. 
-l2 Kt. Gold Filled only 
Look for this trade mark 
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1/20-12 Kt. 
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Choker and matching Bracelet 
1/20 


Necklaces, Pins, and Earrings 
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PENN AVOA Madar 
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Small Genuine Snake Chain Bracelets and 
‘Tassel Bracelets in |1/20-12 Kt. Gold Filled 
' and Sterling Silver. Large Genuine Snake 
Chain Bracelets in Sterling Silver only. 


GENUINE SNAKE CHAIN 








$ NAME FOR QUALITY 
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JEWELRY 
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All in 1/20-12 Kt. Gold F 
and Sterling Silver 
look for this trade mark 
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Key Chains, Short Key Chains, Tie 
Chains, and Ladies’ Identification 
Bracelets in |/20-I12 Kt. Gold Filled 
and Sterling Silver. Men’s Identifica- GENUINE SNAKE CHAIN 


tion Bracelets in Sterling Silver only. 





Yesigned for the many women who desire 
y, instant a 


Forster 


Look for this trade mark 


From tip to tip, Komfit flexes to 


...to adjust to wrist size. And thin as 
In Stainless Steel and Yellow and Pi 
Filled qualities. Stainless Steel lined. 
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available in several styles. 
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7910 
Manufactured EXCLUSIVELY 


for the wholesale and jobbing trades 


since 1910. 
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Manufacturers of Gold and Platinum Watch Cases 
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SMASH-HIT at All the JEWELRY SHOWS! 
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First. > v5) : V 
Packaging Dresser Sets 


Idea for 





New 


in Many Years! 


Everyone who attended the jewelry shows this 
summer brought back glowing acclaim for the 
Crosby “Dream Box,’’ an altogether new technic 
for dresser-set packaging. Styled in the shape — 
of twin-hearts, and made of Pearlized Plastic _ 


PE Me 


in white, blue and rose with smart contrasting - i —_— —" 
velvet inserts, this new package offers a iw — 

luxurious setting for the dresser pieces. Another Lines .. . Dresser Set Prices to dealers quoted on reques?. 
tribute to the tradition of Crosby Packaging! =, 
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is Boosting Gruen Watch Sales 
from Coast-to-Coast! 


HERE’S WHAT YOU GET: 


The biggest, consistent, week-after-week full network Sunday Evening 
‘‘live’’ radio show ever sponsored by a. watch manufacturer. 

A sure-traffic pull—the free “Hollywood Calling’’ Clue-Record Booklet. 

A star-studded show with proven psychological appeal and listener interest. 

Not one, but three top-flight Hollywood stars on each program, plus big 
orchestra and full chorus. 

New prizes, new drama, new mystery, new clues, added each week to 


GEORGE MURPHY 


famous M.G.M. star— 
master of ceremonies on 
the big “Hollywood Calling’ 
Grven-sponsored show. 





















| Biggest Advertising Campaign 
in Gruen History 
heighten suspense. 


Hard-hitting, Gruen commercials that create a positive demand for the 
ih hi) i if ee i 00 newest watch styles. 
HERE’S HOW TO CASH IN: , 
Half Hour every Sunday Be sure your stock of Gruen watches is large enough to take care of the 
full NBC network tremendous demand this campaign is creating. | 


Tie-in every day with free window displays, counter cards, national ad 
l reprints and newspaper ads so that every customer in your community 
powerful magazine ads in Life, 


knows you are a Gruen jeweler. 
Be sure to promote the free “Hollywood Calling’? Clue-Record Booklet. 
Saturday Evening Post, Look, 
Esquire, Holiday and other 


Customers will drop in for their free booklet—and stay to look at merchan- 
dise in your store. 
leading publications Rememb er! 
: “HOLLYWOOD CALLING’’ MEANS 
an GRUEN WATCH COMPANY BIGGER PROFITS, BIGGER SALES, 
ime Hill. Cinci , ae 
ime Mill, Cincinnati 6, Ohio, U. S.A. THE Drectsion WATCn BIGGER VOLUME FOR YOU. 
In Canada: Toronto, Ontario 
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with CALVERT watcues.. 





Mark Twain said “‘Everybody talks about the weather but nobody does 
anything about it.” Jewelers can now do something to build business so that 
each month shows a substantial increase. 


If you want to know what you should do, write for the CALVERT WATCH 
MERCHANDISING PLAN. Here’s a tested practical procedure approved by 


THE CALVERT RETAILERS COUNCIL 


for increasing store-wide business twelve months a year. 


Nationally Advertised in Large Circulation Magazines : 
CALVERT QUALITY, As Dependable As Time Itself! | 


CALVERT 


TheCherished Bho Watch Word 
WATCHES 
681 Fifth Avenue © New York City 22 


Exclusively Distributed By 














1, ALBERTS’ SONS, INC, A. C. POSSIN CO. EDWARDS & COMPANY THE GERWE BROWN CO, 

Boston — Syracuse Milwaukee Kansas City, Mo. Cincinnati — New Orleans 
BALDWIN-MILLER CO. S. H. CLAUSIN & CO., INC. J. ENGEL & CO., INC. E. W. REYNOLDS CO. 

Indianapolis Minneapolis Baltimore Los Angeles — San Francisco — Honolulu 


36 THE JEWELERS’ CIRCULAR-KEYSTONE 


Makes Customers Reach — 


FOR THESE FAST-SELLING BANDS 
SMARTLY STYLED AND CRAFTED BY 


KESTENMADE 





Please rush me the following bands: ( ~ 


MBER : 
QUANTITY NUMBER COLOR QUANTITY NU 4432 


$7.25 


Order now from your wholesaler 


or mail this handy coupon to — 


RETAILER'S NAME ss KESTENMAN BROS. MFG. CO. 


ADDRESS 
STATE 280 Kinsley Avenue 
Charge through my KESTENMAN distributor: Providence 3, R. l. 
DISTRIBUTOR’S NAME 
ADDRESS 


FOR SEPTEMBER, 1949 
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The New 





Copyright 1948 FAWCETT PUBLICATIONS, INC, 


DE LUXE 


 « IST WATCH 
| Now an even 
Greater Value! 








eae 


COMMENDED 


7 
PARENTS’ 
MAGAZINE 
CONSUMER 










“Plastic Box 
like a real 
Grown-up Watch” 





* SHOCK-PROTECTED 
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* SWISS JEWEL MOVEMENT 
* NEW RICH PLASTIC BOX 0 


* NEW SMALL SIZE 


Plus these additional features / 


@ Luminous dials @ Unbreakable 
crystals @ Washable plastic straps 
@ Push-pin case for easy strap re- 


placement 


Order Now 
froin your Wholesaler! 


Marvel IMPORTING 


CORPORATION 


31 W. 47th St., New York 19, N. Y. 
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This Program Will Boost Your Sales— COOPER 
—_ ATIV 
pag nage one ° National Advertising « Free Mat ie 
re ounter Displays e Free Ring Trays ¢ Bride's 
et « Free Ring Gift Boxes « Free Window Displays 
e Free Dealer Signs © Postcards in Color 
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To insure complete satisfac- 

/ tion for your customers, certain 
WALTHAM WATCH repairs can best be handled 
at the factory. For, after all, no one knows the 


WALTHAM like a Waltham nnpdieives. 


Waltham’ s Repair Division is fully staffed, with up-to-the- 
minute or ae We invite you to make use of its facilities. 


All work carries a one-year factory guarantee. Deliveries can 
be made,in two weeks or less. And, prices will allow you a substan- 
tial profit. 

/ 


/Write us about your WALTHAM repair problems, or send us 
your jobs for estimate. No obligation, of course. 








A Complete Stock of 
WALTHAM WATCH MATERIALS 


is available for immediate delivery to watchmakers. 
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Capitalize on the fashion consciousness 
of average women with 


BARBARA BATES, featured in “‘THE INSPECTOR GENERAL” 
A Warner Bros. Production * Color by TECHNICOLOR 
Nationally Advertised in full color in leading magazines. 


Above, Barbara Bates wears 
the “Etoile'’ Couturier necklace 


The “Blanche" necklace 
retail $7.25, 


created by May ke 


America’s leading designer 


of fine jewelry 


The growing fashion-consciousness of “Main Street” 
women was perhaps never more evident than it 

is today. Periodicals, movies, radio and television 
have combined to impress them with the importance 
of being well-groomed in the Paris-via-Fifth Avenue 
manner. And that’s why so many of them incline to 
Deltah’s stunning Couturier necklaces for the flattery 
and elegance they impart, for the beauty inherent 

in them. Couturier sales and profits are therefore 


too good to miss. By all means get your share! 


CONSULT YOUR WHOLESALER 


coy 


AT BETTER JEWELERS 


De tah 


SIMULATED PEARLS 


- HELLER & SON, Inc., 411 Fifth Avenue, New York 16, N. Y. 
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= Get Double-Barrelled 
SAILIES 


ACTION 
rfc presentation box 





7 


It’s a stunning ring box .. . it’s an exquisite 
gift box ... it’s a fine display box. No matter 
how or where you use it, this appealing 
Feature Lock box means more sales for you. 


Gorgeously created of ivory plastic, it boasts 
a rich, antique, bronze finished plaque, 
velvet pad, swivel action, price ticket slot and 
completely finished edges. ) 

It’s a Feature Lock original +++ See your HT i Feature % | 
Feature Lock distributor today. We) ock't 























Design Patent Applied For #D-2160 


Now, for the first time, a ring box 
packed with such dramatic merchandising 

Yes, Feature Lock Means PROFITS! values. Display Feature Lock rings together 
Promote distinctive Feature Lock ring or separately ... get double-barrelled action. 
mountings and be certain of faster action. 
Sell either the engagement or wedding ring... 
or both. The secret lock disappears like magic! : 
No sign of a lock when worn together — 
no sign of a lock when worn separately! NATIONALLY ADVERTISED 
Feature Lock completely eliminates shifting, FEATURE LOCK RINGS ARE SOLD ONLY 
tilting and turning of rings. They always THROUGH AUTHORIZED DISTRIBUTORS 


stay together in perfect position. 
FEATURE RING CO., INC. 


126 WEST 46TH STREET, NEW YORK 19, N. Y. 
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your naked eye 
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Let Your Own LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional] guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
-of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 








Loupe-tested 
DIAMOND RINGS 
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f INC. , 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « — 
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We have a complete line of top quality 
watch attachments and men’s jewelry 
for those who demand and appreciate 


the ultimate in craftsmanship. 


Sold through wholesalers only 


6219 
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#120 ‘Ballerina’ Ladies’ Watch Bracelet with expansion 

center, #442/A “The Lieutenant’ Men's Watch Bracelet 

with expansion center, ML 1- Cuff Links; MK1-Key Chain, 

MT 14- Tie Holder. 

Cuff Links, Key Chain, and Tie Holder attractively gift boxed. 
Items shown 1/20—12 kt. gold filled 
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WITS 


JEWELRY CRAFTSMEN OF DISTINCTION 


MADISON STREET, WEST NEW YORK, N.J. 
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when it’s a question of how much 






you want to spend on modernization,,, 


... that’s the time to call Mautner. Our new “economy” 
installations are the answer. Whether you’re interested 
in just fitting up a showcase or two, or a complete 
modernization job, a Mautner estimate will furnish 
conclusive proof that you save money without sacri- 
ficing quality or attractiveness. For Mautner has more 
than a half century of specialized jewelry display know- 
how to place at your disposal. 


Don’t let high cost “talk” hold you back from modern- 
izing now. Write today and tell us your needs. You'll 


like our suggestions, our prices, our convenient pay- 


ment arrangements. 


Greenwold Jewelers. 
36-61 Main St.. 
Flushing, New York. 
Designed by 

Louis Ostroff, 

well known N. Y. 
architect. Showcase 
trays and window 
platforms by 
Mautner specialists. 








EVERYTHING FROM ONE SOURCE 


For Less Than You Think Possible 
INTERIOR STORE PLANNING © SHOWCASES © WALLCASES © COUNTERS 


INTERIOR DISPLAYS 


THE GREATEST NAME IN THE JEWELRY 


PARTITIONS © FIXTURES © SHOWCASE TRAYS 


WINDOW PLATFORMS © BOXES 


BO X 


IW 
THE MAUTNER COMPANY, INC. 
20 West 47th St., New York 19, N. Y. © Factories: Buffalo, N. Y. 


AND DISPLAY INDUSTRY 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Pe 2 ee TAS 

































































pram ae o™ 


ively 
igned by 


exclus 
des 


ee 





pee See 








FOR SEPTEMBER, 1949 









Mimentigaein someone ae > 
oe os pee RRS ea 
Sentient 
Ras 
* 
oe 


to the ecnitude be a all: center Bind 
- with its newly patented Magniset setting . . cleverly Benes 
with: anew A se reflector and sparing b border de 

flashing Rh : 
Box! and : s lve 








at ata 


42 W. WASHINGTON oT. INDIANAPOLIS. av. 8 
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YLUCKY DOZEN 


Here's a once-in-a-blue-moon chance to make 
a larger profit on America’s fastest selling 
Watch Bands. In addition, JB gives you a 
bonus of a stunning Jewel Case that you can 
sell for at least $5! Order the JB “LUCKY 
DOZEN” from your wholesaler today! 


























ort 


Just Buy THIS JR 
"LUCKY DOZEN” 
— AT REGULAR PRICES! 





GET THE JB “LUCKY DOZEN” DEAL... an assortment 
of 12 of the most popular JB numbers on two “lift- 
out” trays...8 Ladies’ Bracelets and 4 Men's Full- 
Expansion Watch Bands...plus the Jewel Case, 


GET THIS STUNNING " 
JEWEL CAS e without cost. Se 


WITHOUT COST! YOUR COST bonds Only -- +++, . $36.00 
RETAIL VALUE $5? YOUR REGULAR PROFIT $1290 rea tox 40.10 





Ce YOUR BONUS PROFIT WHEN 
Be ee SON YOU SELL THE JEWEL CASE.......... 5.00 


YOUR TOTAL PROFIT.......... $45.10 


WE RESERVE THE RIGHT TO WITHDRAW THIS OFFER AT ANY TIME. 
ORDER TODAY! 








Your Best Bet : 
for Profit is Always 4 





THE JEWEL CASE is famous Farrington Quality .. . Fabri- 
koid Snake Skin over a durable metal frame. .. Inside 
lined with Sand-Tone Satin... Aqua Velvet Bottom... 
Simulated gold hinges and edging. Easily worth $5 at retail! 















JACOBY-BENDER 161 AVEBDE GF T8E. AMERICAS 
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Assorted Yellow, Pink and ni 
All Parts 1/20-12 Kt. Gold- 









{You ! 
ORDER THIS REPAIR PARTS Wade for Wear 

use this repair-parts case fo! 
You'd pay $14.00 if you ordered these watch band parts separately — years. Wood frame anc 
not counting the handy, durable case they come in. Here is a special dividers. covered with lone 
assortment of the watch band repair parts you use the most — every- : ‘ 


thing from ratchets to ends for repairing all makes of watch bands. lasting fabrikoid. Snap 
Save $2.75 on parts alone — and get the parts case free. Order from button fasteners. 


your wholesaler today — end at the same time ask for the JB COM- 
PLETE CATALOG OF REPAIR PARTS. 


TODAY! 


For Prestige..For Profit..Look to | | i 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK -13, Q. Y. 
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Brightest stars in today’s market . . . Walter Lampl’s Pear! Planets*! E 
Creating a new selling sphere that's destined to stir up greater : 3 
sales... you'll thank your lucky stars for g i 
Walter Lampl and his Pear! Planets”. é 
Fashioned in 1/20 12K gold filled, and lustrous simulated g | 
ey-Volaie Grolelce|[areli-1e mel gel0] oe) Mal-\e. dle let elcele-1 (159 : 
elthifolamelme ae) o-\elaalale Re lale moo li(-1a ellen] e~ f 
available in sets or individually. The wholesale cost WE = # 

: “ ’ . 
allows you maximum mark-up . . . retailing ata 1 V : : 
customer-pleasing price—that's profitable for you! ‘ S 

a Y 
ee «f 
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tNo. 2632/4004 - be om Ps Ny r e. ee 
Bracelet with disc “at Es x —— tt a 
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$8.50 ‘ 
tNo. 2633N- Sautoir Se ‘ ; nut 
Necklace. Lustrous simi  . on 
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earrings to match 

. Front and side view 
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“by lampl’’ 


> A REGISTERED TRADEMARK 
WALTER LAMPL INC oTo) CoM a1 te MME Si -1allale ME Tih 4-1 emmelalol duit MolaleMidallal-ttielsl-Mal-37-110 2 


‘From our extensive line of 10K and 14K gold, 


All Prices Keystone. 


oe ) 
Have you seen our newest charm . 
success . . . a miniature Television ah tty 
Console set in 14K gold, that is 
¥, 





boosting sales all over the country. 
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‘creators of the unusual — as usual” 

















In the distinguished creations that 
bear the Seidman name, no compromise 

is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 





SEICO} 


SEIDMAN & COMPANY 


ey | 





MANUFACTURERS 
31 WEST 47th STREET 
NEW YFORa 19, NN. X. 
50 
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Phinney Walker distinctive american made clocks: 











THE THINNEST, SMALLEST AMERICAN-MADE TRAVELING ALARM CLOCK AUTOMATIC 22 YEAR CALENDAR CLOCK 
No. PW26. Its trim lines and dependability make it the No. PW32. A bright new idea in time-keeping. Tells the 
perfect traveling companion, Gilt trim; luminous dial, time and date at a glance! Combines an accurate clock 
precision movement. Brown, tan, maroon and blue simu- with an automatic 22 year calendar, adjustable for any 
lated leather. Size: 4-3/16 x 3-9/16 x 1-5/16. month with a flip of a finger. Square modern easel 


clock, gilt-framed; raised gilt numerals. Size: 4” x 4°. 


To retaiiot...... $g95 plus tax os 
To retail at oeeeete 3g plus fax 


No. PW40 LIGHTER-CLOCK 

A double-duty beauty! The novelty appeal of this 

unique item is matched by its dependable performance 

—as a lighter—and a timepiece. Both fully guaranteed. 

Gilt and silver finish. Nothing else like it! Suitable for 

desk or table; terrific gift item! Size:354° x44," x 1%. 
To retail at.. o- $1795 plus tax on clock 


Aw first with the unusual in styling, 



















design and originality in ideas is Phinney-Walker 


Company—o division of Semca Clock Co., Inc. 





—clockmakers since 1915. Truly there is a 


Phinney-Walker clock for every place and 





purpose at a price for every purse. Outstandingly 








beautiful, Phinney-Walker clocks grace the 








finest homes and desks ond travel in the best 
company! With precision movement timed 
and guaranteed, you con depend upon any 
one of these distinctive clocks to give you the 


right time and enjoyment every time. 





NATIONALLY ADVERTISED ON THE AIR 





No. PW16 TRAVELING CLOCK 
Small size. FOR HER: A dependable time- 
keeper at exciting low price. Luminous dial. 
Brown, tan, red and blive simulated leather. 
Size: 3%" x 3%” x 1%". 

To retail at... .. . 3645 plus tax 
No. PW15. Traveling clock same as PWI16 in 
larger size: FOR HIM: 4-9/16" x 4-1/16" x 
1-1/4". A wonderful value— 

To retailat...... $645 plus tox 


No. PW20 CLOCK AND CIGARETTE BOX 

Novelty gift item suitable for desk or table, with precision clock 
movement and compartments for 2 packs of cigarettes (regular or 
King" size) or 2 decks of playing.cards. Brown and maroon simu- 
lated leather with gilt finish trim, gilt dial, Size: 6° x 44%." x 1% . 


West Coast Pri 
Ee a ee Consult Your Wholesaler To retail at . . . . 999% plus tox on clock 


Phinney -Walker Co. 


30 IRVING PLACE, NEW YORK 3, N. Y. 
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Only Paragraph 3 of the Decision Was 





Advertised by the Feature Ring Co. 


Because we feel that it would be of interest, we 
publish below the entire decision in the case of 
Granat Bros vs. The Feature Ring Co: 


IN°THE UNITED STATES DISTRICT COURT FOR THE NORTHERN 
DISTRICT OF CALIFORNIA, SOUTHERN DIVISION: 


1. The word ‘““Wed-Lok” is not primarily descriptive of the ensem- 
bles marketed and sold by plaintiff, but it is used in a suggestive 
or figurative sense. As such it is a valid registered trademark. 


2. That the trademark was not abandoned. 


3. The words “Feature Lock” are sufficently distinct from 
‘“Wed-Lok” as to preclude likelihood that Feature Ring Com- 
pany’s product will be passed off as those of plaintiff. The evi- 
dence fails to show confusion in the ultimate customers. Neither 
infringement nor unfair competition is established by the weight 
of the evidence. 


4. The notices sent by plaintiff to customers of defendant Feature 
Ring Company were sent in good faith and suit was brought by 
plaintiff seasonably after sending the notices. Feature Ring Com- 
pany’s counterclaim is therefore not established. 


Judgment will be for defendants upon plaintiff's complaint 
and for plaintiff upon the counterclaim. Findings of fact and con- 
clusions of law to be prepared by plaintiff pursuant to local rule; 
each party to bear its own costs. 


, 











: GRANAT BROS 
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THE (f (1 LOCKING 





By GRANAT 


With a Simple QUICK CLICK They 


Lock Together... Yet Unlock Instantly 
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DIAMOND RING ENSEMBLES 


2 | Offer Ing Tempered Mountings* (Not Cast) for Lasting Protection 


The ancient principle of tempering metals by submitting them to 
tremendous force combines with modern production methods to 
produce mountings of superior strength and wearing power, mean- 
ing lasting protection of the diamonds. 








Just a simple quick “click” and these rings lock together... 
unlocking easily and instantly at any time. Simple to demonstrate, 
simple to sell...nothing to break or lose. And the locking feature 
is guaranteed for the life of the rings. 


Offering a Guarantee of Quality With Every Ensemble 


Because of the superior quality of Tempered Mountings,* your 
customer has a written guarantee against diamond loss for one year. 


-, Offering a Superb Variety of Styles 


Designs to suit every taste...in a choice of widths...in a range of 
prices to suit every pocketbook. A sure-selling combination! 





Offer Ing a Nationally-Recognized Advertising Service 





\= A wealth of advertising mats...including special seasonal mats and 
As complete campaigns...as well as counter cards, radio spot announce- 
\G ments, leaflets, display trays, publicity copy and publicity pictures. 


NY 
GHANAT 2% Z 


114 GEARY ST., SAN FRANCISCO 8, CALIFORNIA 


“TRADEMARK REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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Write for 
complete, new 
full-color 
1949-1950 
Mele Jewel Box 
Catalogue 


D6 














Destined to make sales history 
...in every jewelry store! 


He'll say, “GIFT-WRAP IT, PLEASE.” 


Here’s the gift that is always in season. He'll recognize the beauty of its brilliantly 
lustrous Aniline-Dyed Genuine Leather . . . its magnificent 24Kt. gold tooling (on 
the Magic Tray, too) ... its velvet and shimmering satin linings. He’ll thrill to the 
romantic melody of its Thorens Swiss Musical Movement. 


He'll stop, look and listen. 
Then come the words that are music to your ears: 
“Gift-wrap it, please.” 


Spacious size: 10 x 7 x 314”. Colors: Wine. blue. green. 
Cost: $5.75 Suggested Retail: $9.95 

MELE MANUFACTURING CO., INC. 
366 Fifth Avenue New York 1. N. Y. Established 1912 


Manufacturers and Exclusive Distributors of all Mele Products 
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Lady's Sterling Cos- 
tume Ring, with multi- 
color stones. 


opal, 


liants. 





1802/L 





Seek 
Cae 


All! he) 


5321 2 Profit Possibilities 
You Can't Miss 





Lady’s Costume 
Ring, center stone 
simulates black 
Mexican 
opal, moonstone 
or turquoise, sur- 
rounded by bril- 













Lady’s Sterling Ring, set 
with assorted-color center 
stones, brilliants and 
baguettes on sides. 


Lady’s Sterling Ring, set 
with 3 baguettes on each 
side. 


1a 


If you’re a wholesaler, send for sam- 
ples of these rings. 


If you’re a retailer, ask your whole- 
saler about the big Uncas line of pop- 
ular-price, high-quality numbers, 
designed to tempt the customer, mul- 
tiply turnovers, build store traffic. 





Man’‘s Ring of 
1/30 14K rolled 
gold plate with 
2ct. white stone. 





BX8409/u 
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Through Wholesalers Only 






Man’s Initial Ring, 
1/30 14K rolled gold 
plate with unbreak- 
able simulated ruby 
or simulated onyx cen- 
ter stone, sterling or 
rolled gold plate ini- 
tial, one brilliant each 
side and cornerstone. 
Also available with 
simulated cameo, 
opal, pearl, tiger eye. 





UNCAS 


MANUFACTURING COMPANY 


“America’s Largest Ring House’’ 
PROVIDENCE, R. I., U. S.A. 


TRADE cee MARK 
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Set #09162—$10.00 Reta 
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More Profits 
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ARVIN 


GO OFF 





Effective 
September 1, 1949 





on all ARVIN Electric Appliances 
in Master Carton Quantities... 


Here’s the best news appliance dealvrs have 
had since the war! To help offset the constantly 
increasing costs of doing business, to provide 
more liberal profit margins, Arvin now offers 
40% discount off retail list prices on all Arvin 


pre-war profits are back for Arvin appliance 
dealers! Coupled with new reduced retail list 
prices this announcement means more sales, 
greater profits on the fast-selling Arvin line, 
just in time for your biggest selling season! 





appliances in master carton quantities. Yes sir, Come on in, dealers, business is wonderful! 





NEW LOW LIST PRICES 





MODEL 3400—ARVIN LECTRIC COOK 


Still the No. 1 value in 
cooking convenience, P 
but $2 lower in price! .G 

Cooking area equals 3 * 
ten-inch skillets. Holds 
16 hamburgers, 8 pan- 
cakes, or 4 toasted sand- 
wiches at a time. Automatic heat con- 
trol, signal light, insulated base and 
handle, and beautiful chrome finish al) 
make strong selling points for gift shop- 
pers. Dealers report that Arvin Lectric 
Cook is the fastest selling gift item in 
the appliarice field! Underwriters’ listed. 


MODEL 3000—4-SQUARE WAFFLER 


The same famous Arvin 4-Square Automatic 
Waffier we’ve nationally advertised at $22.95— 
now priced at $20.95 for greater value. Bakes four 
full size waffles at a time, as light 
or as dark as desired. Automatic 
heat control. Signal light tells 
when to pour, tells when waffles 


are ready. Under- $9095 


writers’ listed. 







MODEL Z200—-ARVEN DUAL-CONTROL IRON 


Vas $12.95—now $11.95! Magic Watchman 
bos risk of scorching with a too-hot iron, ends 
effort wasted with a too-cool iron. Extra long 
&-foot cord, reversible for right or left hand 
irening. Double thumb rest. Under- $1195 


writers’ listed. 
Model 2200 — Arvin Automatic Iron 


Weighs 3 Ibs. Automatic heat control. A truly 
modern iron at a low price. Under- $ 995 


writers’ listed, of course. 


FOR EXTRA SALES — ARVIN 34GR GRIDS 


Add Arvin Waffle Grids to every Lectric 
Cook sale for easy extra profit! Sell two 
appliances in one—because these grids 
make the Lectric Cook into a fully auto- fe 
matic waffle Xaker. Pre-seasoned — no EES ae 
greasing required. Quickly attached. $400 SS Sess 
Now only SEE : 


“_2e*eeeeersteteretteeeeteeeeeneeereeteee 





DETAILS — WRITE, WIRE OR PHONE YOUR DISTRIBUTOR NOW! 


FOR FULL 


INDUSTRIES, INC. 


Indiana 


NOBLITT-SPARKS 


Columbus, 


FOR SEPTEMRER, 1949 as 





Styled Kight by 
| Clit 


neaux, 4 AH, 8x10AK, 6!/2 oval, 
79%,/11-7AP & JAH, 15/0, 
14/0H, 7)4W, 834, 18/0E, 
750W, 8AE, 6!/2-343G, Dome. 
diamond & 3 way crystals. 
981/86 — 93% ligne, 10/OE, 
10/OW Sunburst, split & 3 way 
crystals. 


862/86—same as 862/88. 


1137/86—10!, & 11'/, ligne, 
6/OE, 6/OW Flat, 3 way & 
dome crystals. 


We manufacture a complete line 


WATCH CASE CORP. of rolled gold plate cases in all 
150 Varick Street sizes. Also famous Elite Water- 


New York 13, N. Y. sealed Case. 


In Chicago 
Katzman, 5 N. Wabash Avenue 


New Catalog on Request 
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No. 400 Lancaster Rose 
5 piece tea service of 
exceptional beauty 


Come 100) EO) stereatt ye. 
Double Vegetable Dish 
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No. 125 Silent Butler 
Gadroon motif large size 
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THE NEW GENERAL ELECTRIC 


COMBINATION SANDWICH GRILL 
AND WAFFLE IRON 
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60% larger Waffle Grids 














And what terrific gift-appeal it has! Toasts comfort... fix tasty lunches and evening snacks! 

delicious sandwiches . . . makes wonderful waf- Finished in sparkling, long-lasting chrome 

fles (when you insert interchangeable aluminum plate, and equipped with cool, brown-plastic 

waffle grids) . . . even fries eggs and bacon— handles, it will adorn a table—any table... 
; | 

all at the table. easy to clean, too! 

No fussing at the range—no dashing to and What a Combination Sandwich Grill and 
from the kitchen—with the new General Electric Waffle fron! What an easy-seller! Appliance & 
Combination Sandwich Grill and Waffle Iron. Merchandise Dept., General Electric Company, 
A marvelous way to get real breakfast-time Bridgeport 2, Connecticut. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


€2 











eee aid 
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* Price subject to change without notice. 


You can put your confidence in — 


GENERAL @@ ELECTRIC 
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HARRY & BEN FRACKMAN 


I N C OF R P O R A T E OD 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS, Tex. Emil F. Burger 
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IN COSTUME JEWELRY 


lf vou want all the costume 
jewelry business you can get, 
take your cue from people who 


set the fashions... 


Build your Costume 
Jewelry Department 
around one of the style 
leaders—a top name 


like Kramer! 


Season after season the nation’s foremost fashion magazines Advertisement (below) appears 
in the October issue of 


MADEMOISELLE as a full page. 


feature Kramer Creations as shining examples of what the 


well-dressed woman will wear. 










That’s why a Kramer display puts you out in front with the style pitta, 
leaders—makes vour store the center of “What's new in costume jewelry. vg 
Why be content with a mediocre costume jewelry department 
when it is so easv to have one of the most successful departments 


in town? Write Kramer today! 


KRAMER JEWELRY - 48 WEST 37th STREET - NEW YORK 18, N.Y. 


This Fall it’s the 


TURN THE PAGE 


for Kramer Ad appearing in 
VOGUE November I issue 










by 
amer 
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URE SORCERY AGAINST THE BLAC 


Rendezvous fashion jewels...exotic Kramer exclusives... 
resplendent with stones of diamond-like brilliance... to electrify 
your glamour after dark. ¥ Necklace. about $24; Bracelet. 
about $16; Pendant Earrings. about $7.50; Brooch. about $13. 


<~ 


Federal tax extra. xy Other Kramer Originals from $5 to $50 


...at fine stores everywhere. 





‘“‘Blooming’’ Stole by Masi 














23 742.576 * 


customers for children’s jewelry 


Get YOUR share 


of this business with 


a 


in the famous 


Stl earl 


Jewel Box? 
NATIONALLY ADVERTISED 


There’s a tremendous 


market for children’s jewelry! 





Make sure you get this 
profitable business for Fall 
and Christmas. Feature 
KIDDIE KRAFT, the line 
every parent knows 


and remembers. 





ORDER FROM YOUR 
WHOLESALER TODAY 
LOCKETS e@ PENDANTS 
BRACELETS e@ CROSSES 
KIDDIE EXPANSIONS 
RINGS e SETS 
TO RETAIL FROM $2.50 TO $10.00 


*Bureau of Census figures for al] children under 14. 
7Design patent $142,996. 


MARATHON COMPANY 
Attleboro, Mass. 


Manufacturers of the finest children’s jewelry for over half a century 
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DATOMETER Self-winding, waterproof calendar watch “i 


lopeeHy, Briszre Beer net 


th famous MIDO quality 









aide) ay 
“Upoerantomatt 






The Datometer, in stainless steel, is just one of 
Mido’s new styles—new ideas—new merchan- 
dise to answer YOUR problems of making it 
easier to sell merchandise. 

Self-winding, waterproof,* shock-resistant and 
anti-magnetic. To retail at $98.00 F.T.I. 


And YOURS without charge—a dynamic ‘Action’ dis- 
play—dramatically sells Mido watches for you—given to 
your store as part of Mido’s Fall Merchandising Program. 





*Stays waterproof while crystal’s intact and case is not opened. 


Find out today how you can sell more watches—write to 


Louis Aisenstein & Bros., Inc., Sales Dept., 16 East 40th Street, New York 16 


EXECUTIVE OFFICES AND SHOWROOM, 630 FIFTH AVENUE, NEW YORK 20 - BRANCH OFFICES: 29 EAST MADISON STREET, 
CHICAGO 2 - 315 WEST 5TH STREET, LOS ANGELES 13 - FOREIGN OFFICE: ERNST SCHULER STRASSE 6, BIENNE, SWITZERLAND 
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Rosamns 2 


> and MepALs 
by CATAMORE 


> 
SY 


AY, 
1116 
Sterling 








~~ 


os SERS 


yo 
When you put the Catamore 

‘line of Rosaries and medals in 
_ your store, you'll be able to sat- "Waa S 
isfy the most exacting demands a i <olos ii 
é ff 


. of any customer. This is so be- 


cause the Catamore line is com- [7 | PY ee ogee 1117 
: : x na : : A. 2 . < ' nd S t erli n g 
: SS See . . ~— ae os 
P lete with a great variety of Si “> Se — . Bright cut edges 


a 


beautifully made rosaries. Avail- ot oe ve iii 
able in sterling, 1/20 12Kt. gold y 
| filled and 10 karat gold, with the 


greatest possible assortment of 


crystal, pearl, machine-cut and 
sterling beads. Ask your Cata- 
more wholesaler te show you this 


Sterling 


fast-selling, popular line. 
Bright cut edges 


with enamel 


SK ws 





— : ‘ = . Sterlin 4 
' Bright cut edges 


with enamel 


+23] PINE STREET - PROVIDENCE 3° Re I> 








New York West Coast Mid West East 
FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN WILLIAM PEACH 
3 Fifth Ave. 704 Market Si. 29 E. Madison St. 231 Pine Street 


York. N.Y. San Franciseo 2. Cal: Chicago, Hl. Providence 3, R. I. 
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OMEGA 
NATIONAL 
ADVERTISING 


in the pages of 








LIFE - FORTUNE + ESQUIRE 
THE NATIONAL GEOGRAPHIC 
VOGUE - THE NEW YORKER 


THE NEW YORK TIMES MAGAZINE 
will have a circulation of 22,026,939 


and will reach 95,134,246 readers, 


September through December. 


This is your quality market! 








Tie-in with the Omega national advertising 
THE OMEGA AUTOMATIC, THE THINNEST HIGHLY PRECISE SELF-WINDING WATCH MADE TODAY. ITS Sup: 


; ; MECHANISM IN A CASE OF DISTINGUISHED ELEGANCE. 17-JEWEL SWISS MOVEMENT. STORES 36 HO(! 
to build up your sales in fine watches. RESERVE WINDING POWER, 14-K GOLD-FILLED, $71.50 F.T.1. OTHER OMEGA AUTOMATICS UP TO $450: 


O/WEGA 


Symbol of the Ultimate in kine Timepieces 








NORMAN M. MORRIS WATCH CORP. -« 608 FIFTH AVENUE, NEW YO 








Here are 





Je 












Sen ET Oe, 








or cars. And this is understandable... 


OMEGA will tell 


your customers this fall 


How to buy a watch 


@ People don’t know as much about watches as they do about food, clothes 





@ ...people don’t have the specialized knowledge (as you do) needed 


for judging the merits of an intricate piece of engineering. 


@ That’s why too many people select a watch according to the standards they 


are accustomed to using for other products...The Price—The Design. 


evaluating a watch. 


@ As every fine jeweler knows, there are important...specific factors in 


Reputation of the manufacturer * Detailed perfection 
of the movement * Record of accuracy and dependability 


...are all vital considerations, and all add up to VALUE. 


@ We believe that today, when the customer js more interested in value than 


anytime in ten years, specific information on “HOW TO BUY A 
WATCH” will help our selected jewelers sell more and more Omegas. 





Go to a reputable jeweler. You pay no 
more for quality when you deal with a fine 
house. Omega watches are preferred by the 
nation’s finest jewelers...you can depend on 
them. 


Buy a “name” that has stood the test of 
time. The reputation of Omega is your guar- 
antee of superior calibre. Omega has been 
making fine watches for over a century. 


The Swiss jeweled movement of Omega is 
made entirely by Omega to rigid specifica- 
tions. It is not an assembly of mass produced 
parts. Each of the delicate organs of the move- 
ment are crafted in Omega’s own modern, 
highly scientific laboratories in Bienne, Swit- 
zerland. As a result Omega is as fine a watch 
as man can make. 


The ultimate in accuracy...has been 
achieved by Omega whose record of precision 
is a marvel to time experts. Omega holds the 
only official precision record recognized by 
the British National (Kew-Teddington) 


Observatory. 


Fidelity of performance is assured Ly | 


Omega as every watch is tested and observed 


nine potnts we will stress 





in our national advertising this fall: 


before it leaves the Omega laboratories. Only 
those watches which have met the severe re- 
quirements of accuracy are offered to select 
jewelers. 


Dependability...fine jewelers’ shop records 
report that Omega requires less servicing than 
any other watch in its field. Omega is a de- 
pendable time piece. 


The servicing of Omega watches is easily 
available...for Omega watches are sold by 
fine jewelers throughout the United States, 
and throughout the world. All Omega jewelers 
are equipped with service parts to take care 
of any repair work that should be required. 


Compare prices. Omega timepieces are not 
expensive. A man’s stainless steel watch can 
be bought for as little as $60.00; a 14k gold- 
filled automatic is only $71.50; women’s 
styles begin as low as $65.00, and all are 
genuine Omega movements. 


Excellence of styling is found in all Omega 
watches... because all Omega movements are 
specially built permitting great individuality 
and elegance in case designs. 


In June Eterna Made Watch History With... 
ETER i . i ATIC ...the smallest, 


most efficient lady's self-winder ever made 









THE FIRST AND ONLY NORMAL-SIZED 
SQUARE MEN’S SELF-WINDER! 





Both made possible by the greatest advance in watchmaking 
since invention of the automatic—The Ball Bearing Movement! 


Here’s a square self-winder that’s the same size as any regular watch— 
not oversized like other automatics! The same compact ETERNA: MATIC 
ball bearing winding mechanism that made possible the smallest, most 


efficient lady’s automatic ever produced, now gives you the first and 





only man’s square self-winder with a dial no bigger than a quarter— 
the men’s ETERNA: MATIC! 

Like its mate, the men’s ETERNA- MATIC winds itself at the slightest 
motion of hand or wrist...keeps running even when off the wrist for as 
much as forty hours. It winds itself two ways, not just one as in most 
automatics...is always fully wound, not just half-wound, because the 
mainspring is always in the same state of tension—constantly wound up. 

The ETERNA- MATIC for men is handsomely designed to fit the normal 
wrist...is made in four distinctive styles, each with a ten-line move- 
ment, and the direct-sweep second hand that men prefer. They'll insist 
on the ETERNA-MATIC for business and play. Be prepared! Stock up 
on the complete ETERNA: MATIC line now! 


ETERNA-:MATIC ball bearing winder does what 
no other automatic can do...swings oscillating 
weight freely in a complete circle...winds main- 
spring at the slightest motion of hand or wrist 
...keeps the watch eternally wound! The ball 
bearing mounting in the ETERNA* MATIC is un- 
breakable...contains no jewel or pivot. Entire 
automatic system is held in place by three easily 
accessible screws—removable in 45 seconds— 
exposing complete movement. 





DESIGNED TO SELL AS EASILY AS IT WINDS. 
The man’s square ETERNA* MATIC is normal- 


sized... looks handsomer on the wrist. Avail- 
Ee Ee =| ee A * ad — ; if able in four models, standard case or water- 
proof,* in stainless steel, 14K gold filled, and 


14K, or 18K gold. Dust protected. Shock pro- 


* 
+ 2 Look for this ETERNA*MATIC symbol on the dial tected. Non-magnetic. $71.50 to $230 (FTI). 
°® °@ 
*“ETERNA:MATIC waterproof models are guaranteed to remain “ 
av fter cl i or adjus , provide y serviced wit 
ETERNA WATCH CO. OF AMERICA, INC., 580 FIFTH AVENUE, NEW YORK 19 Manna 
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WHITING & DAVIS | 
¢) ; 


LY 
ye s i 8 & ee 
tee right ma the social whirl 


This Fall your customers will expect to see in your store the 


exciting new mesh creations of Whiting & Davis—the fashion- 
bright line that includes stunning new bags . . . smart new billfolds 






... trim cigarette cases, all in gleaming gold and silver. This 
new Whiting & Davis line has a wealth of sales appeal and 


its on display now at your favorite wholesalers. 
Discriminating jewelers the country over are proud to offer their 


customers any Whiting & Davis product, for they know 


that into each creation is built the quality, value and style 
that has made this famous line outstanding for generations. 


Whiting & Davis Co., Inc., Plainville. Mass. 


“ASS 
~ F&F 
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MESH ROSARY CASE... de- 
signed with wonderful good taste 


e e ° > 
... 18 another distinguished creation Hand cH hand. wilh fashion 
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33 








of Whiting & Davis. 
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Featured in Our 
Romantic New 


“HUG- TIGHT” 


Diamond Ring Design 


Both rings shaped to blend to- 
gether in an affectionate embrace! 
Shown is a lovely 8-diamond du- 
ette in heart and flower design. 


Look to 


y) Goldstein- 
Gerson for 
the Newest, 


( REGISTERED ) Most Unique 


| DIAMOND DI IETTE Nd7 Designs in 
ee peek ) Diamond 
SETTINGS (cll) ing 


oo 


Wn OR s3N WA SOLD ONLY 


THROUGH WHOLESALE 
DISTRIBUTORS 


“Pairette” is the magic name for a combination of eye-catching 


beauty . . . unique design and real selling power! These exquisite | @) [ D S T F N ee 


rings are ingeniously designed so that the wedding ring “hugs” 


7A 
ey. Bet 


the engagement ring to form a bridal creation of unusual char- ' R S O N C 'e. 
acter. Se this new and different styling! See how modestly priced, : 
é ppt ges es Ie Cw, 5 03. me Sd ; Cs chs 


too... yes, priced to appeal to 100% of a jeweler’s trade! ea 
Capitalize on the QUALITY and ENTIRELY DIFFERENT 
appearance of “PAIRETTE” diamond duette settings! News- 


paper ad mats supplied to authorized dealers. Write to Goldstein- 126 W. 46th STREET 
NEW YORK, 19,N.Y. 


EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 
Gerson for the name of the “PAIRETTE” jobber in your territory. 


ARTHUR GOLDSTEIN w A. W. (Patty) COHEN * A. B. GRODMAN % IRWIN GOLDSTEIN 
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MARVEL makes NEWS 


in watch bracelets 











RICH IN BEAUTY, QUALITY and 


Atte LESLLLIY SEPA 















Here are six of the new MARVEL “‘Marleda” either snake chain or mesh, will fit over your 
styles ... anew single-action expansion that customer’s hand. * New for Fall, too, is the 
stretches to more than double its original ‘“‘MARLOCK” series, with a simple, trouble- 
length ...an expansion that, combined with free, mechanically perfect ratchet buckle. 
58? 
NP 
WB140 WB145 WB153 WB150 WBI55 WB156 










Retail (T.1.) $7.75 
Keystone, $6.00 


Retail (T.1.) $7.75 


Retail (T.1.) $7.25 l 
Keystone, $6.00 


Keystone, $5.63 


Retail (T.1.) $6.95 
Keystone, $5.25 


Retail (T.1.) $7.75 
Keystone, $6.00 





it 
hy Retail (T.1.) $7.75 


| Keystone, $6.60 


Ve EES stipe 





GLEE 















y pl : : xe 
> <>"°Manleda” ~> = OS C 
SERIES 
a NEW expansion *. 


STRETCHES MORE THAN DOUBLE 





: Design Patent Pending 





— MARVEL JEWELRY MFG. CO. © PROVIDENCE 3 











All snake chain numbers available in square, round or oval 


chain, single or double. All bracelets in Hamilton, Pink or White; 


, .. thera wholesalers 


1/9 19 Gald Fillad tanc with ctainle<«< <teel backs. 





What's the watch 
worth watching? 


The budget-minded watch 
that’s ticking off sale after sale 
in leading jewelry stores from 
coast to coast... . the accurate, 

F completely dependable watch — 

f that makes its appearance in 
striking national ads millions of 
potential customers will see in 
1949. Naturally it’s a 


ACCURACY 


NATIONALLY 


the watch that means greater + 
unit profit for you! Remem- * 
ber, when you sell a Craw- 4% 
ford watch, you sella watch % 
of sound quality .. . a watch 
that increases your prestige, 
ups your profits. For your 
best watch buy... for the 
» watch your customers will 
® buy and recommend, look 
>», to Crawford. 


_ ADVERTISED 
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Pistinelive Watches new have i onal 





SPARKLING DIAMOND-LIKE 


RHINESTONE 


ST F R { N G S LV F R Rhinestone-Set Watch Case by ‘ aoe 
WATCH BANDS 


FOR SUPREME 





Ag 
. 
> 
ia ~ 
PAN 


= _ ott KARE SOROS RRS 
‘ coe 
=> . = Ss Le 
> Mg ; ao 
Raven = a 


‘ 
“> | 2 & 
ray rN . 
Ss OSs 


“SS 


<n 


i 


BEAUTY, FLATTERY 


ADJUSTABLE LENGTH 


% 


People who see these smart, new, expertly 


otialilatcie Maaalincciclilcam cs iiaae olelate Mme) ame) !) ce 


* RHODIUM FINISHED 
STERLING SILVER 


people who know watch bands best — tell us 
they've never seen any bands to compare 


with them for eye-appeal, buy-appeal. They 
HAND-SET RHINESTONES 


x 


simply sparkle with beauty, lending a 
luxury touch to the watches that wear them. 


{ 
Get a supply and watch how fast they sell! x SAPETY CATCHES 


SOLD THROUGH WHOLESALERS 
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2 . 
: ey pa ae 
a . 


DORSONS | 


bile 


~ Reg. U.S. Pat. Off. 







) * THE ONLY LINE OF ITS KIND 
aL SOLD WITH A 10 YEAR GUARANTEE! 





_ NATIONALLY ADVERTISED 











URNSTEIN & SONS CORP. 


119 WEST 24th STREET, NEW YORK 11, N. Y. 














“Meteor”... 
starburst flash of 
baguette rhinestones 
showering from golden 


Trifanium. 


design patent pending 


THE JEWELERS’ CIRCULAR-KEYSTONE 


FOR SEPTEMBER, 1949 


Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 








SPEER AAAI AAS. 
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exacting perfection! 


Curtis created hand-carved cam - 


Make your own Comparisn a .. from any of | 
the large selection of lovely mountings in 
bracelets, earrings, necklaces and brooches 
in 1/20, 12 kt. gold filled and 10kt. gold... 


See why Curtis Cameos are still the leaders! 


Sold Only Through W holesalers 





THE 
| MAN 162 CLIFFORD STREET, PROVIDENCE, K. 1. 


Chicage Representative Eastern Representative 
ALLEN B. PINERO PAUL BERGMAN 
leyworth Bldg., 29 E. Madison St. 162 Clifford Street 
Chicago 2, Illinois Providenee, R. I. 
Los Angeles Representative 


INC. AL GOLDBERGER 
Pershing Square Bldg. 
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Precision-made 


irror-Lapped 


® Flat-top presse 


h case tested in a 
ter-pressure tank, 


d 


esigning for |. D. Watch C 


FIRST American-made rec 
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l. D. WATCH CAS 


General Offices and Factory: 
Creators of Watch Cases of Supe 
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PACKAGED BY FARRINGTON 


MATTZE YOUR PRODUCT OS 


wile Bu vinglen f anned Duckaging 


My ye 


That the “wateh of the airlines” chooses Farrington, is e pecially significant now. at a time of more caretul 


pre ee 


2) 


dollars. For there is no better wav to give sales wings to any product than to present it at its best 
in a quality package p anned for it alone. You. too, can dramatize the quality value of your product when 


See 


en: 


you put it on dress parade in Farrington Planned Packaging. Best. the 


Sees) 


terra firma price won t cause vour sales costs to soar. 
Today. write for a consultation. 


FARRINGTON MANUFACTURING COMPANY 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD., 1191 BATHURST ST., TORONTO 4 





LOOKING FOR 


EMBLEMS 





blems for themselves; family and friends 
buy them as gifts. : 


MBLEMS 


will sell even faster... and you'll sell | 
of them ... if you'll promote them. Ad 
tise them, display them in your winde 
showcases; suggest emblems to cust 
who are gift-shopping. Ask your wl 

or write us direct, about | & R sellir 


, SAAT ah EE 


MBLEM 


by | & R are authoritative 


craftsmanship and superb finish distingu 
| & R Emblems as the choice of discriminatir 
retailers. 


| ‘Teas Mark 


[IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 





























CASH IN ON THIS FACT AND PROFIT NOW... 


It takes quite a product to buck a nation-wide trend— 
but Pacific Silver Cloth is quite a product! It’s the only 
thing that absolutely prevents tarnish, and so great is 
the demand for it that Pacific Silver Cloth wraps are 
selling 62% above last year, in spite of a widespread 
decline in jewelers’ sales generally. 

Help recover some of your lost profits by pushing 
items made with Pacific Silver Cloth. Pacific Silver 
Cloth increases your store traffic—sales—profits—aids 
your business in silverware departments—absorbs store 
overhead—builds customer goodwill. 

Feature the new Pacific Silver Cloth wrap package 
and new self-selling display-box prominently on your 


MAKE 'EM SAIL UP! 






wraps are selling 62% above last year 
.»--give you added sales and profits... 


counter. Put up counter displays. Advertise in local pa- 
pers (mats free). Offer your customers the complete 
line of Pacific Silver Cloth products—chests, bags, rolls 
and wraps. 

Tell every customer that Pacific Silver Cloth is the 
only product which actually prevents tarnish for life... 
that they can enjoy their silver without polishing... 
save work, time and energy. You should sell 9 out of 
10 people you tell! 

Clip the coupon right now, while you're thinking 
about it. Be sure to request some of the free selling 
helps—tie in with our big national advertising cam- 
paign. It’s not a minute too early to start rebuilding 
your profits! 





PACIFIC MILLS, Dept. JC-9 
214 Church Street, New York 13, N. Y. 
Gentlemen: I am interested in [] wraps, [|] chests, [] hollow ware bags, [] place-setting rolls, [] packets 


made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. Also 
send me free [] mat catalog, [_j] sample of leaflet available for mailing, [|] counter cards. 
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DEPARTMENT. 





STORE 





STREET ADDRESS 





ZONE. STATE. 
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Satin Chrome. 
Vertical design. 


tetails at $5.95 No Fed. Tax 





Retails at 


$12.50 


No Fed. Tax. 
Inspired design, timeless styling, 
superbly finished in non-tarnish 
radiant Rhodium—can be en- 
graved. The treasured symbol of oo 
Rhodium Finish. eh e : 7 gracious living, with famed A*S:R : - Mirror Panel, 


Vertical design. : “-” mechanism. Ebony Tenite handle. __ __. Rhodium Finish. 
stoils at $7.50 No Fed. Tax | 7 : Y | Retails at $10.00 No Fed. Ip. 
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A’S‘R Heritage Table Lighter, companionate cigarette 


-Peari. : ; ee | - 
Thodina nth, Mother-of-Pearl. server and matching tray in non-tarnish radiant Tortoise Shell. Rhodium Finish. 
Midget Model. Rhodium Finish. Rhodium. viberaeaveg Finish. ae -. 
ils at 50 No Fed. Tax. Retails at $12.50 No Fed. T Retails of $10.00 No Fed. Tax Retails at $10.00 No Fed. 
oe : “ we Retails at $25.00 No Fed. Tax. 











Leather Covered. 
ligator-Cobra-Morocco- 





Ostrich. 
ot aoae se. : oe j For table or desk. Richly sculptured in non-tarnish 
iis at $9.00 No Fed. Tax eather Covered. ‘ ee ee : eGe . ld. ; 
Alin chor-Colire-Mératen. Rhodium finish can be engraved. Sure-action A*S°R Sterling Silver. 14kt Yellow Nt ae 
Ostrich. Lighter principle. Floral Pattern. Styled by Cartier, ae 
; G 
Retails ot $9.00 No Fed. Tox hetails ot $12 50 No fed. Tox Retoils at $22.50 Plus Fed. Tax | Retails at $200.00 Plus Fe 
e 














- SOLD BY LEADING JEWELRY JOBBERS - 
RteHTER DIVISION A-S*R CORP.; BROOKLYN, ‘NW. F. 
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LORRY 


Fy) WEW! Can't be pulled out of shape 
() .... all links are soldered 


WEW / Can't pull open—screws into place 
1/20 12Kt. G.F. | 


NOW .. . LeStage presents the “’Twist- 
Lock’’, a completely different swivel that 
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or ennnnnnne EAP DDD ODD POPPER OH ne 


can’t bend, can’t pull open or out of shape. 
Combining the distinctive styling and sound 
construction which characterizes LeStage 
chains, the new “‘Twist-Lock” swivel is 
more durable, more efficient than old types. 
Another feature that makes LeStage chains 
easy to sell. 


Also available in all Dickens and 
Waldemar styles 

Ask your wholesaler about this 

fast-moving, quality line. 


PRICED TO RETAIL FROM $6 TO $16 
MANUFACTURING COMPANY 


NEW YORK CHICAGO MONROVIA, CALIF. 
9 Maiden Lane 29 E. Madison St. 110 El Nido St. 
NORTH ATTLEBORO = MASSACHUSETTS A. H. Betz A. B. Pinero James F. Loveridge 


CHAINS © BRACELETS * LOCKETS * KNIVES * BABY JEWELRY * IDENTIFICATION BRACELETS 
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# 818 
IHlustrated 





RLING SILVER 
Rhodium Finish | 
Priced for Quick Turno i 4 














® Heavily made for extra wear @ Individually and smartly boxed; 2 | 
mounted on colorful velvet : 
@ Hand tooled, finely polished : 


@ Unconditionally guaranteed @ In stock; immediate delivery 3 : 





e Sold only through wholesalers @ Free ad mats available 
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Chicago: Harold Charmack, 36 South State St., Chicago, Ill. » Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


Authentic English Reproduction 


PIECE TEA AND COFFEE SE 
Finest Silverplate at THIS AMAZING LOW PRICE 


HAND APPLIED = & I ‘ 
GADROON BORDER 


OO HEAVILY SILVERPLATED 
ON COPPER BASE 


PLATING IS GUARANTEED TO WEAR FOR APPROXIMATELY 10 YEARS! 
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$861/7—7 PIECE TEA AND COFFEE SET 


Smart buying ‘pays off” these days... “pays off” in extra 
sales when customers are sure of the values you offer. 
Such a value is this exceptionally attractive Tea and Coffee 
Set which is about the “best buy” in the country today. 
Here's top quality silverplate, priced low enough to tempt 
your most discriminating and “‘price-conscious” customers. 
Fashioned exclusively for us by skilled master craftsmen, 
this authentic English reproduction stands out in any fine 
Silver display. All pieces are heavily silverplated on copper 
and guaranteed to wear for approximately 10 years. The 
beautiful hand-applied gadroon border, and decorative 
carved feet add extra elegance to the entire ensemble. 


L. LURIA & SON, ING, © Fé. Siler Hause « 


Set includes impressive looking Coffee Pot (12%" high); 
handsome Tea Pot (11%” high); Waste Bowl (5'%" high ); 
gracefully designed Creamer (5%”" high); Sugar Bowl with 
cover (7%”" high overall); beautifully shaped 12-cup Swing- 
ing Tea Kettle with burner base; large oval pierced Serving 
Tray with engraved center (31” x 192” including handles ). 


All Pieces Are Stamped 0) SILVER ON COPPER. 


ONLY A LIMITED QUANTITY OF THESE SETS ARE AVAILABLE AT THIS SPECIAL 
LOW, LOW PRICE. MAIL YOUR ORDER TODAY AND REMEMBER .. . "SMART 
BUYING IS THE SHORT CUT TO VOLUME SALES."’ 





160 Fifth Avenue 400 S$. W. Second Avenue 214 Pryor Street, S. 
New York 10, N. Y. ° Miami 36, Fla. . Atlanta 3, Ga. 
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LINE OF WATCH 
BRACELETS 


NATIONALLY ADVERTISED 
Over 256 Radio Stations 
from Coast to Coast. 
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Ask your jobber to show you these numbers — or obtain them for you. 


MANUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY 


PROVIDENCE STOCK COMPANY 


PROVIDENCE, RHODE ISLAND 


11 Maiden Lane 


29 E. Madison St. 
NEW YORK 


CHICAGO 


LOS ANGELES 


FOR SEPTEMBER, 1949 
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Highlights of 
The “Country Club” 


e Direct center sweep sec- 
ond. (Advantage: re- 
duction of number of 
wheels). 


e 17 jewels. Balance and 
escapement jewels are 
convex, with olive holes. 


® Incabloc shock-resist- 
ant device. . 


Introducing 


The “Country Club” 


a new, extremely thin, 
water-resistant dress watch 


e Steel roller with ruby 
roller jewel. 


; © Glucydur balance wheel. 


© Breguet or flat hair- 
spring with predeter- 
mined pinning point of 
. a. hairspring. 

Sn site S e Nivarox l hairspring. 


© Special collar on pil- 
lar plate to ensure bet- 
ter adjustment of stem, 
and increase protection 
against dust. 

¢ Large size barrel and 
large size balance wheel 
ensuring regularity to 
the running and regu- 
lating of movement. 


UNIVERSAL 


GENEVE 





The outstanding watch value of 1949... 10 Kt. gold-filled, 
water-resistant case, metal bedded movement for rigidity, 
direct sweep hand, index dial. It retails at only 

$62.50 with bracelet; $55 with strap, Federal Tax included. 
Write for attractive particulars. Request it for inspection. 





an a You'll find it’s a watch you will want to sell this fall. 
Pe SS Meet = THE HENRI STERN WATCH AGENCY, INC. 
Good Watchmaking 587 Fifth Avenue, New York 17, N. Y. 


OH. 5S. W.A. 1949 
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stow of RING OF DISTINCTION 






Ve SONY begins with sheets or 


Handy & Harman No. 2 Karat Gold—a gold 
scientifically developed to provide the right Ps 
working properties for ring making. |. oe * an 





RIES 


These gold sheets come to the ring manufac- 
turer exactly alike in working properties, size, 
gauge, and guaranteed true to karat . . . with 
never a crack, blister or blemish. At the right 
you see a ring blank being cut from a 14K sheet. 





Now, on another press, the blanksare And here an outstanding feature of Next, the shanks are soldered—free 

formed—with thisductilegoldwork- our No. 2 gold is revealed —its flowing Handy & Harman karat gold 

ing uniformly in the dies you get unique stamping qualities and uni- solder, colored to match, joins the 

consistent, trouble-free operation. formity assure sharp, clean-cut re- shanks to make a completed ring. 
productions of design every time. 


SEND FOR THIS FREE BULLETIN 
No. 2 gold is only one of many “specific-purpose” 
compositions offered by Handy & Harman. They’re 
described in Bulletin 16. Write for a copy today. 





And here’s the happy 
ending—a ring of dis- 
tinction made from a 
gold of distinction, 
that finishes well, has 
the hardness to resist 
constant wear and has 
a good color—a yel- 
low gold available in 





10K and 14K. 82 FULTON STREET “@ NEW YORK 7, N. Y. 
Bridgeport, Conn. °* Chicago, Ill. * los Angeles, Cal. 
Providence, R. |. ° Toronto, Canada 
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Traffic Stopper 
Here’s full color, 3 dimensions, and 
action — all in one illuminated dis- 
play! On counter or in window, this 
attractive young lady’s “living” face 
catches the eye, brings in the cus- 
tomers. Showing a popular Cyma- 
Tavannes watch, this striking 
display piece is now available to 
selected Cyma-Tavannes watch 
accounts. 




















Classic Simplicity Marks 
New Cyma Gift Clock 


Customers in search of a truly dis- 
tinctive clock now have their answer 
in this new Cyma model! 

Designed with skilled restraint— 
it’s at home in living room, library, 
dining room or den. Tiny but beauti- 
fully proportioned — it’s ideal for 
showers, weddings, anniversaries, 
house-warmings and other gift oc- 
casions. Like other Cyma gift clocks, 
it has one winding key for both time 
and alarm. Retails at $18.75 plus 
20% Federal tax. 
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NEW COMBINATION WATCH “JEWELED HOURS” 


REVIVES VOGUE OF YESTERYEAR 





__ 


Enhances Any Costume, 


Doubles As Table Watch 








Fittingly named and charmingly styled, this 
Cyma-Tavannes lapel watch brings back a 
fashion of grandmother’s time—in a lovely 
modern version. Practical too, because just 
a flick of the finger makes it a convenient 
table watch. 


Multi-jeweled, stone-set in rich an- 
tique yellow or smart white finish, 
it’s a watch every woman would 
like to own! While husbands, 
brothers and other gift-hunting 
males will find it the perfect present 
for birthdays, anniversaries, Christ- 











mas, any time! Retails at $59.75, 


Federal Tax included. 








CYMATIC* ON SAFETY TOUR 
Covers U.S.A. As Official Watch 








First undertaking of its kind is 
the current Governor’s Safety Tour, 
organized to promote national high- 
way Safety. And the official timepiece 
—chosen after careful consideration 
— is Cyma-Tavannes’ completely 
automatic watch, the Cymatic. 

Sponsored by Gov. Frederick G. 
Payne of Maine, the tour includes 
every state capital the country over, 
plus Mexico City. Trips between cap- 
itals are carefully timed, as are 
stop-go signals at intersections and 
other traffic conditions. In short, 
a time “log” of the entire tour is 
being kept — with the Cymatic 
performing all timing functions. 

* Trademark 








Opportunity 
Here’s a bargain for Cyma and Cyma- 
Tavannes dealers who act promptly! 
Our new MATERIAL CABINET (with 
complete assortment of clock and 
watch materials) now available at a 
special price! Write today! 


Watch For New Mat Service 


Free for Fall, and coming your way 
around the end of September, is our 
latest NEWSPAPER MAT SERVICE— 
in convenient new form! Wide selec- 
tion of ads in assorted sizes on both 
Cyma-Tavannes watches and Cyma, 
the Gift Clock. Watch for this! 




















Market Tips 

None too many shopping days till 
Christmas—none too soon to get your 
GIFT SELECTOR counter card fea- 
turing the Cyma BIRTHSTONE 
CLOCK! Be the first to show and sell 
this colorful new clock—a sensation 
since its introduction last spring, 4 
“natural” for the big gift season 
ahead! 








608 Fifth Ave, New York 20, N.Y 


CYMA WATCH Company 


In Canada, McGill Bldg., Montrea 
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N9880/E9933 
$18.90 per set 


N9905/ES906 
$15.10 per set 


MEMBER 


CARL: ART Ths PROVIDENCE * RHODE ISLAND 


FOR SEPTEMBER, 1949 





Like having a 
220000 showcase 
in your store! 





dy new luxury catalogue, showing the comprehensive line of 
WAKMANN watches, ELECTION Grand Prix watches and BREITLING 


chronographs in forty beautifully illustrated selling pages! 


Now you can offer your customers a tremendous selection of. watches 
without carrying a huge inventory stock! Write today for our new 
catalogue. Handsomely bound with embossed cover: it has forty pages 
profusely illustrated with the watches of our entire three lines— 
WaAKMANN, ELECTION and Breitling If you area watch retailer 


vet off a letter today and we will send it to you by return mail. 


WAKMANN WATCH COMPANY inc. 


“The Watch with the One Year Repair Policy — 
1.52 Fifth Avenue. New York 18. New York 
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Save 40% to 60% in the cost of setting! 











Which ring* has the ECON-0-SET? 


These two rings look almost alike... but there is a world of difference. 
The one with the ECON-O-SET saves 40% to 60% in the cost of 
setting. 


And talk about miracles! Each diamond appears to be floating in 
air. With ECON-O-SET no metal covers the stones. Milange lots 
make no difference . . . large or small melee set with no distortion 


of shape. 


Facts about ECON-0-SET 


Rings are of precision die-struck construction. 
Rings are Rhodium finished. 
Rings are available in 10% Iridium Platinum. 


Rings are all perfect matched sets . . . in a wide range of styles and variations. 


1. 
2. 
3. 
4. 
5. 


WARNING 


ECON-O-SET 
(Pat. Pend.) 


is the exclusive pro- 


Sold only to and through wholesalers. 


ECON-0-SET Guarantees a 40% to 60% savings in the cost of setting 


*T he ring on the right has the ECON-0-SET 














perty of Manne & 


Son. Infringers will 
be prosecuted to the | Vi YE Wf 
full extent of the ys WC. 


74 WEST 46th STREET © NEW YORK 19, N.Y. 
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@ Now ... RULON gives you INCABLOC 


. to give you MORE SALES . . . MORE _ first to present 
SATISFIED CUSTOMERS! This remarkable 


RULON equipped with the INCABLOC es, 
SYSTEM is the creation of one of the world’s 
with a 2-year guarantee against balance staff D R E S S WAT C H E S 
breakage ... and RULON is the first to put f ° f ° d . L L 
this trouble-free feature into small, modern Or t ITIe Wi! t t e 


dress watches! The entire RULON line 
is today fortified with 17 ruby jewel and 


most renowned watch engineers . . . comes 


21 ruby jewel Incabloc System Movements. 
Each style for men or women 


is executed in the very latest design. 


Priced to retail from $24.75 to $2500. 2 ] J b W t L 


Dileyimere 
SYSTEM 





Announcing 
Another Rulon FIRST 
. « » Only Rulon Brings You 
Watches With 


21 JEWEL 


incabloc System 
Movements 


WATCH COMPANY 


521 FIFTH AVENUE «© NEW YORK 17, N. Y. 





WHEN IN NEW YORK... VISIT RULON'S NEW, ENLARGED FIFTH AVENUE SHOW ROOMS — 


94 THE JEWELERS’ CIRCULAR-KEYSTONE 











for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 


Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 








Los Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 
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Whiter 





IS SHOWING...A SASS 








#450 


Stainless steel, 









... and rightly so, for 






Glen expansion bands are expertly 






— 
i, mee £601 1/20-12 Kt. 


crafted for outstanding service and handsomely amat/ eae gold filled 







designed to transform a timepiece into a masterpiece. 


You sell more... easily ... when it’s a Glen band. 


. « - AND FOR HER WRIST A voverxYlort waxes BRACELET 
1/20-12 Kt. gold filled. 


fond 
Zs #701 1/20-10 Kt. 


= gold filled 
Aa 7444 — 7 #109 SEND FOR CATALOG OF OTHER STYLES. = 


> ' 
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a DAP DDO AMA, )) #138, \ 2) z 
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JEWELRY COMPANY, INC. 


182 BROADWAY, NEW YORK 7, 
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ET READY FOR “THE WATCH PARADE” 


(October 24 —November 7) 


FREE MERCHANDISING KIT Now! 
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For his first good watch! 
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@ For a Watch poll Wenr with pricke 








with good window-display suggestions, mer- 


Free, full-color, 5-piece display! It’s a sure 
chandising ideas, and plans to help you sell 


stopper in your window—a sure sales booster 


in your store. Each piece colorfully portrays 
different watch purchasing scenes, giving you 
an opportunity to use the display in your win- 


your customers a second watch. In addition, 
this booklet lets you in on some sales-stimu- 
lating ideas that really work! 





dow, or on your store counters. Be sure to 
display quality watches with Swiss jeweled- 
lever movements. 


“The Watch Parade” is your promotion — 
and you should make the most of it. It’s 
sponsored by the Jewelry Industry Council, 
to boost the business of your store. ‘The 
Watchmakers of Switzerland are happy to 
put the power of their advertising and mer- 
chandising behind it —to further increase 


Free merchandising booklet! Jam-packed 






| 

your quality watch sales. So, be sure to tie in 
Send for this FREE Kit Today! Offered by and make full use of all promotional 
the Watchmakers of Switzerland to help | material. 
you sell Quality Watches as Gifts—or as | 
Secon d ‘YY a. 

eames | The WATCHMAKERS OF @: SWITZERLAND 

TO: THE WATCHMAKERS OF SWITZERLAND — 


Gentlemen: Please send me your Merchandising Kit. 


AND THAT’S NOT ALL! 
SEE NEXT THREE PAGES 
FOR MORE NEWS! 


Name of store 





Address of store 





Name: 
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| 

| 

| 
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| 

| c/o Dept. S, 325 East 44th St., New York 17, N. Y. 
| 

| 

| 

| 

| 

| My position is ' 
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Here’s the ad that will be run during ““The Watch Parade” 

by The Watchmakers of Switzerland. It will make 95,269,000 
reader-impressions in LIFE, LOOK, SATURDAY EVENING POST, TIME, 
NATIONAL GEOGRAPHIC, COUNTRY GENTLEMAN AND FARM JOURNAL. 








QUALITY JEWELED-LEVER WATCHES 


LEAD “THE WATCH PARADE” 


ND WHAT'S MORE, advertising and mer- 
A chandising of quality Swiss jeweled- 
lever watches can lead a parade of watch 
buyers right into your stores. 

To help you sell more watches at more 
profit, The Watchmakers of Switzerland con- 
tinue to emphasize—in advertising and mer- 
chandising — the technical advantages and 
special features of watches with quality 
jeweled-lever Swiss movements. Ads like the 
one on the opposite page carry this quality 
story to millions of potential customers 
every month in the year. 

Such vital quality features as the jeweled- 
lever, balance wheels, hairsprings, gears and 
pivots are explained and used to emphasize 
the difference between quality jeweled-lever 
watches and cheap watches. - 

Each month, these four cardinal points 


are stressed again and again: 





1. In every watch it’s the movement that 
counts — be sure the watch you buy has a 
quality Swiss jeweled-lever movement. 


2. Don’t be fooled by so-called “watch bar- 
gains” — you usually get just about what 


you pay for. 


3. A smart Swiss watch is a treasure of lasting 
pride—for you—or the fortunate one who 
receives it from you. 


4. When you buy a new watch, rely on a 
jeweler in whom you have confidence — 
he’ll show you the best jeweled-lever Swiss 
movements in your price range. 


If you want to get that extra business by sell- 
ing your customers gift watches—and second 
watches—follow up on these quality sales 
points. Take advantage of the pre-selling 
that advertising and merchandising pre- 
pared by The Watchmakers of Switzerland 


does for you. 


TURN NEXT PAGE FOR REPAIR NEWS 


























Practical watches include water- and 
shock-resistant, self-winding and calen- 
dar watches, chronographs, chronometers and 
other Swiss developments. Always, it’s the 
movement that counts—be sure your watch 
has a quality Swiss jeweled-lever movement. 


TWA 7) Hi 
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ee ee Soe oe 
The mechanical “heart” of a qualit 
* watch movement is the jeweled-lever 
that keeps your watch running accurately 
with a minimum of wear. Don’t be fooled by 
so-called “watch bargains”. you usually get 
just about what you pay for. 


1 By the age of twelve, the average boy and girl 
* are mature enough to recognize the value of pre- 
cious time, to plan the days thoughtfully, to handle 
a precision instrument with care. When you buy a 











watch, make sure it has a quality Swiss jeweled-lever 
movement. This feature is your best assurance of ac- 
curacy, dependability, and value. See the newest in 
watches during “The Watch Parade,” Oct. 24—Nov. 7. 


How old should a youngster be 


before he gets his first good watch? 
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A. The Swiss were first to use jewels in 
® watch movements. Today, the Swiss 
jeweled-lever movement is the standard of 
quality. That’s why a smart Swiss watch is a 
treasure of lasting pride—for you—or for the 
fortunate one who receives it from you. 








With the new Swiss Repair Program, 

® your jeweler can service quality Swiss 
watches economically and promptly. When 
you buy, rely on a jeweler in whom you have 
confidence—he'll show you the best jeweled- 
lever Swiss movements in your price range. 


For the gifts youll give with pride—let your jeweler be your guide 
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© 1949 Swiss Federation of Watch Manufacturers 
















TS FREE! 


IT’S BEING MAILED THIS 
MLO], ti, hee 345.0 de), | - 
WHO HAS PART ONE! 


Part Two of the catalogue 
is designed to simplify 
the ordering and identifi- 


HERE’S PART TWO oF THE oFFicia) 
CATALOGUE OF SWISS WATCH REPAIR PARTS 
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cation of repair parts 


















for Swiss jeweled-lever movements 
other than Ebauches. 


lt contains: 


1. An index of Swiss manufacturers covered, 
including firm name, brand name, and symbols 
generally used. 

2. A complete listing of the parts for Swiss lever 
movements other than Ebauches. Each part is 
illustrated, numbered, and described in English, ’ 
French, Spanish and German. 


3. Directions that tell you how to identify un- 
marked movements. 

4. A special section for each Swiss manufac- 
turer that gives the firm name, brand name, 
symbol, and name and address of the sales or- 
ganization. In addition, each of the manufactur- 
ers’ movements are illustrated, and the move- 
ment size and caliber number are given. 





Here’s your complete Swiss Watch 
Repair Parts Program 


1. The Official Swiss Watch Repair Parts 
Information Bureau. Located at 730 Fifth 
Avenue, New York 19, N. Y. to answer re- 
pair questions. 


2. The Official Catalogue of Swiss Watch 
Repair Parts (Parts I & II). A complete and 
standardized listing of materials for almost 
every current type of movement manufac- 
tured in Switzerland. 


3. The Official Dictionary of Watch Parts. 
Recommended for large watch repair de- 
partments and highly skilled watchmakers. 


4. The Official Package for Swiss Watch 
Repair Parts. Now being used for staffs 
and stems of the most widely used Ebau- 
ches movements. 


5. The Official Cabinet for Swiss Watch 
Repair Parts. New, efficient design that 
holds both packaged and unpackaged 
parts. Order from your supplier. 


6. A Speaker’s Kit—for talks on the Repair 
Program—includes display materials, slides 
and instructions. 
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No. 62—Carving 
knife and fork 


with case. 


No. 68—Master Set: six steak knives, 


carving knife and fork, deluxe case... 


the finest set in the Carvel Hall line. 


cK Wee 


Sales jhyedl 


No. 63—Carving Knife 


Set: carvette, carver, 


slicer in deluxe case. 
(No. 64—Same plus fork.) 


choose from these handsome sets 


No. 50 single steak knife 

No. 52 pair of steak knives 

No. 54 four steak knives in jewel-box case 

No. 56 six steak knives in jewel-box case (below) 

No. 58 eight steak knives in jewel-box case 

No. 60 carving knife in deluxe case 

No. 61 slicer in deluxe case 

No. 62 carving knife and fork in deluxe case (above) 

No. 63 three carving knives with deluxe case (above) 

No. 64 same as No. 63 plus fork (above) 

No. 65 carving knife, fork, sharpening steel in 
jewel-box case (below) 

No. 68 six steak knives, carving knife and fork (above) 


Carvel Hall Steak Knives in jewel-box case. 
Sets of four (No. 54), six (No. 56) and 
eight (No. 58). Carving knife, fork, 
honing steel in matching 
case (No. 65). 











New Carve 


ES, NEW Carvel Hall Cutlery 

is packed with smart styling 
and dozens of quality features to 
make your customers buy. The 
blades are made of fine chrome- 
vanadium cutlery steel, hollow 
sround for keen lasting edges. 
Handles of ivory Lustrex resist 
scalding water, gleam with spark- 
ling safety bolster and _ ferrule. 
Carvel Hall Cutlery is obviously 
the product of half a century of 
fine craftsmanship. 


No. 61—Ham and roast 


slicer in deluxe case. 


| Hall Cutlery Sets 


Luxurious packaging shows the 
product at its glamorous best . . . 
smart limed-oak frames, lined 
with burgundy velvetyn, and a 
clear plastic cover. This packaging 
gives prominent display in your 
windows and counters besides pro- 
viding convenient cutlery storage 
for your customers. These fast- 
selling profit-builders are nation- 
ally advertised in Betler Homes & 
Gardens and Good Housekeeping. 
See your cutlery jobber today. 












» Briddell 


% 


INCORPORATED 


CRISFIELD, MARYLAND 
Bune Duality ‘Eullery 










: <l or iFunD 
So * <> 
* Guaranteed by % 
Good Housekeeping 
+ a 








? iy 






FOR SEPTEMBER, 1949 


97 





Colorful 


“Comp ee we 


° A y 00 
 sosselfand for gifts Call STate 2 15 
one Orders 


: , 
goled First; Wabash 


ONWEALTH 


SHOWROOM: 200 FIFTH AVE. 


egy IRE 


Lasleca CORP. Leominster, 


* NEW YORK 10 © Room 548 








ilver Lable Accessories 


” Werdlich 


— SALT AND PEppeR Sets ALWAYS IN DEMAND — 
WRITE FOR CIRCULAR ILLUSTRATING OUR COMPLETE 
LINE. MANY DESIGNS WITH A PRICE RANGE TO MEET 


EVERY DEMAND. ALSO HIGH GRADE SILVER PLATED 





TABLE SETS TABLE HoOLLOWWARE — CANDLESTICKS — TABLE 


CONSISTING OF BUD VASE 
WITH SALT & PEPPER LIGHTERS—SMOKER SETS—‘‘BLUE RIBBON TROPHIES,” 


SET TO MATCH IN GIFT BOX » . 
Etc., Etc. COMPLETE LINES ALWAYS ON DISPLAY AT 


Our New YorK SALESROOMS. 


N.Y. SHOWROOMS’ ~= THE eid [ich BROS. MFG. CO. FACTORY 
362 FIFTH AVE. BRIDGEPORT, CONN. 
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HERE IS YOUR INTRODUCTION 
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The NEW HASKO CATALOG of 


fast-selling trays and accessories 










() 4 aert ing 
easy dist 


You'll want this big, new Hasko Catalog that gives you 
the full story on the profit potentialities of Hasko Trays 
and Accessories. You'll appreciate the sales possibilities of 
a line that’s backed with advertising in Better Homes & 
| Gardens, McCalls, American Weekly, Woman’s Home 
| Companion and the Ladies Home Journal. Don’t wait to 
take the first step in ringing up extra sales and extra profits 
from fast moving, year around selling Hasko Trays. Write 
or wire today, for your copy, plus full information on this, 
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GeeciAL INTRODUCTORY OFFER gives you over 40% PROFIT! 





By making an exception to minimum packing policies, Hasko offers 
you a complete tray department at a small investment and with an 
inventory planned for quick turnover. A specially selected assort- 
ment gives you from one to four sets each of the best selling sizes 
in the most popular Hasko designs . . . Sales records prove these 
best sellers! . , 





Assortment includes: Forty - six individually boxed . 

tray sets in selected designs and sizes; six tray and , ae | 
tumbler matched combination sets, one each of six i. e 
designs; twelve packages of matching cocktail nap- 
kins, two each of six designs. Retails for $130.86, 
your cost $76.85 . . . Your Profit . . . $54.01. 


FREE WITH YOUR ORDER: Two attractive, colorful, compact 
tray display racks and one tray and tumbler set display rack sent 
free. Order today. 
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HASKELITE MANUFACTURING CORP, Dept., JC Grand Rapids 2, Mich. 


Sases Representatives in: New York, Chicago, Philadelphia, Detroit ae Title «et 
St. Louis, Dallas, Atlanta, Los Angeles and Portland, Oregon My Name ot" wuuenn 


SEND TODAY! 
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Bracelets in 14K ern 





Sold only through wholesalers 
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Biggest, Most Daring Ad Push in Electric 


Shaver History Booms Retail Profits 











Guy NEW SCHICK _—_—sC@ELECTRIC SHAVER MUST 


UTSHAVE BLADE RAZORS 


> OR YOR MOM KY pm = 








# ; 


You BE THE JUDGE 
— aes vp my Schick 

A SCHICK FOR TEN DAYS ba: neat for any other 
Desa shaver—and I've 


iF IT DOESNT OUTSHAVE YOUR BLADE CRS 


RAZOR X (Me mean, give you a FASTER 
more comfortable shave thats just 


oave 
4 MOPERT CAMPBELL 


as close as you want ) RETURN IT 


TO YOUR DEALER & pt AND GET 
YOUR money Le BACK 


Here's « chance to compare, right in your your ordinary bladerazor just return the 
own home, the ease and comfort of Schick Schick and get your money back 

lectric shaving with ordinary blade shaving We can make this challenging offer because 
Go to any store that sells the new Schick certain youh yoyed Schick 
Electric Shaver. Buy it. Try it. If after ten electric shaving you'll say “Good-bye forever” 
Gays trial you aren't convinced that your 

Schick does « better job of shaving than 


SCHICK <<<: SHAVER 
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MAGAZINES! NEWSPAPERS! 
TELEVISION! RADIO! 


Deluge of Smash Advertising Brings 








“Outshaves Blade Razors’ Challenge to Millions! 





been seen. Send to Schick for free newspaper mat 
service, free window-counter display card and free 
THE 10-DAY 

Shaver window when the big campaign goes into 

high gear on September 14 with a double-page Pp a A N 
smash in THE SATURDAY EVENING POST 

SPORT and SENIOR SCHOLASTIC ...in 4 Ni ’ O U R 
NEWSPAPERS FROM COAST TO COAST... 


Tie your store right in with the biggest and | 
hottest Electric Shaver Promotion that’s ever | = + AT U a & 

counter folders. Be ready to run your own news- 

paper ads and to set up a special Schick Electric 

and follows through with an avalanche of adver- 

tising in LIFE, TIME, ESQUIRE, VARSITY, 

and over KEY TELEVISION and RADIO 

STATIONS. Ss T O we t 
SCHICK, INCORPORATED, Stamford, Conn. | & 
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ARVIN... FIRST AGAIN | | 
with a nationally advertised 


CHRISTMAS LAY-AWAY CLUB! 


« not too early to plan — 
= Merry Christmas 


sJoin 


— Arvins 
Lay-Away 


Get ? Christm 
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in September 10 Sat 


START YOUR CHRISTMAS BUSINESS 
WITH A BANG —IN SEPTEMBER! 


Lay-Away plans have sold millions of dollars’ worth 
of merchandise on a local basis. Arvin is first to 
offer the Christmas Lay-Away idea on a national 
scale—combined with a sensational ‘“T'wo Gifts for 
the Price of One’”’ premium offer. 


It’s a complete promotion spearheaded by a big 
two-color page in the September 10 Saturday 
Evening Post. The complete Arvin Lay-Away Kit 
includes an instruction book, window streamers, 
counter card, product tags, newspaper mats—even 
a supply of pass books. 

The Saturday Evening Post announcement will 
carry the Arvin Christmas Lay-Away Club story 
to 15 million readers. Be ready with your Arvin 
Lay-Away promotion when it hits the stands. 
Write, wire or phone your Arvin distributor today! 


NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana 


CONTACT YOUR ARVI 
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Beautiful hurricane lamps 
Regular retail value $3.95. 


WD CORE metros BOR 


F ceontle UB EPROM 


arin Useful! Chosen as result of 
an extensive survey among women. 
Styled authentically; perfect for mantel 
or table. Often retail at $3.95 a pair. 
You get them at very low cost! 








Complete promotion includes eee — even pass books! 


‘y Cie * f 
no %. i¢ 


loin Arvin's 


ee” “ ari Lay-Away Club: _& * | 
rs DOF, Puy D> gore seid EE oe A - 
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BIG COLORFUL WINDOW PIECES 
Streamer, 36” x 11” used with 
two side pieces each 24” x 21” 
to make a dynamic, attention- 
gripping window display. 


Chub and accept 
a second gift at 
No Extra Cost ! 


ws «ot too essty f pian 
low @ Massy Choistron 


=) > 

’ ! 

| Arvin Cites 

Join 3 Lay: Away : 
Arvin's Cheistanes A 


Lay-Away Club 


Get *) GIFTS FOR THE PRICE OF | 


teie : 
: Arvin $ Ons, 
Lay-Away Club 


genet ot} 


> 8 ut MATS OF HEADINGS & LAMPS 
a HL Use these mats to dress up 
your ads featuring Arvin 
Radios and Appliances! 


SALES MAKING 
TAGS 


These special 
Lay-Away mer- 
chandise tags 
are to be at- 
tached to all 
Arvin merchan- 
dise on display. 
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WINDOW OR 
COUNTER CARD 
Easel card 12” x 18” 
should be used with 

every Arvin display. 


N DISTRIBUTOR NOW! 





WE EVEN FURNISH PASS BOOKS! 
Pass books are part of the plan! 
They impress the customer with 
her obligation; show all pay- 
ments made. 








112 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Re I Ae NNO BY gi Nt 


























SIS Ase Na tn hte ing 






AIRFLEX BANDS are superbly designed, 
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comfort. Ask to see the complete, 
diversified AIRFLEX line. 


Se. 
Manufacturing Jewelers 


137 S. 8th Street, Philadelphia 6, Pa. 
NEW YORK OFFICE: Georae Kramer, 565 Fifth Ave. “ig 
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EUREKA Silverware Chests 


Top cabinet craftsmanship dis- 
tinguishes EUREKA’S fine 
chests for silver. Constructed 
of selected hardwoods, carefully 
seasoned and dried, lined with 
Pacific Silver Cloth, “the cloth 


that prevents tarnish.” 





YET EUREKA PROTECTION COSTS NO MORE... 
Your customers know you value the fine silver you sell 
when you package it in EUREKA Bags and Rolls of 
suede-finish duvetyn. You’re giving them — in EUREKA 
— top-quality, anti-tarnish protection at no extra cost 
to you. And your store imprint on every roll and bag 
serves as an attractive and lasting reminder of the 
quality your customer associates with your name. We 
will be pleased to send you free samples of EUREKA 
Rolls and Bags, with illustrated catalog and price list. 
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EUREKA Silverware Rolls 
EUREKA Rolls and Bags are 


always freshly made to your 
specifications in the colors you 
choose, from our wide range of 
shades especially selected to 
enhance the beauty of fine 
silver. 


EF ul i i hh A MANUFACTURING COMPANY, INC. 
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5 Maple Street, Taunton, Massachusetts 
Makers of Silverware Protection 











“| want a fine 
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J. R. WOOD & SONS, INC., 216 E. 45TH STREET, NEW YORK 17, NEW YORK “+ RADE MARK REG 
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diamond... never before worn!” 


“| want assurance of the ring’s top value!” 


a_i iia 


Sure way to sales is to show young couples like this an Art- 
carved diamond ring—unsurpassed in styling, craftsman- 
ship, and quality for 100 years. The complete manufacturing 
independence of America’s oldest and largest ringmaker 
governs every step in the making of an Artcarved ring, from 
the rough diamond and molten gold to the finished ring. The 
economy of this operation means savings to you, and to your 
customers. The demand built by outstanding national adver- 
tising assures you of steady, and profitable, turnover through- 


out the year! 





Arttcarved 


BELOVED BY BRIDES FOR 
A HUNDRED YEARS (1850-1950) 





SUTTON SET. This month's nationally 
advertised featured set. Engage- 
ment ring, $175. Bride's circlet, 
$22.50. Groom’s ring, $52.50. 


Prices Incl. Fed. Tax. 
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FALL BUYING IS IMPORTANT 


Now is the time to give serious thought to the selection of 


merchandise for the Fall and Holiday business. 


Now is the time to check stocks closely ... to be certain 
that you are equipped to handle the volume of business 


available during the next four months. 


For more than 80 years, Benj. Allen & Co. have served 


thousands of jewelers throughout the country and our 


resources and facilities are unsurpassed. 


Your particular attention is directed at this time to 
our complete DIAMOND department. Loose diamonds, 
diamond jewelry, solitaire and wedding rings, single or 
in sets, and mountings... all available in a price range 


to meet your every requirement. 


CATALOG AVAILABLE TO ALL RECOGNIZED JEWELERS 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 


10 So. Wabash Avenue—PHONE CENTRAL 6-2447—CHICAGO 3, ILLINOIS 


—_ 
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THE JEWELERS’ 


|, ube concerning jewelers and the 
animal kingdom is_ relatively 
bountiful this month—we have two 
choice tid-bits: 

In Bisbee, Arizona, for instance, 
Jeweler Tom Nelson was surprised 
one day to discover a nanny goat in 
his store, staring him in the face. 
Realizing if he antagonized the beast 
his show cases and window display 
would probably suffer damage, he 
made soothing noises and called the 
police. Three burly gendarmes sneak- 
ed up on Nanny and led her, protest- 
ing, from the store while Nelson 
mopped his brow. 

And in Minneapolis, Minn.. during 
a heavy thunderstorm. a mother 
duck, seeking refuge for herself and 
six downy ducklings, led the parade 
into a jewelry store and remained 
there until conditions cleared up out- 
side. 


© © 


IRMS which manufacture jewelry 

are, of course, extremely scrupu- 
lous when it comes to recovering 
scraps and sweepings of precious 
metals. Floors and benches are care- 
fully swept up daily, employees’ 
smocks are specially laundered in 
machines which recover any stray 
precious metals, and even the water 
which artisans use for washing their 
hands is run through a series of 
filters. 

Even so, some precious metal dis- 
appears—usually forever. 


At J. R. Wood & Sons. New York 
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ring manufacturers, however, the loss 
is probably much smaller than the 
average. Mainly because the firm de- 
cided recently, to expand its shop. 
Long an occupant of the seventh 
floor of their building, the Wood 
firm prepared, last month, to expand 
and take over the sixth floor as weil. 
As a consequence of the move, par- 
titions were torn down, air vents 
were moved, floors were ripped up, 
etc., and the company found itself 
$10,000 richer for gold particles 
which had been, until then, “lost.” 
A spokesman for the firm summed 
the matter up nicely by observing: 
“If we hadn’t expanded for the next 
25 years, or moved, or had the walls 
torn down, or something like that. 
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Something to Think About 
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September, 


then for that period of time this gold 
weve just got back would have 
stayed ‘lost.’ ” 
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ARTICIPATING in a Chamber 


of Commerce-sponsored courtesy 
drive put R. J. Frantz, Cleveland, 
Ohio, jeweler, in an embarrassingly 
good financial position. He can’t un- 
derstand it, really, but he reckons 
that it’s just a case of people being 
convinced that they are always hav- 
ing the “bite” put on them. 

One of the courtesy gestures spon- 
sored by the Chamber of Commerce 
was putting a box of pennies on store 
counters with an invitation to patrons 
to help themselves if they needed 
change for parking meters outside. 
Frantz, like other merchants, placed 
the box of 50 pennies near his door. 

Several weeks later, having a sus- 
picion that something was wrong, the 
jeweler started counting the pennies 
in the box. Sure enough, something 
was wrong! There were 895 pennies 
-—an increase of 30 per cent. 

“People must think this box is a 
contribution for some charity,” says 
the jeweler. “They're so used to giv- 
ing they can’t force themselves to 
even take a cent.” 
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T MAY SEEM a bit early to be 
thinking about Hallowe’en but if 
you were victimized by soap-wielding 
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The More You Show 
The More You Sed/.. 








LAY AWAY 
CHRISTMAS 
GIFTS 
NOW 


IT PAYS TO BE A SHOW- OFF 
WHEN YOU SHOW EVERYONE THE NEW “5I” 
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You make more profit on 
Parker ‘‘S1”" than on | 
50% of the merchandise you sell 


THE PARKER PEN ue pcm ee 
< World's Pen Authority Sane 
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youngsters last year youll have to 
admit that keeping your windows 
clean is worth some early thought. 

For this reason we pass along the 
plan instituted successfully last year 
by the Eberhard Brothers jewelry 
firm of St. Louis, Mo. 

According to Sol Weinberg. a 
partner, he and the Eberhard 
brothers (Jerry and Zel) stationed 
themselves outside of their store on 
Hallowe’en afternoon, equipped with 
a bucketful of dimes. This, naturally, 
aroused the curiosity of the small 
fry and in no time at all the place 
was a seething mass of urchins. de- 
manding to know what was going on. 
Weinberg told them. “Take your 
choice.” he offered, “between soap- 
ing our windows or receiving a shiny 
new dime.” The kids, naturally. de- 
cided upon the dime. Thereupon, the 
youngsters were lined up, each one 
was made to promise not to pull any 
pranks which would result in prop- 
erty damage or inconvenience to 
businessmen, and the dimes were 
doled out. 


© © 


EWS on the horticultural front 
has also come to our attention. 


Jeweler Merle R. Miller. of El 
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Dorado, Kansas, has produced a 
champion cucumber. Measuring 11 
inches in length, 1014 inches in 
circumference and weighing 25% 
pounds, the specimen is said to be 
the largest seen in Butler County this 
year. The jeweler has another on the 
vine, fattening up, which he says will 
be even larger. Didn’t want to pick 
it right away, however—said he 
wanted to see how big it would get. 


© © 
HEN Barnett Shaw. San An- 


tonio, Tex., jeweler wrote the 
words ior a singing commercial for 
his firm, he probably did not realize 
that the ditty would become a popu- 
lar song. Or then again he might have 
realized it, for the jeweler collabo- 
rated successfully with Xavier Cugat. 
the rhumba king, on a hit song, 
“Night Must Fall,” ten years ago. 
Shaw’s lyrics, designed, naturally 
enough, to call attention to his 
jewelry firm, told the story of a boy 
and girl who met, fell in love and 
finally went to buy the diamond ring 
at Shaw’s “In Sunny San Antone.” 
The song met with a successful re- 
sponse in San Antonio and, at the 
height of its popularity, Steve Kisley, 
a bandleader appearing at the St. 
































“Every time | sneeze the bird pops out and says ‘Gesundheit!’ " 
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Anthony Hotel, decided to record it. 
Officials of a New York record com- 
pany were enthusiastic about it, sug- 
gested that the next-to-last line be 
altered (by removing the commercial 
plug for Shaw’s) and at the present 
writing the tune is being played on 
disc-jockey shows in many parts of 
the country including. of course, San 
Antonio, Texas. 
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OR THE FIRST TIME in its his- 

tory Tiffany & Co., New York, 
has granted permission for its depic- 
tion in a motion picture. The firm 
gave Columbia Pictures Corp. the 
right to duplicate both the Fifth 
Avenue exterior and the store in- 
terior for pivotal sequences in the 
forthcoming Ray Milland-Rosalind 
Russel vehicle “Woman of Distinc- 
tion.” As a matter of fact they even 
furnished the producers with blue- 
prints and color photographs in or- 
der to secure realism when the sets 
are built. 

Tiffany’s made one stipulation 
however—all jewelry shown in con- 
nection with the store in the picture 
“must be of Tiffany quality.” This 
doesn’t necessarily mean that only 
large diamonds and emeralds will be 
shown, or even real ones. It’s just 
the firm’s method of making certain 
that no merchandise will be shown 
which would tend to detract from the 
world-famous Tiffany name in the 
eyes of the public. 

Actually, although the firm is sup- 
plying Columbia with paste replicas 
of some of their more famous pieces, 
and is making duplicates of high- 
priced necklaces and tiaras, these 
will merely be part of the back- 
sround. The item around which the 
Tiffany sequence revolves will con- 
tain neither diamonds nor rubies. It 
will be just a simple gold locket of 
a rather expensive type. 
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H big is a diamond? 

Oh, probably as big as a tele- 
vision set. 

If this answer sounds absurd, don’t 
blame us. We just arrived at that 
conclusion after reading an advertise- 
ment in the Cleveland Plain Dealer. 
Together with an illustration of cut 
diamonds the ad said: “Radical 
Clearance On All Our Diamonds— 


Making More Room for Television.” 
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As in all its industry-wide 
promotions, the Jewelry In- 
dustry Council is providing 
retail members a wealth of i. 
selling ideas and promotiong#@ iva 
helps, including “Idea Book" 7 

with detailed plans for the —- 
promotion, and window cards 
stressing watch inspection. 
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Watch Inspection Time 


September 12th-17th 


oe] Watch Inspection Time,” September 
12 to 17, sponsored for the first time this year by The 
Jewelry Industry Council as _ its opening nation-wide 
promotion for the Fall-Winter season, promises to be one 
of the most widely observed and successful of the Coun. 
cil’s expanding list of special campaigns. 

“Retailers all over the country have indicated that they 
ready to participate and to offer free watch inspection 
service that week.” Albert E. Haase. Executive Director. 
reports. 

“They all have a common interest in watch repairing. 
And they especially like the timing of the campaign. They 
know that thousands of people will appreciate being re- 
minded that they should have their watches checked in 
September, to make sure they haven’t damaged during 
the summer vacation.” 

All retail members of the Council are receiving a bro- 
chure of hard-hitting “selling” ideas for the campaign. 
This brochure includes special copy and practical layout 
suggestions for newspaper ads, sample radio commer- 
cials, specific direct-mail suggestions, and window display 
ideas. The Council is also sending them three eye-catching 
window and in-store display cards stressing the import- 
ance of watch inspection. 

One card reads—“It’s Watch Inspection Time—Sep- 
tember 12th to 17th—Check Up... then... Dress Up 
Your Watch!” 

Another—“‘Have _ a Healthy Watch? Does it Get 
Tired Easily? Run Too Slowly? Maybe It Needs a Health 
Inspection. It’s Watch Inspection Time /nside. It‘s Free!” 

And a third—‘“Give Yourself a Gift—Dress Up Your 
Watch With a New Watch Band!” 

The idea brochure also contains a full page of simple 
ways to make watch inspection time pay dividends—es- 
pecially through “suggestive selling.” 

In a preface statement on “Why Watch Inspection 
Time,” Mr. Haase emphasizes that watch repair service 
is generally exclusive with jewelers—that they need not 
be concerned about competition if they join in the pro- 
motion. 

Many progressive jewelers report that their watch re- 
pair department is their most important single source of 
traffic. Given the advantage of active promotion, “Watch 

(Please turn to page 170) 
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With Fimphasis on Watches 


1949 Watch Parade 


October 24th=—November 7th 


a by the slogan “A Watch Tells More 
Than The Time” and built around a wealth of new pro- 
motion ideas and sales aids for retail jewelers, the 1949 
Watch Parade sponsored by the Jewelry Industry Coun- 
cil is designed to make the public acutely watch-con- 
scious, during the time of the promotion—October 24 
to November 7. 

The Council’s “idea” book for this year’s Watch 
Parade not only contains a greater variety of sales stim- 
ulators than last year’s, but also presents outstanding 
examples of jewelers’ newspaper ads and window dis- 
plays that produced impressive results during the 1948 
campaign. 

“Of those jewelers reporting on the results of last 
years parade, 54 per cent had increases in Christmas 
lay-away watch sales, 51 per cent increases in the out- 
right sales of watches, and 37 per cent a rise in watch 
attachment sales.” A. E. Haase. Executive Director of 
the Council, states. “All retail jewelers should and can 
do better in this second Watch Parade. They now have 
behind them the experience gained in the previous parade 
and in the nation-wide diamond and silver promotions. 

“They can do better if more jewelers participate this 
year. For the greater the number of jewelers promoting 
watches in any given market during the Watch Parade, 
the more the public mind in that market will be drenched 
with the thought and desire of owning a watch. 

“So don’t stay out of the Watch Parade, or any of 
the other nation-wide promotions the Council co-ordi- 
nates for you and your suppliers just because your com- 
petitor is in them,” Mr. Haase advises retailers. “‘In- 
stead, get into the Watch Parade yourself and persuade 
other jewelers to participate in it. The ability to bury the 
hatchet over lesser antagonisms in order to work for 
greater interests, indicates a high degree of intelligence 
that pays off.” 

The 1949 Watch Parade “idea” book is just a “starter” 
for the retail jeweler, the Council emphasizes. He should 
add to the sound ideas it contains all the help he can get 
from watch and watch attachment suppliers, from his 
own advertising, mat, and display services, and from the 
jewelry trade press. Then, with his own experience and 
his own store’s personality, he will be able to make his 

(Please turn to page 168) 
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BUT IS YOUR WATCH JUST AS OUT OF DATE? 




















Shown here are some of the 
easel- backed display cards 
promoting 1949 Watch Parade 
which will be sent to JIC 
members in addition to the 
"Idea Book" with detailed 
plans for promoting Parade. 
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Special 102nd Anniversary 
Chest containing 102 pieces, 
$119.75. All 4 beautiful pat- 
terns available. 


IO2. Reasons -6r"|847's" Leadership | 


@ 


“| HIS IS THE NEWEST 1847 Rogers Bros. service... a 
magnificently complete 102-piece service for eight, 
made up specially to celebrate our 102nd year. 


Look at it for a moment as your customer does. 


... It’s 1847 Rogers Bros. recognized for its quality, 
great height and depth of ornament in pattern design 
with features found only in solid silver—a true value. 


All 102 pieces with a beautiful walnut-finished drawer 
chest for only $119.75... 


It’s a natural for good sell'ng. Why not feature it in 


your window this month for weddings—for anniversaries ? £47 ROGERS BR 
’ S * 


D S This chést will be featured on 1847 Rogers 
. « Bros.’ new television show, “The Silver Thea- 4or Io2 years Americas Finest Silverplate 


tre” starting in October, CBS-TV. 
The International Silver Company, 169 Colony Street, Meriden, Conn. 
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Shown here with her husband, Mrs. 
Willis’ usual place is behind the 
business side of the counter where 
she and the two Willis sons help 
Dad in this family-style business. 


Fast Repair Service Pays... 


At least it does for Mac Willis, Hollywood, Calif., jeweler, who 
does a large business by providing fast and trustworthy service. 


_ — business is the backbone of the 
jeweler’s business through good times and bad,” says 
Mac Willis, Hollywood, Calif., jeweler. Operating two 
stores in the motion picture capital, one of which is 
located in a hotel, Willis taps an unusual source of repair 
business by providing fast, trustworthy service for tran- 
sients who must have their watches repaired and returned 
quickly, 

“A stitch in time saves customers” is Willis’ motto, who 
believes that even a neighborhood business should be 
keyed to today’s hurried existence. In line with this 
thinking, he introduced a 48-hour service on watch re- 
pairs which has been a definite incentive in boosting store 
trafic and sales. Even though only about 25 per cent of 
his repair work is actually requested in rush time, reports 
Willis, the 48-hour policy is reassuring to customers 
who wish to avoid the time and annoyance of repeated 
calls for incompleted work. | 

“A watch may have lain in a drawer for months, but 
when the owner finally decides to have it repaired, he 
wants it right away,” sighs Mac Willis. “Many of our 
‘rush’ jobs aren’t picked up for weeks, but we find that 
quick service pays as a business booster.” 

By use of a Watchmaster, Willis is able to adjust and 
test repair work quickly. In special cases, “loaners” are 

(Please turn to page 172) 
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by JOY KRAMER 








With his emphasis on watch repair, Mr. Willis naturally 
devotes much of his window space to display of watches. 
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from Experience 


When Donavan & Seamans, Los Angeles, decided to open a new suburban 













store, they went right to the source to solve their merchandising 


prob'ems by forming a designing council from their own store staff. 


by JOY KRAMER 
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New front is keyed to functional visibility at traffic speed. The rear entrance is typically Californian with patio effect. 
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od 
= will decentralization of the American 
city—perhaps the key factor in today’s living—affect the 
merchandising approach of the urban retail jeweler? 
Donavan & Seamans Company, Los Angeles’ oldest 
jewelers, have spanned the years in anticipating the trend 
Pillars were no dilemma at of city stores for suburbanites with the opening of their 


eng ti a — dynamically new, staff-designed Wilshire Boulevard store. 
tier drum table for display Because Los Angeles, within whose far-flung city limits 
of silverware and crystal. 240,000 new houses and apartment units have sprung 


up within the past four years, leads the nation in this 
movement back to the suburbs, a glance at Donavan & 
Seamans’ new store may well indicate the shape of things 
to come. 
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First. Donavan & Seamans is a woman's store—as 
truly feminine as the “hers” on a hand towel. 

Second, time is keyed not to the hurried business man 
or the “day in town” shopping bustle: this is a “brows- 
ing” type of store, where the customer may handle and 
examine any item at her undisturbed leisure. 

Third, the store is designed for the motorized shopper. 
Exterior design and display are keyed for functional 
visability at traffic speed. The parking space and entrance 
are not an added thought, but are an integral factor in 
store design. 

Fourth, the location is based not upon miles, but upon 


(Please turn to page 173) 


French Provincial was selected as decoration 
theme because of its undistracting simplicity. 
Kneehole desks, sectional breakfronts and the 
delicate display units were especially created 


for the firm by leading home furniture maker. 


Left: There are no blind spots in the store's 
layout. From the vantage point of the service 
desk at the left, an employee can maintain a 
view of the entire store. View looking toward 
rear entrance shows the wide aisles designed 
to promote and facilitate customer browsing. 


Below: Mobility and visibility, two important 
factors considered in the construction of the 
store are shown here. All fixtures are movable 
and floor plan can be rearranged over weekend. 
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Large curved showcase window at front of Nelson store 
is used exclusively for silver. Note the shadowboxes. 
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Ay ENERGETIC public relations program 
builds sales for Nelson Jewelry Company of Spokane, 
Washington. This program is the particular responsi- 
bility of Mrs. Nelson, co-owner with her husband, Lares 
Nelson, of this 40-year-old Spokane firm. Mrs. Nelson 
attributes a substantial share of the 80 per cent increase 
in silverware sales which the store has noted this past 
year, to the series of public educational addresses which 
she has given before various high school and other groups. 
Other factors responsible for this increase she lists are 
their interior and window displays, advertising, and the 
introduction of a new line of silverware. 

Mrs. Nelson began her public speaking program with 
no intention of developing it into a full-fledged promotion. 
She gave her first talks about a year ago on the subject 
of a trip to Europe from which she had just returned. 
Other clubs invited her to speak and suggested that she 
also talk on the subject of silver. At this time, she aver- 
aged two to three talks per month. 

The interest which her speeches aroused resulted in an 
invitation last November, to address a class of 450 high 
school students of Lewis and Clark High School on the 
subject of silverware. This was so well received that she 
gave five more addresses the following spring, before 
equally large gatherings. At the same time, she con- 
tinued to accept invitations with various civic groups. 
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Nilver Education ... 
An Effective Sales Building Program 















The emphasis put on silver is apparent from the large 
amount of space given to its display inside the store. 


Her activities meantime had been reported to the manu- 
facturer whose line of silverware the store had recently 
acquired. The manufacturer sent the store a copy of a 
film which it had made, showing the manufacturing proc- 
ess of sterling silver. The movie was a sound film in 
color and the company’s representative suggested that it 
would tie in nicely with the talks which Mrs. Nelson was 
giving. The film was loaned on a trial basis, but Mrs. 
Nelson found it so interesting and informative that she 
purchased it. 

Showings of the film have proven exceptionally popular 
and of considerable promotional benefit to Nelson 
Jewelry. On one occasion, Mrs. Nelson obtained the use 
of the studio auditorium of a local radio station. Though 
it was shown shortly before Christmas, the room was 
filled to capacity. She also loans the film to schools and 
other organizations, including some religious groups. 

With or without the film, Mrs. Nelson’s talks invariably 
arouse interest. One reason for this, she believes, is the 
fact that she has gone to considerable pains to make sure 
her information is authentic. She covers the history of 
silverware and such points of interest as the derivation of 
the word “sterling,” the amount of silver in sterling and 
plate, and when knives, forks, and spoons were first made. 
The information in her talks required many hours of re- 
search in such sources as encyclopedias and trade maga- 
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Store front at night provides well-lighted stage for mer- 
chandise. The shadowboxes give accent to featured items. 


Conversion of an ornate picture frame into a 
display stand for hollowware was an idea of 
Mrs. Nelson. Mounted on legs, the stand was 
built to allow box under the frame to be 
pulled out so item on display could be changed. 


by EDWARD R. LUCAS 


zines. She takes a number of pieces of silverware with 
her to demonstrate points in her speech. Members of 
her audiences like to see these pieces at close hand, as 
well as to handle them. 

This program has also been effective, Mrs. Nelson 
believes, because of their store’s attractive interior and 
window display facilities. The interior was remodelled 
four years ago and the front two years later. There is 
ample window display space, as the front is set back 
about ten feet from the sidewalk. At the same time, the 
wide plate glass front door allows good visibility of the 
interior. A particularly effective recent window was the 
display of antique silverware loaned to the store by a 
manufacturer. 

The emphasis on silver is apparent in the attractive 
silver flatware department near the rear of the store. Mrs. 
Nelson carries her educational program further here, in 

(Please turn to page 176) 


Another display idea was the use of baby pil- 
low slips for showing place settings to the 
customer. Slips give the appearance of place 



















Nhoppin 





by A. P. NELSON 






Jeweler Bachmann, (second from left), president of the 
Upper Third Street Commercial Association, receives 
notice of the arrival of new twin-trolley busses from 
an official of the Milwaukee transportation company. 


How local businessmen, under the 





leadership of a community-minded 


jeweler, revamped their street 





with profit for all merchants. 


Merchants made quite a ceremony of 
last ride by old-fashioned trolley. 
Introduction of busses (shown above) 
had much to do with revitalization 
of Upper Third Street as trade area. 



































Area Improvement Pays (ff 


A GROUP of determined retail merchants, 
headed by Arthur Bachmann, jeweler, instigated and com- 
pleted an outstanding improvement project on their 
street of business which has resulted in a greatly stimu- 
lated trade for all. 

The merchants, members of the Upper Third Street 
Commercial Association, in Milwaukee, have stores and 
offices along a 15-block stretch of business area which 
over the vears, had deteriorated for the most part. Many 


buildings were outmoded, the street itself was rough and 
narrow, lighting was inadequate, and customers generally 
just didn’t come to Third Street to shop, because they 
found other business areas of Milwaukee more attractive. 

However, with the improvement project now complete. 
most merchants are experiencing an increase in business, 
with some firms registering as high as 20 and 25 per cent 
jumps in annual sales volume. The Milwaukee police de- 
partment has checked traffic carefully on the new street 
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Pre-Easter parade, celebrating renovated 
shopping area, featured local merchants 
in Gay ‘90's costumes. Jeweler Bachmann 
appears in center in topper, grey vest. 


(Left) Members of the Upper 3rd Street 
Sidewalk Superintendent's Club reecived 
official membership cards and refresh- 
ments from pretty 3rd Street employees. 


and estimated that it is more than double what it was 
before the project was started. 

The immediate cost to the city of Milwaukee was about 
$1,750,000, with property owners being assessed about 
$11.25 per front running foot. In addition, merchants 
along the street are embarking on a $15,000,000 store 
improvement program which is expected to take five vears 
to complete. At the end of that time, Upper Third Street 
expects its “New Look” to be continuous and appealing 
along the entire 15-block stretch. 

So far as physical improvement of the street was con- 
cerned, the 50-foot-wide street was increased to 56 feet. 
New sidewalks and new paving were completed along the 
entire stretch. New gas mains, sewers, lighting cables, 
etc., were installed. In fact, provision in extra lighting 
cables was made for holiday street lighting along the 
entire 15 block area. 

Removal of the old street cars, substitution of modern 
trackless trolleys, the provision of newer and better street 
lighting—all this helped to give Upper Third Street a 
modern look, and it has brought a steady stream of cus- 
tomers from near and far. The only immediate problem 
which now faces the area is how to provide proper park- 
ing space. However, a committee is working on that. 
Many small parking lots are already in service and feeder 

(Please turn to page 178) 
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War ROBERT W. HARRIS opened his small 
jewelry shop with a 12 by 12 selling space in South §. 
Paul, Minn., two and one half years ago, it wasn’t neces. 
sary to sell him on the value of advertising. A graduate 
of the advertising course of the University of Minnesota, 
his business background had been entirely in this field, 
interrupted by a four-year stretch in the Navy for Uncle 
Sam. 

Although his store was small, Harris went into action 
with a program of sound, consistent advertising which 
kept the firm before the public, backing it up with friendly 
service and good merchandise. Response was so excellent 
that, after this short time in business, the Harris Jewelers 
Co. has moved to the main business street, located at 14] | 
No. Concord Street, in a completely remodeled store with 
a selling space of 1760 square feet, the largest jewelry 
shop in the area. 

In the former store, Harris carried on the business with 
only the assistance of his wife. In the new store, fully 
warranted by the increase in business, he employs a full- 
time watchmaker, two full-time saleswomen and one part- 
time salesman. 

“Growth of our business is essentially a story of sales 
promotion through many ideas in advertising,” said 

nin ia Harris. “We run frequent full-page newspaper ads featur- 
ee Dim: ing sale items, taking a lead from grocery and hardware 
; a stores, to get customers in the store. We pull traffic with 
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In addition to newspaper 











ew 50 cora” ‘ . 
Rong 441 Norra ening Fridas ads such as those shown | 
mn hold its gra” above, the Harris firm gets 
day jo- frequent readers’ in news- 
qa Satur , store, 10°. g 
2 ow photography sexs. will paper columns (at left) | 
. inst e paege of films. | and uses window contests 
cate complete *”  . garkroom™ | to stimulate traffic. Adver- 
carry © project sone camcr® | tising clocks, car cards and 
cameras Pay wil eo nd wil | virtually all other medic 
supplies. or repair WO” yarging | y 
and projec. ginishin are also employed to keep 
o develope, ; the name of the store con- 
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specials or with low price items which range from 50 cents 
to two dollars. 

“A separate three-inch boxed advertisement, featuring 
watch repair is run each day. We employ “readers,” about 
five a day, changing them each two or three days. 

“Frequently our daily newspaper runs a free story of 
some activity of the store. For these we supply photo- 
graphs for the added publicity and often give it a lead on 
an interesting project. m 

“We employ many other mediums to keep Harris 
Jewelers before the public. About 25 clocks with our 
name have been installed in community gathering places 
in the territory. We carry film advertising in the local 


This Advertising Program 


theater every other week. Cards advertising merchandise 
from specific manufacturers with our name prominently 
placed are used in buses; matches with our name are given 
wide distribution; we sponsor two bowling teams, one 
man’s and one woman’s, which keeps our name regularly 
in local papers. As further institutional advertising we 
present a plaque to the winning team in the league. 
“South St. Paul is a working class community. Our 
business is predominantly credit. With our credit books 
are attached coupons upon which names of persons may 
be written as worthy of consideration. If any one of 
those recommended makes a purchase of ten dollars or 
(Please turn to page 181) 





by ETHEL C. PITKIN 


At right—Merchandise is carefully broken 
down into departments at the Harris store. 
Watch section appears at right, men's 
jewelry is in the center, and the silverware 
department is visible at left of picture. 


I Bonn ™ 


At left—Rear of Harris store is arranged 
for maximum customer convenience. Center 
display features silver flatware and hollow- 
ware which is also displayed at the right. 
























Graceful papier mache figures 
sell fashion and jewelry in the 
most dramatic possible way— 
the importance of jewelry to 
complete the fashion picture. 


on’t Overlook I ASHTON 


In Fall Jewelry Promotions 


by VIRGINIA DIXON 


I. THE increasingly competitive market 
which exists today, the alert jeweler is searching for 
more effective and appealing merchandising ideas and 
policies. There is one display and merchandising theme 
which has never been properly exploited in jewelry stores 
and which has a very particular appeal to the feminine 
customer. This is the fashion angle. 

Jewelry merchandise has very seldom been properly 
promoted fashion-wise in the jewelry store. It has been 
strongly promoted in department stores and specialty 
shops who are no doubt more fashion-conscious because 
of their experience in selling clothes, but the average 
jeweler has tended to neglect this very potent merchan- 
dising technique. 

The average woman considers that everything she 
wears, whether it is a pair of shoes or a diamond neck- 
lace, a tweed suit or a finger ring, is a fashion item. It 
must be in style or she doesn’t put it on. If she is con- 
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The fashion figures used above can find repeated use in 
future displays by repainting or altering the costumes. 
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The fashion angle has seldom been exploited to its fullest advantage 


by the retail jeweler, yet it is an approach that has an important 


merchandising significance — one not to be neglected promotion-wise. 


vinced that an article is an important style, she won't 
rest until she posseses one herself. Why neglect a mer- 
chandising theme with such obvious potentialities? 

Window displays offer a particularly effective means 
of promoting the fashion viewpoint. Fashion drawings 
and photographs, miniature mannikins, cut-out figures, 
lengths of dress fabrics, quotations from fashion authori- 
ties can all be utilized dramatically to emphasize both 
the smartness of the particular pieces on display and the 
smartness of wearing jewelry. 

The diamond jewelry display requires fashion interest 
just as much as the costume jewelry display. Fashion 
changes are not as frequent when the articles are of 
platinum or gold and precious stones. but any piece of 
jewelry when worn becomes a costume accessory and is 
so thought of by the woman purchasing or wearing it. 


There is no reason for the jeweler not knowing cur- 
rent fashion trends, sufficiently at least to discuss them 
with customers and to use them to dramatize the dis- 
plays. The current fashion magazines are probably the 
most generous source of information on all phases of 
fashion and the one your customers depend on for their 
information. Daily newspapers constantly offer fashion 
hints. Retail members of the Jewelry Industry Council 
receive fashion bulletins and releases emphasizing jew- 






This simple but dramatic display is keyed to theme 
by fall leaves and scattered fashion magazines open 
to pages showing the latest styles for coming season. 
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elry’s role in the fashion picture. The man in the jewelry 
store may not find this very interesting reading, but 
when such information can be used specifically to create 
more business, when such knowledge is part of meeting 
competition, interest shouldn’t lag. Whether he likes it 
or not, the jeweler is in the fashion business. 

(Please turn to page 171) 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
Mannikin Display 


Material Source 
Papier mache fashion figures Staples-Smith. Inc. 
24 inches high — full round 8 West 40th Street 
one in evening gown New York 
one in street dress 
about $40.00 each figure 
Open frame — painted wood 
Copy ribbon 
Fabric covered plaque; 


Have made locally 
Show card writer 
Use your own 


Magazine Display 


Allied Displays 
65 Madison Avenue 
New York 


Autumn leaves — fibersheen 
Colors — antique, brown, wine 
Sizes— 7''—about $6.00 doz. 

14''"—about 15.00 doz. 
20"'—about 28.00 doz. 

Fabric for draping neck forms 
| yard for each 


Local fabric store 
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HEADLINES | 


Mean Sales 





by WALTER RUDOLPH 


OS ite 


a no jewelry retailer can stay in the 
“public eye” in the manner of, say, a movie star, who 
employs an expensive public relations department to con- 
coct stunts that make newspaper headlines. There are 
conventional, practical methods, however, that inspire a 
healthy, buying traffic through a jewelry store, and make 
the store name well-known in the community that gives 
it life. 

Several of these methods are employed by Langer 
Jewelers, 4540 Main Ave., Ashtabula, Ohio. Herman 
Langer, owner, has established quite a name for himself 
in local circles—in the entire county, for that matter— 
by being identified in newspaper stories in connection 
with his championship athletic teams, for instance. 

“Perhaps there is nothing new about sponsoring 


athletic teams and events,” said Langer, “but there are ~ 
2 


few more accepted ways of staying in the ‘public eye’ 
than by having the name of your store and yourself in 
newspaper columns, two or three times a week, and by 
mixing well during athletic contests and building good 
will among team members and the crowds attending 
games. 


Langer has, at some substantial expense, sponsored 
bowling, basketball and baseball teams that have played 
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One of Langer's publicity stunts which has 
been very successful in building store traffic 
has been his "Razor Clinic,’ which has been 
held once a year for the past three years. 









Team members, their friends and enthusiastic 
sport fans constitute much of Langer's store 
traffic due to his interest in public events. 


all over Ashtabula county, and have garnered their share 
of area honors in all events. Several times his teams 
have taken home championship laurels. 

“Baseball teams are the most expensive proposition, ’ 
he explained. “You must buy uniforms, supply equip- 
ment and incur incidental expenses. But you get your 

(Please turn to page 177) 
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The name "Langer Jewelers" is seen by thousands during 
the year through his sponsoring of baseball, basketball, 
and bowling teams which have won their share of honors. 
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Now... this beautiful cabinet to double or triple your sales! 


. ae 





Specially designed for jewelry stores 
. . to increase your impulse sales 
.. to speed up your selling time | 
... to provide “spotlight” display for your Ronsons 


...to complement the finest store interior 


exactly 
what every month’s a selling month for you with 


ONSON, 


WORLD’S GREATEST LIGHTER 


you ve 





been 





wanting! 






Ronson Art Metal Works, Inc., 1 Aronson Square, Newark 2,N. J. 
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"ANIMATION * 


New Design Theme 
For Fall Jewelry 





“Movement” is stressed in new formal jewelry de- 
signs for fall shown by Harry Winston. Necklace 
at right resembles a turn-over collar. It has a 
double row of brilliant-cut diamonds followed by 
baguettes on movable, curving platinum that over- 
laps the neckband. Narrow streams of metal fall 
away in a shower of pear-shaped diamonds. Cascad- 
ing strands of marquise diamonds on the ear-clips 
are in keeping with the shower-of-diamonds motif. 





Left: A double strand of platinum set with 
baguette diamonds, twists and loops to form 
a pendant edged with seven brilliant stones 
of graduated size. Four-strand bracelet of 
brilliant-cut diamonds has a casual twist. 


“Crossed lines of fire’ is seen in unusual 
design of ear-clips and bracelet below. A 
row of baguettes is alternated with row of 
brilliant-cut diamonds. The large clip is 
patterned in light and airy floral design. 

















The breezy, light look in precious jewelry 
is achieved in the open-work design called 
“contour, expressed in this floral clip-pin : 
set with baguette and brilliant-cut diamonds. 
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This is your new diamond advertising 


Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are promoting your business. They include . . . 


ADVERTISING supporting the engagement ring tradition 
—in leading national magazines . . . stressing the fash- 
ion significance of diamonds—in outstanding fashion 

- publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘The Eternal Gem’—to show in your town. 
Write to Association Films, 347 Madison Ave., New 
York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL .. . helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 


FOR SEPTEMBER, 1949 
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IN support of the diamond engagement ring tradition, a distin- 
cuished new, full-color advertising campaign starts in September 


...in Life, Look, and The Saturday Evening Post. 


The illustrations are by the famous French artist, Jean Hugo . . . 
the backgrounds are in magnetic colors . . . the message is direct. 


This advertising dramatizes the unique emotional symbolism of 
the diamond. It features prices* and facts of interest to those 
about to make a diamond purchase, and stresses the importance 
of seeking the advice of a trusted jeweler. It is an important 


selling tool for you. 


*The prices quoted in this advertising are 
secured through periodic nationwide checks. 
They are for the top quality stones generally 
offered by jewelers for engagement rings. 


De Beers Consolidated Mines, Ltd. 
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London’s Museum Gem Displays 


|) 


Long noted for its large collection of unusual gems and minerals, the 


British Museum is still recovering from the effects of the damage it 


suffered during the war. Its gem display is still one of the largest. 


by FREDERICK H. POUGH, Ph. D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


ae BRITISH MUSEUM (Natural History) in 
South Kensington was seriously damaged during the war, 
and the Mineral Gallery suffered considerable water dam- 
age. Hence, it is still not open in its entirety and it is 
impractical for the visitor to see some of the more spec- 
tacular mineral displays. Since the collection is particu- 
larly remarkable for the large suites representing differ- 
ent localities, it is not fair to appraise its importance 
under present circumstances. There is, however, near the 
entrance to the gallery, and open to the public, a small 
display of outstanding specimens; many of them, speci- 
mens that were stored elsewhere during the war. They 
are, naturally, some of the most remarkable crystals of 
the collection and are of a quality to excite the envy of 
curators of other collections. 

Dr. G. F. Claringbull, Assistant Keeper of Minerals at 
the Museum, has arranged an original display of some 
of the more important gems, in which the stones rest in 
holes cut in a thick sheet of clear plastic. to accompany 
this small mineral display. The display does not repre- 
sent, by any means, the whole of the collection, but it 
does include interesting selected cut stones, and those 
chosen are the ones which will interest the jeweler and 
mineralogist. Omitted from the display are the large 
but unimpressive (to the jeweler) common things like 
citrine quartz and we need not list them. The group that 
is shown includes some examples with which even the 
specialist may be unfamiliar, and the writer saw at least 
two stones in this group that he had never before seen in 
transparent unflawed material. 


LITTLE KNOWN STONES 


The jeweler will probably also never encounter these 
minerals in faceted forms, but they should be noted be- 
cause their names and descriptions will be found in some 
of the more complete texts, and the reader may have 
occasion to wonder, as has the writer before now, at the 
inclusion of the name in a book on gems. The Ceylon 
gems kornerupine and sillimanite are the two meant here. 

Undoubtedly, the most startling stone to the writer was 
the 4-carat, pale blue, transparent sillimanite (fibrolite 


to the British). 
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Fibrolite is a translation of an old descriptive German” 
name, but was dropped by Dana in favor of the name 
given in honor of a pioneer American scientist Benjamin 
Silliman of New Haven. Fibrolite is descriptive of all: 
the usual examples, it is a fibrous light-colored substance 
embedded in rock. Waterworn gemmy pebbles of this” 
material are mentioned as having been found in Burma, | 
at the ruby mines, but until the writer saw the example | 
in the London display, he had not had its real trans.” 


parent quality at this almost unique locality sufficiently ” 
impressed upon him. The cut stone is an oval brilliant” 
and is a clear light blue, resembling aquamarine. Cutting ~ 
requires great skill, since, though hard, it has a very 
perfect cleavage parallel to the long crystal axis. Similar — 
material is also found in Ceylon. 


CEYLON KORNERUPINE 


A second remarkable stone in the display is a 9.18 © 
carat Ceylon kornerupine also in an oval brilliant shape. | 
This stone was long in the collection as an unknown | 
Ceylon gem (“Idocrase” or “enstatite”) until it was iden- | 
tified by Claringbull and was subsequently described in © 
a scientific paper by Hey, Anderson and Payne. It is | 
different from the Madagascar material which tends to be | 
lighter and dichroic in blue and yellow. This material is © 
more olive green and brown, and this seems to cover the © 
range of colors for Ceylon stones. They are usually © 
darker than the Madagascar stones. The size, 9.18 carats, | 
makes it about the largest we have seen, and it is also 
the largest of the group described by Hey, et al. 

There are several other stones which impress the col- ” 
lector and gemologist more than the average jeweler. © 
Among them is a bright green 2.47 carat hiddenite, cut © 
in an oval brilliant, coming from the North Carolina | 
occurrence. This is a good size for this rare gem, which 
commonly runs small because of the shape of the rough | 
and the necessity for orienting the table across the long — 
axis. A Brazilian scissor-cut, light yellow scapolite of 7 
62.30 carats is of good color and remarkable for its size. - 
There is a pale blue apatite from the same Burma locality — 
as the sillimanite, which weighs 11.15 carats. 


(Please turn to page 192) 
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Added Touches 


Put Repair Shop 


Above the ‘Average’ 


by ANNA ROBBINS 


I. MOST WAYS the Boyer & Tschopp Repair 
Department appears deceptively like the average jewelry 
store repair department as indicated in the recent JC-K 
survey (December, 1948). But in results it differs sur- 
prisingly. The Boyer & Tschopp store at 121 A. West 
Chelton Ave. in the Germantown section of Philadelphia. 
far from being exclusively a watch repair shop, carries a 
balanced stock of jewelry, watches, silverware and gift 
items. Yet the watch repair department accounts for 
50 per cent of the gross annual sales volume instead of the 
average 10 to 20 per cent: sells approximately 90 per cent 
of the firm’s watch bands rather than the usual 20 per 
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Front of the Boyer & Tschopp 
store is distinctive. Sign 
above the repair desk in the 
rear of shop is clearly vis- 
ible to shoppers on outside. 
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This book, bearing firm's name, is 
given to each watch repair customer. 


cent; 60 per cent of the firm’s new watches as compared 
to the 10 per cent average; and over 50 per cent of the 
firm’s other merchandise. The department has been show- 
ing a gradually increasing volume and drawing sales in 
other departments up with it in the three years this store 
has been established, in spite of the fact that the store 
is surrounded by “quite a few jewelers with better loca- 
tions.” 

Characteristics closely paralleling the “average” jeweler 
based on the JC-K survey include those classified as “per- 
sonnel.” “procedure” and “promotion.” The store has 
one repairman in addition to Mr. Boyer and Mr. Tschopp; 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 





RAYMOND ABRAHAMS 


W-2039 551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 








doesn’t need any additional help right now and wouldn’t 
hire right away if it did. When the department is en- 
larged, preference will be given to a seasoned workman, 
rather than a recent graduate of a trade school. Only 
the repairman and Mr. Boyer and Mr. Tschopp accept re- 
pair work from the public. The average jobs take ten 
days to two weeks to complete. A record-keeping sys- 
tem is employed to keep track of jobs. Only occasional 
advertising is used and no special services are offered. 

Why the far above average results from this close to 
average set-up? Tschopp says he really doesn’t know, 
but gives some of the high points of the store’s technique. 

A thorough knowledge of watch repairing plus a sys- 
tem allowing a complete knowledge of each particular 
watch’s repair record provides the background necessary 
to speak with authority and accuracy. The record system, 
while not unique, is certainly not used by every jeweler 
who could profit through it. Every watch the personnel 
of this establishment touches is marked inside the case 
with a number they assign it. On a separate card, filed in 
numerical order, this code number is listed along with 
the customer’s name, address and a brief description of 
all repairs except new crystals and adjustments. (ie. 
“Jan. 46, staff put in.” “Dec. ’48, cleaned.” ) 

When a regular customer brings in a watch they open 
it, glance at the number, take out the card with the cor- 
responding number, and then say something like this: 

“Ah yes, we have the complete history of your watch 
repairing here . . . now in view of the fact that you had it 
cleaned only . . . , etc., etc.” This gives the customer the 
feeling that she and her patronage are appreciated, that 
someone is “keeping track” of her timepiece, and that the 
jeweler speaks with authority about it. For the many 
jewelers who stated in their answer to JC-K’s question- 


All watch repair work is accepted 
over this counter in the rear 
of the Boyer & Tschopp store. An 
illuminated sign over the counter 
identifies department. The glass- 
topped showcase contains watch 
attachments which are sold to 
more than half of repair customers. 
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naire that they keep no system, Boyer and Tschopp sug. 
gest that they buy some 3x5 lined cards and spend a ~ 
seconds after each watch repair to list what has been 
done in this way. The confidence it inspires is considered 
well worth the effort. 

The confidence born of accurate and authoritative cop. 
versation is developed further by permitting no one by 
the repairman or the co-owners to accept a watch for re. 
pair or even discuss it with a customer. Earl Boyer had 
an experience several years ago when he owned a shop 
in another city, that taught him this lesson. He overheard 
his clerk telling a customer that the “hairspring jumped 
into the mainspring barrel.” Obviously the boy had 
picked up a few terms and just tossed them around to 
impress the listener. While many customers wouldn't 
know or care about the difference, the few who might, or 
who would take the news to another jeweler for checking 
would do inestimable damage to the store’s reliable repu. 
tation. 

Recognizing that the “shop talk” of a man with tech- 
nical knowledge often sounds too complicated to interest 
the average layman, Boyer & Tschopp take care to give 
their sales talk a light presentation. A little booklet, 
“Hints On The Care Of Your Watch,” guides them into 
such phrases as, “Remember that the whole life of a 
mainspring is one long struggle to uncoil itself or relax.” 
The sketches in this booklet also help to show the cus- 
tomer what the repairman is talking about. A copy is 
given to every watch repair customer to take home. 

Of course the customer also takes home the name of 
the Boyer & Tschopp store with the subheading “Watch- 
makers and Jewelers,” the address and telephone number 
and the slogan, all stamped on the cover of the booklet 

(Please turn to page 183) 
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Blueprint 


For Opening 


by E. T. CORBITT 


Wien ROBERT ORR, Jewelers, whose parent 
store is in Rochester, Minnesota, decided to move into 
Minneapolis, the largest commercial center of the state, 
with an associate store, it did so with a bang which 
set the pattern for a continuous program of promo- 
tional and institutional advertising directed to its open- 
ing and establishment of the store in the minds of the 
public. 

Aggressive advertising was inaugurated“through the 
medium of the most widely circulated newspaper of 
the area, reaching the entire Northwest. 

The program began with a double-page spread an- 
nouncing purchase of the stock of Gruber Jewelry Co., 
well known city store, located at 32 South Seventh 
Street, in the heart of the loop district, and the imme- 
diate liquidation of the entire stock to make way for 
completely new merchandise. 

The Robert Orr store in Rochester has been in busi- 
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Modern counter cases with sloped bases, 
glass upper sections, bring merchandise 
displays high for easy customer view in 
the new Robert Orr store in Minneapolis. . 


The large heavily lighted sign and spot. } 
lighted entrance draws attention to new _ 
Orr store. Terrazo floor design directs — 
traffic to the interior. Date of estab. — 
lishment is featured with the store name, _ 





R O27. 
Since Bue 


JEWELERS 








ness for 50 years. Throughout these years, its name has 7 
become synonomous with high principles in customer 
dealings and in honest values. These facts were played ” 
up in opening advertisements. The name of the store, © 
a valuable identification, and date of establishment” 
was, and will continue to be, run in large type at the | 
top and. in most instances, again at the bottom of all 

advertising copy—Robert Orr Jewelers—Since 1898. 
The liquidation was ballyhooed with action phrases” 
such as “Opening Door Crasher Values!”, “Reward for 
Early Attendance,” “Join the Early Crowd.” A coupon | 
attached for mail orders gave a sense of immediacy 
with the words, “Rush Me”— at the head of the order 
blank. | 
(Please turn to page 194) 
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Repair Department ‘Teamwork 


Sells Watehbands to One Out of Five 





Repair customers at Selle's 
are treated to a double 
barrage of displayed watch- 
bands through glass-topped 
display case fronting the 
repair department and 
larger selection shown in 
the watch case up front. 


O.: out of five watch repair customers now 


purchases a new watchband as a result of a clever mer- 
chandising plan developed by Selle’s, jewelry store in 
downtown St. Louis, Mo. 

Like many other well-known jewelry firms, Selle’s long 
ago adopted the principle of displaying watchbands at 
the watch repair counter, where the most logical presenta- 
tion point could be achieved. Under the plan, a 4-fooi 
display case, 1 foot deep, makes up the counter over 
which most watch-repair work is passed, and the depart- 
ment, under Marshall Schulte, manager, makes it routine 
to suggest a new band whenever a customer's watch shows 
the need. 

“However, we do not let it go at that.” Mr. Schulte 
said. “Instead of displaying watchbands only at the re- 
pair department counter, we carry an even larger inven- 
tory in the watch case at the front of the store. and if an 
opportunity for a better-price sale arises, we take advan- 
tage of the skillful salesmanship of store salesmen to 
make the transaction. By that I mean that we attempt to 
sell a new band ourselves during normal watch repair 
service hours, but where this is often difficult.and would 
involve too much time on the part of busy watchmakers. 
we call a store salesman who can sell from the larger 
inventory at the watch counter.” 

Under this “one-two” punch plan, many additional 
sales which might not have otherwise come about, have 
been developed. For example, when a man brings in an 
expensive wristwatch, which has an old and worn tar- 
nished expansion metal-link band, Mr. Schulte makes a 
mental note of the style which would best match the 
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by ROGER LOCKE 


watch when receiving the service work. When the cus- 
tomer returns to pick up the watch, he points out the 
style of band which he feels most complements the watch’s 
beauty, and suggests that the customer try it on imme: 
diately. Standard policy, in the event the customer is 
dubious over spending the money, is to then call one of 
the store salesmen, and point out to the customer that the 
former can show him a much wider selection, in all price 
ranges, at the watch counter at the front of the store. 

“All of the salesmen know all the entire watchband 
stock kept at the front of the store, and are ready to 
immediately size up the customer’s watch, and select a 
design which is bound to please him,” Mr. Schulte said. 
“The watchmaker, on the other hand, usually is pressed 
for time in order to keep up repair commitments and 
cannot afford to devote long periods to salesmanship. In 
this way. the watch repair department operates as a 
‘feeder’ for the watch counter at the front of the store. 
and develops an interest which the salesmen in turn 
nurture into a sale.” , 

Almost all of the customers who purchase watchband; 
at the watch counter are those who would pay no atten- 
tion to them under other circumstances, Mr. Schul'e be- 
lieves. “Unless the customer comes into the store specifi- 
cally in search of a watchband, he is scarcely likely to 
stop at the watch counter,” he points out. “However, 
when a call at the service department convinces him that 
a newly-polished and repaired watch is worthy of a new 

(Please turn to page 196) 
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Expansion Proves Profitable | 


For This Small Town Jeweler 


by L. H. HOUCK 


O NE OF THE MOST frequently heard remarks 
in the merchandising world is: —_ 
“Chromium and glass may be all right for the big city 


stores but my town’s too small.” a | Pp A R K | N S 


C. H. Parkins, jeweler, of Eldon, Mo., has proved to e 
OpTOMETRIS Taq 








his satisfaction that progress pays its own way and divi- 

dend profits besides, and that people in small towns ap- —— 
preciate modern fronts, fixtures and service just as much, 
if not better, than the residents of large cities who take 
things like that pretty much for granted. 

Mr. Parkins opened his jewelry store in Eldon eleven 
years ago. For the size of the town and the size of the 
store, he did a highly satisfactory business. For the first 
nine years he conducted his business in an old-fashioned 
store building under crowded conditions. Displays in- 
side and in windows were small; lighting was poor. There | ii parent 
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Front of the new Parkins store 
is virtually all glass and is 
angled inwards so that customers 
may avoid sidewalk traffic. 


C. H. Parkins (right), owner of 
the firm, shows a chest of sil- 
verware to a customer. Silver 
is highlighted by an adjustable 
angle spotlight in the ceiling, 
activated by a foot switch. 
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HE Star Sapphire, 

America’s choice of precious colored 
stones, is always the preferred gift. 
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evening, the intriguing beauty and 
easy informality of a Star Sapphire 
ring invariably attracts both men and 
? women. The designs illustrated are 
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collection that includes many of the 
outstanding specimens available in 
the world today. Prices at wholesale 
are from three hundred to fifteen 


thousand dollars. 
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Watchmakers in the new 
watch repair department at 
Parkins store are Herbert 
Kidwell-tir front) .and- B.. W. —— 
Hockridge, who trained 
under the ‘GI Bill’. 


wasn t much outside, Parkins said, to make his store look 
any better than the rest along the main street. 
Despite the fact that sales volume was good and cus- 


tomer goodwill was high, he decided that from the stand- 
point of future business in the years to come, he needed 
to overhaul his physical equipment. He had no room to 
grow and yearly figures showed a certain and steady 
expansion of business as the city grew. 

He first dickered with the idea of installing a new front 
and remodeling the interior. Prices of this operation done 
exacity the way Parkins wanted it, ran so close to a new 
building that he decided to discard his remodeling plans 
and build a new building and do the job up right. So 
he moved his store out and into an empty corner building 
half a block away and started construction. 

It took more than four months to get the job done. 
The old store was 19 by 40 feet and that included the 
optical department, too. The new store is 25 feet wide 
and 70 feet long. Merchandising and jewelry display, dia- 
monds, watches and silver, occupy a space of 25 by 32 
feet. An open style watch repair department with two 
modern work benches takes up a space 10 by 15 feet and 
an enclosed optical department, furnishing more privacy 
for optical customers, measures 10 by 28 feet. 

A glass front 25 feet wide with permanent sign domi- 
nates the whole street from the outside. Show windows 
were designed to angle in so lookers could step out of 
the sidewalk traffic to look at the merchandise. 

Lighting is fluorescent, with a row of fixtures down the 
center of the ceiling. On each side and over the rows of 
new display fixtures, are seven variable angle spotlights 
operated by a foot switch in the floor back of the counter. 

New display fixtures were installed throughout. On one 
side four 6-ft. cases in line do the job, and on the op- 
posite side of the store. there are two 6-ft. cases and one 
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&-ft. case. Across the back to serve as a counter for the 
watch repair department is another 6-ft. case. 


One rotating motion display was bought and is usually 
used in one of the windows for wrist watch displays. 


In the watch repair department two new benches, com- 
plete with lathes and tools were installed in a new section 
of the store that is visible from the front door. A watch 
cleaning machine was also installed. 


Floor is asphalt tile blocks. Back and wall fixtures are 
modern and match the display fixtures. 


What happened ? 


In two years plenty has happened, according to Parkins. 
“Our new building and front cost us $20,000 in round 
numbers. Our volume in all departments increased more 
than 20 per cent the first year—a year when national 
sales volume dropped. The second year in the new build- 
ing we held @o our 20 per cent increase in a year when 
the national sales volume dropped still more.” 

The gains established were worth more than the book 
figures, according to Mr. Parkins, who said that he was 
sure that he would have taken two important drops in 
volume, one for each year, if he had remained in his old 
building. 

“Our increases have been made over our best year,’ 
Mr. Parkins said, “and if we gained 20 per cent and 
would have lost 10 per cent in volume at the old store, 
our gain by reason of the new store layout would have 
been 30 per cent.” 

Additional advantages pointed out by Parkins are that 
he is now on the way to increasing his scope and service 
with new departments and expansions of old departments. 
A new silver department and space for a completely new 
department for fine chinaware and for displaying china 


(Please turn to page 215) 


THE JEWELERS’ CIRCULAR-KEYSTONE 











#7 We can fill your rv 


of a 
“he special \ 
:; . $f 


Memorandum Requirements 
a 

from the AS: 
KOSLOW Collection 








OTT] ie i) tole) ol-Iaeh sola Me Mkohai-1a-z¢ 
whether you need one piece or sev- 
Ife] Mammal Yel dlele-\ Mal alate, Mam ol dela 11-155 


Tel ddlale me) mall ole 





42 WEST 48th STREET, NEW YORK 19, N. Y. 











Constantly interesting and 
variety of displays which 
are easy for the customer 
to choose from, is import. 
ant part of store service. 
Mr. Caliendo points to the 
shadow boxes spaced at in. 
tervals around store walls. 


‘Merchandise Store Service’... 


It’s a Valuable Customer-Building Item 


O.: of the surest means of maintaining 
volume under present conditions, we have found, is to 
“merchandise service” just as any other feature in the 
store. 

We have learned through experience in the past two 
years, after building a modern jewelry store in the center 
of St. Louis’ midtown theater district, that the jeweler 
can profit substantially by emphasizing all of his good- 
will-building special services whenever the opportunity 
arises—rather than holding them back for use only when 
the occasion arises. By that I mean that a surprisingly 
large percentage of people are not familiar with the free 
cleaning of diamonds, polishing of jewelry, adjustments 
and minor repairs which the jewelry store offers. They 
are invariably pleased to find that such services exist. 
Therefore to provide maximum goodwill, and to make 
certain that the store visitor comes back for later busi- 
ness, we're seeing to it that every possible customer is 
familiarized with the services which we have to offer. 

Since establishment of our store in 1904, we have 
always offered all of the standard gratis services to be 
found in retail jewelry stores, and step-by-step have added 
many others. Now, when all other forms of retailing are 
bidding strenuously for the consumer’s dollar, we see to 
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by RALPH CALIENDO, Manager, 
Smith Jewelers, St. Louis, Mo. 


it that every visit to the store is as pleasant and long- 
remembered as “service can make it.” For example, we 
let the entering customer know that we are service-minded 
the moment she enters—by the use of small signs around 
the store. 

Here, point by point, are the service features which we 
are attempting to impress upon our customers: 

1. Air conditioning. We are located near some of 5t. 
Louis’ largest theaters, which, of course, are comfortably 
air conditioned during the hot summer months. Going 
from a cool theater into a hot, close atmosphere of a store 
cannot make anything but a bad impression. Therefore, 
we have a remote-control, large-capacity air conditioning 
system which keeps the store at a cool 78 degrees through- 
out the summer months. At some time during every sale, 
reference is made to the air conditioning system, which 
never fails to draw appreciative comment from the 
patrons. 

2. Free appearance renovation service on various types 
of jewelry. In addition to cleaning diamonds, we have 

(Please turn to page 218) 
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diamond circle pin, 
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Michael Sedlar, shown here 
with customer, depends upon 
his specialty of clock and 
watch repairing to bring in 
store traffic. Full display 
cases build impulse sales. 











by S. C. HUSTER 


Specialization 
Builds Trade for Small Store 


es 


HEN your little jewelry store is tucked 
into a corner of a small suburb, then you have got to 
make your good workmanship count in making cus- 
tomers seek you out!” So says Michael Sedlar, who 
together with his young son, Jerry, runs the Sedlar 
Jewelry Store at 7709 Menomonee River Parkway in 
Wauwatosa, Wisconsin. 

Back in 1930 Sedlar was doing repair work for the 
previous owner of this store, Joe Eberle, and when that 
man wanted to leave the business, he offered to sell it to 
Mike. The thought of being his own boss interested him. 
and so he bought it, changing only its name, for he liked 
the very compact layout here. : 

The wood and glass counter fixture was curved to fit 
the store’s architecture and it runs along two walls. One 
other small glass stand holds lockets, small pins, and 
similar juvenile jewelry, and a third display case near 
the entrance holds men’s jewelry. 

But the greater part of the stock is housed in this long, 
curved counter. Diamond rings, watches, bracelets, com- 
pacts, earrings, crosses; these are displayed in the main 
fixture. Along the wall behind these floor fixtures are 
glass cupboards. These house timepieces of all kinds. 
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Pointing to those clocks, Sedlar says, “That’s what | 
meant when I said you have to specialize in something 
and bring customers to you through that one skill. With 
me it’s clock repairing. You know, when people are used 
to one clock and it goes on the blink, they feel like they 
have lost a hand. So they want to get it fixed as fast as 
possible. Well, if I can get them used to coming to me 
with their repair work, then that may turn into jewelry 
sales, too! That’s why I keep a full display in my cases. 
I want the customers to be sure to see something they 
can use!” 

As he says, “Wauwatosa is a residential town and most 
of the residents commute back and forth to nearby Mil- 
waukee. Naturally a man who has to catch trains to his 
city job has to keep one eye on his watch so he’s in- 
terested in seeing to it that his watch is always in tip-top 
condition. What’s more natural than that he brings those 
watches in often for a check-up or repairs? 

“And that’s what I play up. Every week I put an ad 
in the local newspaper, the Wauwatosa News-Times. It’s 
one column wide and three inches deep. I stress my 
watch repairing and my prompt service because I know 


(Please turn to page 220) 
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The new Cardinal Diamond Line contains stones 
of greater size! Still the same perfect diamonds 
but now, due to unusual diamond buys, 
even greater in size than before! 





The new Cardinal Diamond Line is re-styled! 
Mountings that glorify the stone! Designed to 
set off the loveliness of a Cardinal Bonded 
Diamond Ring more than ever before! 


The new Cardinal Diamond Line is re-packaged. 

A stunning, white plastic box — plush lined 

—making the perfect setting for the perfect 
beauty of a Cardinal Diamond. 
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Full window of photographic supplies occu- 
pies a prominent place in uniquely designed 
front of the new Wald store in Milwaukee. 






ete « 
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Photographic Department .. . 


A Good Leader for Jewelry Volume 


A CALIFORNIA red brick front identifies the 
new home of the Eugene Wald Jewelry firm at 605 N. 
Water Street, in downtown Milwaukee, Wisconsin. 
Founded back in 1922 in Milwaukee, this firm has now 
expanded into two more branch stores in two other Wis- 
consin cities, Appleton and Green Bay; and late in 1948, 
owner Eugene Wald determined to build a fine showplace 
of a store in the heart of Milwaukee, incorporating all the 
ideas he had developed through his many years in this 
business. 

“First of all,” he says with a smile, “I wanted plenty 
of light in my place. That, plus the latest in scientific 
lighting fixtures, and attractive display cases were fore- 
most in my mind during those months of planning and 
building. People like to come into a good-looking store 
—it’s a pleasure for them to shop there, so that’s what 
I aimed to make my new store.” 

The result is that every nook and cranny of this large 
half-block long store is flooded with soft, glare-free light. 
The ceiling is crossed by 9 rows of long fluorescent 
lighting fixtures with small spotlights set into these at 
intervals. While the fluorescent lights eliminate shadows 
on the displays below, the spotlights are used to highlight 
particular counters which Mr. Wald wants dramatized. 

He has fifty feet of display counters along the south 
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Eugene Wald’s new store in heart of Milwaukee 
provides complete photographic service which he 


has found an excellent sales booster for jewelry. 


by S. A. SCANLON 





Cameras and supplies occupy the entire right 
side of the Wald store. Their own film proc- 
essing laboratory helps build store traffic. 
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wall, and the same amount of display space devoted to 
photo equipment along his north wall. The Optometry 
Department takes up the rear of the store, and his own 
office is set into a rear corner so that from his desk he 
can command a view of the entire store. Near the front 
of the store, about half way between the two wall lineups, 
is a display section which hold wallets, compacts, baby 
jewelry, pearls, earrings, pen and pencil sets, and fine 
costume jewelry. 

Being so close to the front door, this is the first dis- 
play glimpsed by passersby, or by shoppers who come 
into the store. “For that reason we use these cases to 
show our lower-priced items, to get people used to com- 
ing in,’ Mr. Wald remarks. “Many times people feel 
that if a jewelry store is located downtown, that this 
makes it a high-priced store, way out of their means. By 
featuring fine, budget-priced items we get them used to 
coming in here without hesitation. That’s important in 
building sales of our expensive jewelry too, for once the 
people are inside our store, they can browse along the 
north wall counter and look at the photographic equip- 
ment there, or along the south wall to examine our fine 
jewelry. 

“l’ve found photographic equipment is an excellent 
sales booster for my jewelry section, too. People coming 
in to buy a camera, or even to call for the films which 
we developed in our laboratory, are bound to linger a 
bit over the jewelry displays, and eventually, this means 
a sale. 

“We have a staff of three salespeople behind the photo 
equipment counter; two work in our color lab and six 
in our black and white lab. Walter Vogel is in charge of 
this photo equipment department and I like to leave that 
section in his capable hands. 

“We have a gift wrapping counter that makes many 
friends for our store. One of the girls here devotes much 
of her time when she is not selling, to wrapping purchases 
so that they will present an attractive, welcome appear- 
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ance to the recipient. This is a bit of thoughtfulness that 
is appreciated by most people, we’ve found. It makes a 
gift worth so much more!” 

The lineup of jewelry display cases along the south 
wall is of platinum oak and glass. The glass cases also 
have glass sides so that a customer coming into the front 
door can catch one long glimpse of all the jewelry dis. 
played from one case through the next. The same jg 
true of the display cases along the camera side. 

And even the front of the store makes use of class, 
The base of the front is of red brick, and the uppermost 
portion is of cream-colored structural glass. This two. 
tone color combination gives the store an attractive mod. 
ern look, and the angled front makes it even more up. 
usual, for it leads a window shopper gently up to the 
door. This door, too, is all of glass, as are the backs of 
the display base in the windows, which permits the 
passersby to look right into the store. 

As a rule, the three windows in the building’s front 
are devoted one to clocks and weather instruments; a 

(Please turn to page 221) 
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Centralized Control 





Maintams Inventory 





On ‘Day-to-Day’ Basis 


control on ten stores from a central office has solved many 
serious merchandising and operational problems for Day 
Jewelers, with headquarters in Portland, Maine. 

Day Jewelers, headed by Herman, Sidney and David 
Davidson, is a highly successful retail jewelry chain, 
which has grown steadily since 1927, now operating 
stores in Biddeford, Lewiston, Bangor, Houlton, Presque 
Isle, and other Maine communities. The development of 
the chain, according to Sidney Davidson, has been based 
on the fact that a huge volume of mail-orders in the first 
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The above-pictured Day store (Waterville) is as typical as any of the seven different units could be. Its stock is controlled by the 
methods described in this article, using the daily-entry inventory form shown above, kept constantly up-to-date in the Portland office. | 


Mhawrarnine precise day-by-day inventory 
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stores established indicated a need for more retail jewelry 
stores in other communities, plus a “tailoring” of each 
store to its individual community. While much of the 
jewelry firm’s policies have been developed via the “hit 
or miss” method, the brothers at the outset determined 
to retail nothing but nationally advertised, “non-borax”’ 
merchandise. Rigid adherence to this policy has earned 
customer confidence unusual with the chain-store type of 
organization. 

“We have had a lot of unusual problems to contend 
with in setting up retail stores in widely variant com- 
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DAILY by JEWELERS EVERYWHERE 
HOLLOW WARE by POOLE 


The effective national advertising, distinctive craftsmanship and reasonable 
price of Poole Hollow ware, make this fast selling silver a sound line for 
jewelers everywhere. Display these attractive Poole pieces and see for 


yourself. For complete information on the Poole line write, wire or phone 
Kleitz today. 


Rectangle — Poole’s new 3 light Candelabra No. 44 
Listing at $60.00 per pair, plus tax 

Oval — Poole’s American Vegtable Dish No. 6021 
Listing at $15.75 plus tax 

Triangle — Poole’s New Silent Butler No. 125 
Listing at $12.50, plus tax 


B. Kleitz -& Bro. Co. 
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WILMINGTON ° DELAWARE 
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munities,” Davidson said. “For example, four of our 
stores are located in French-Canadian communities, where 
credit buying, pay scales, and in fact business customs, 
are sharply different. Naturally, in such communities, we 
utilize French-speaking personnel, and set up credit, ad- 
vertising, merchandise, etc., to match the community.” 

Another secret of the steady success of this jewelry 
organization has been extreme diversification. Selected 
because of individual successes in other jewelry stores, 
every Day store incorporates a complete luggage depart- 
ment, camera department, clock section, gift department, 
china and glass, major appliance and small electrical ap- 
pliance departments. All of the diversified departments 
are stocked with nationally-advertised merchandise ex- 
clusively, and the Portland headquarters is constantly 
experimenting with new lines, checking sales and public 
reception, etc., before deciding to incorporate or dis- 
card it. 

“Where we have made mistakes in selecting a merchan- 
dise line, we acknowledge it rapidly, and close out the 
item on a wholesale basis, rather than marking it down 
at bargain prices through the stores,” Davidson said. 
“Over the last ten years we have been able to establish 
definitely what lines have or have not a place in our 
inventory.” 

One of the most significant lessons which the Day 
organization has learned is that although each is inde- 
pendently set up for the community, stock control must 
be a “headquarters proposition.” The Davidson brothers 
have been steadily developing a thoroughly efficient cen- 
tral inventory control system since 1937, which now func- 
tions with machine-like precision. 

Instead of operating on a monthly-report, profit-and- 
loss statement basis, as do many jewelry chains, Day’s 
jewelers maintain stock control on every item in each of 
the 10 stores, in a large “control office” on an upper 
floor of the Portland headquarters. The system is a 
day-by-day record, revolving around the use of ten stock 
control books, each representing one store, each page 
stamped twice with the name of the town represented in 


In several of the Day stores in Maine, the luggage 
department is extremely important. Sales of lug- 
gage are carefully watched through the daily sales 
reports collected in the central office at Portland, 
and those stores which show high sales have their 
stock constantly replenished quickly, efficiently. 
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Clocks are an important item in the 7-store Day 
chain, as can be seen from this picture of a typi- 
cal clock department. Accurate records, kept in 
Portland, show each store's volume of clock sales. 


Photographic equipment is an extremely popular line 
in the Day stores. Because of the variety of this 
type of merchandise, and the perishability of film, 
etc., the centralized record system is invaluable. 





one-inch-high purple ink—so that every page is instantly 
recognizable according to the store. 

The sequence number is assigned to each one of 
thousands of items carried by the chain. Every sale, 
whether cash or credit, made in each store, is written up 
with this number on a 3-part ticket. one copy of which 
is mailed in to the Portland headquarters at the end of 
the day concerned. The inventory books are divided into 
17 different categories for each store, each category con- 
taining columnar accurate listings of stock on hand, sold 
and shipped. Every page of every book therefore quickly 
shows sales made the day before, and also the entry that 
replacement merchandise has been shipped for whatever 
has been sold. 

Only exception to this general rule is the separate 
sterling silver book, which, because of the wide diversity 
of patterns involved, is kept separate for ordering con- 
venience. An efficient staff of specialists operate this 
department, one desk assigned to sorting and classifying 


incoming sales checks duplicates from the stores, another 
(Please turn to page 222) 
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Can You Help Me? 
My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


rw" ADVISE where we can secure window reflector 
lights such as those seen in the new type jewelry 
windows? Just what is the best type of lighting for jewel- 
ry store windows?—R.J.C. 


Answer—I presume the type of light fixture to which 
you refer is the cone-shaped aluminum reflector housings 
which are in some cases placed close to the ceiling or 
wall and in other cases suspended close to the display 
by means of metal tubing and which are being increas- 
ingly used in locations where there is no room for con- 
cealment of the light fixture. Most of them are made with 
a swivel joint to permit generous directional control. One 
such unit, called a Dramalite is manufactured by Century 
Lighting, Inc., 419 West 55th Street, New York 19, N. Y. 
Several style single and cluster units are illustrated in 
the catalog of the Nulite Company, 101 West 47th Street, 
New York 19, N. Y. These units are called “Hi-lites.” 

For jewelry store windows, the most generally accepted 
system of lighting is fluorescent fixtures for general il- 
lumination and incandescent spots for the necessary 
sparkle and brilliance for diamonds and silverware. The 





particular fixtures chosen depend of course on the size 
° e 9 
shape and construction of the window. 


{ HAVE an old fashioned paneled dark wood background 

in my window. I cannot afford at this time to rebuild 
the window, but the dark woodwork seems to detract 
sreatly from the appearance of my window display. 
Would it be wise to paint the entire background in some 
light color until I can make a more elaborate change? 
What color would you suggest ?—M.J.G. 


Answer—This would be an extremely good solution 
to your problem. The light color would brighten up your 
displays very much and would be much more flattering 
to your merchandise than the dark wood. If you want 
to do the job in a hurry—with your window out of use 
for the minimum amount of time—use one of the water. 
mix paints which dry in an hour, such as Kem-Tone or 
Texolite. These paints have a matte finish which is more 
desirable than a shiny surface for this purpose. When 
the background becomes soiled, or you wish a change of 
color, it can be quickly and easily repainted. 

A light grayish blue would be a good choice of color. 
A pinkish beige would also be good. If your window does 
not have a great deal of light, a very pale yellow could 
be used. All of these have sufficient color to look cheer- 
ful and bright, but are neutral enough to combine with 
most other colors that would be used in your displays. 

An alternative method for changing your background 
would be to have panels of composition board cut to fit 
the background, covered with fabric and lightly tacked 
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in place. These would also be easy to change—simply 


remove and recover. 


SHOPPING NOTES 

Why not pep up your gift sales with really outstanding 
sift wrappings and promote this service in a special gift 
window display? Taffel Brothers, 95 Madison Ave., New 
York, have a selection of gift wrapping ribbons that are 
really quite unique and very attractive. In addition to 
all the standard colors, widths, and types, there is an 
especially patterned ribbon for literally every holiday in 
the year and all the special gift occasions—birthdays, 
baby gifts, showers, graduation, weddings, bon voyage, 
and so forth. There is a metallic cord that makes a par- 
ticularly nice tie for jewelry gifts—available in both gold 
and silver and either plain or with a flexible wire so that 
intricate bow effects can be achieved very easily. There 
is a gay Christmas ribbon with tiny Santas rushing about 
between the words “Merry Christmas.” A delicate lace 
and carnation design in white on pink would enhance 
any Mother’s Day present. There are sporting themes 
for men’s vifts and sentimental hearts and flowers for 
Valentine’s Day or any “sweetheart” gift. The company 
offers a handsome brochure called “Taffel Tales” il- 
lustrating their ribbons with very easy-to-follow instruc- 
tions for tying professional looking bows and roseties. 
So very often it is such little extra touches as these that 
make and keep customers. A window display featuring 
a selection of gifts for various occasions with appropriate 
gift wrappings would make an excellent attention-getting 
feature and would certainly bring added gift business. 

If you are not already on the mailing list of the W. L. 
Stensgaard Company for the “Merchandise Presenta- 
tion,’ be sure to write to them at 346 N. Justine St., 
Chicago 7, Ill., for their current edition. There are lots 
of colorful items for which many of you should be able 
to find good use this fall and Christmas. The Autumn 
Comuras would make decorative background both for 
window and interiors. Giant Autumn leaves printed on 
velour paper can be softly draped or mounted and used 
as stiff background units. The Christmas Comuras. 
animated displays and other items are done with the 
usual Stensgaard spirit and color. 





**Dime-a-Day” Sells Sterling 


Helzberg’s in Wichita, Kansas, has inaugurated a Dime- 
A-Day Sterling Savings Club, which they say has gone 
over very well with the public. 

This is the plan: the customer makes her pattern selec- 
tion, and is given a leather bound bank in which she 
saves her dimes toward the purchase price of her silver. 
She is required to make no down payment, but is allowed 
to take the silver home with her immediately. Thus she 
has the use of her silver from the moment she decides on 
a pattern. 

B. C. Helzberg, the originator of the plan, states that 
hundreds of members have enrolled in the club. Some of 
the members are prospective brides, others are house- 
wives who have been married for many years and have 
wished for sterling silver tableware but never felt able to 
afford it. Under the Dime-A-Day plan her dimes soon 
pay for a place setting, which can be added to until the 
set is complete. 
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1949 Watch Parade 


(From page 121) 


own Watch Parade promotion different, distinctive and 
profitable. 

Here in brief is the practical material the Council’s 
“idea” book provides for member retailers: 

Reproductions of some of the many advertisements of 
retail jewelers during last year’s Watch Parade. 

Pictures of some of the window displays used by 
jewelers during last year’s Watch Parade. 

Suggested layouts and newspaper copy for this year’s 
1949 Watch Parade. 

Suggested letters about watches for the retailer to send 
his customers. 

Radio commercials for this year’s 1949 Parade. 

Reproductions of window and in-store display cards 
created by the Council for the 1949 Watch Parade. 

Suggested window display arrangements. 

Suggested in-store promotion displays. 

Watch repair service suggestions. 

Suggested publicity releases for local newspapers. 

There is also a special two-page “Check List” of vitally 
important steps for the retailer to remember and to 
follow so he will be sure to get the most out of his Watch 
Parade campaign. 

Six attention-getting easel-back display cards will be 
sent each retail member of the Council participating in 
the parade. in addition to the “idea” book. The largest 





card, suggested for window use, reads “Your Watch 
Tells More Than The Time” and has the distinctive Watch 
Parade “emblem” in the center. Beneath the emblem it 
says, “You Will Find the Watch You Will Be Proud of 
During the Watch Parade—October 24 to November 
7th.” 

One of the smaller cards, suitable for either window 
or in-store display use, shows an old model automobile 
and says, You wouldn’t buy this today But Is Your Watch 
Just As Out of Date? 

Two other cards carry the same message, one showing 
a woman wearing an old fashioned dress and the other 
a shaving mug. 

A card that urges prospective customers to “Ask About 
Our LAY-AWAY Plan” is so designed that it can be 
used both for the Watch Parade and during a reasonable 
time before Christmas to stimulate Christmas lay-away 
cift buying. 

Along with two pages of suggested window displays, 
with illustrations of each, the “idea” book gives a plan 
for an “easy-to-conduct watch contest.”” One jeweler who 
followed this simple plan in the 1948 parade added 368 
names to his mailing list, the Council points out. 

Practical suggestions are also given and illustrated on 
the best locations and devices for featuring watches prom- 
inently inside the jeweler’s store. Helpful ideas on “Watch 
Repair Service” include—among others—the following 
two sales-building approaches to customers: 

‘When a watch is brought in for repairs, instruct your 
sales force to suggest purchase of a “spare” watch, or 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries, me. 
DIAMOND CUTTERS & IMPORTERS 


535 FIFTH AVENUE 
NEW YORK 17, N. Y. 
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when a customer's watch is obviously out of style, suggest 
the purchase of a new watch. 

“Whenever your sales force returns a watch that has 
been serviced to a customer suggest a new band.” 
A list of 200 watch manufacturers and importers, 
watch case and watch attachment manufacturers, and 
watch and watch attachment wholesalers who are spon- 
soring the 1949 Watch Parade is also included. The retail 
jeweler is advised that “these Supplier Members of the 
Jewelry Industry Council are united in supporting you 
‘1 “The Watch Parade” and also in all of the other 
activities of the Council.” 





Jewelry Firm Starts “Silver Rush” 
“Cold in 1849—silver in 1949,” is the slogan that 


Samuels, San Francisco jewelry firm, has been using dur- 
ing this centennial year of California’s historic gold rush 
to remind patrons of its new silver-buying plan. 

Known as the Samuels’ Sterling Silver Club Plan it 
enables Samuels’ customers to obtain complete services 
of sterling silver by paying as little as 49 cents a week. 
Forty-nine patterns are being offered from such makers 
as International Sterling, Lunt Silversmiths, Wallace Ster- 
ling, Reed & Barton, Heirloom, Whiting, Alvin, and 
others. 

Prospective club members are invited to come into 
the store and choose their pattern or to select it from 
newspaper advertisements which show large clear draw- 
ings of all 49 of the patterns offered. They may join the 
club by mail if they like. Members are encouraged to 


buy their silver by place settings and after joining the 
club may take home, or have delivered, as many place 
settings as they care to order, making a down payment 
of 49 cents on each setting. 

Samuels inaugurated its Sterling Silver Club Plan last 
year in the belief that every bride and every matron 
dreams of owning a service of imperishable sterling sil- 
ver, both as a lovely possession and as a sound invest- 
ment. But, considering the total population, extremely 
few people ever feel that they can afford the cost. By 
the Samuels’ plan, anyone who can space 49 cents a week 
can afford an adequate service of silver. 

When the plan was announced in 1948, nearly 1500 
persons started on the road to ownership of a complete 
sterling silver service by way of the plan. This year the 
new ’49ers Club is open to new members, each of whom 
may choose from 49 patterns and pay 49 cents a week 
for each place setting. They pay Samuels’ regular pub- 
lished prices, which include federal tax. No interest and 
no carrying charges are involved. 

Mail order customers are given the same conscientious 
attention as those who come into the store, and are as- 
sured of a money-back guarantee on all purchases. Mem- 
bers joining the plan by mail may fill in blanks in a con- 
venient coupon, stating the number of place settings 
wanted, the pattern, and whether payment is desired by 
week or month, or they are invited to mail a separate 
letter “telling all about themselves.” Samuels likes to 
become acquainted with its new friends so that it can help 
fit its services to the needs of each individual. 














OK 


wy 

a 
is 

$4 
a 


FOR SEPTEMBER, 1949 






IMPORTERS 


vg 3 —£ ee | mee eT eee awl? oe ee ee ee Se ; =m — 





a ee Oe 


Sf eee) f kee ok, a ee 


7 
x % ge LS 
one am ° 
feo 7 J “ 
Cogs 


~ ie. 


~ 


| 5, een” ff. > 





EM CUTTERS 


ee Kd ak a ee 


% 


ee he ee 















we . a hr nnn fe) met Netinsine 





169 








Watch Inspection Time 
(From page 120) 


Inspection Time” should boost the number of visitors to 
your store. give you more customers at a period of the 
year when store traffic can stand bolstering. 

We all know the jeweler can’t sell the customer who 
‘isn’t there,” but the good merchant can sell the customer 
who comes into his store for watch inspection. And don’t 
forget that the customer who gets a good watch check-up 
is in a good frame of mind—you have rendered him a 
eood service—he feels friendly toward you. And that is 
a good frame of mind for a buyer to be in. 

And do you know of a better customer for a new watch 
than one whose old watch is in bad need of repair? 

The satisfied customer of the repair department (39 
per cent of all traffic comes in only for repairs) is the 
customer who will remember your store as one which 
gives good service. 

The “Watch Inspection Time” promotion is timed to 
give you the maximum benefits during the period Septem- 
ber 12th to 17th. Coming at the end of the summer, your 
customers will be more interested in watch repairs than 
in any general appeals usually made by jewelers at this 
time of the year. 

And it is also a fine time to approach satisfied custom. 
ers on Christmas law-away gift buying. 


Jewelry Should Fit the Person 


Marianne Ostier, well-known Viennese jewelry designer 
who sculptures precious pieces in gold, platinum and pal- 
ladium, is now teaching American jewelers how to tel] 
their patrons the correct way to wear their jewels, 

From her long study of jewels in relation to their wear. 
ers, Mme. Ostier has concluded that “too often a piece jg 
selected—and sold—for its own sake alone, without re. 
gard to its effect on the woman who is going to wear it,” 

“A woman with long, slender fingers,” for instance. 
according to Mme. Ostier, “should wear her engagemenj 
ring with the diamond set horizontally. This minimize; 
the extreme length of the hand, for the eye follows the 
horrizontal lines of the ring. The girl with stubby fingers 
should have the diamond in her ring extending down her 
finger to elongate it. 

“Ear clips must nestle in the little hollow between 
checkbone and ear-lobe to form a harmonious interlude 
between face and head. Palladium is excellent for large 
ear clips because it is light in weight and more comfort- 
able. The woman with a large, round face should cover 
her ears completely with these large, bulky palladium-set 
ear clips. If she is fair and blue-eyed, sapphires or aqua- 
marines are most becoming. For the dark but not highly 
colored, rubies or pink sapphires lend rosiness to her 
complexion. 

“The woman with a long, thin face should be fitted with 
ear clips that are broad at the base and narrower at top. 

“A high necklace or choker should be avoided by the 
woman with a short neck, for they tend to make the neck 
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| CNistinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


Qrank Levine & Co. Inc. 


New York 19, N. Y. 
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appear even shorter. It would be better for her to wear 
q brooch or a pair of clips. If she must have a necklace it 
should be of great length to create a swan-like illusion. 

“4 heavy arm is considerably pared down by a bulky 
bracelet made of palladium, for its lightness, while a 
slim arm can be made to appear rounder by slender, 
sraceful arm ornaments. A big, bold watch on a thin arm 
looks just as inappropriate as a too large hat on a tiny 
woman. while a dainty little timepiece is out of place on 
a fleshy arm. 

“The point about appropriate jewelry selection is that 
‘t must be appropriate to the person who is going to 


wear it. — 





Don’t Overlook Fashion 


(From page 133) 


Two fashion displays are suggested in the accompany- 
ing sketches. One is extremely inexpensive and easy 
to arrange, but is a strong selling window—informative 
and timely. The “props” for the second display are 
somewhat expensive, but achieve an extremely dramatic 
and attention-getting result which women customers 
would find hard to resist. The “props” suggested would 
find repeated use in any jewelry store. 

Graceful papier mache fashion figures, approximately 
twenty-four inches high, sell fashion and jewelry in the 
most dramatic possible way. A simple, open. double 
frame spotlights them and supports a copy ribbon. En- 
sembles of jewelry are displayed on round plaques at 








the feet of the fair little ladies. The figures illustrated 
come from Staples Smith, Inc., 8 West 40th Street, New 
York. They are modeled entirely of papier mache and 
can be painted to your own color specifications. For 
future use, they may be repainted and some alterations 
made in their costuming. The figure in the evening gown 
could quite readily be transformed into a bride, come 
June. The ensembles of jewelry shown on the plaques 
should be carefully selected for harmony and style- 
rightness. If you wish, the different plaques could be 
covered in different colors and textures of fabric appro- 
priate to the different jewels shown on them. This would 
give the display much greater interest and fashion value. 

For the simpler display, two neck-forms are draped 
with fabric to illustrate the current trend toward either 
the very high or the very low neckline, with dog-collar 
type necklace for the high neck and bib type for the 
low neck. For authority, two or three of the fashion 
magazines such as Vogue, Harper’s Bazaar, Made- 
moiselle, Charm, Glamour or Seventeen are shown open 
to pages featuring jewelry-bedecked models. You may 
have to search a bit for just the right illustrations, but 
almost any issue of these magazines will have something 
reasonably appropriate. Groupings of other jewelry 
pieces are arranged on display pads and elevations. Sea- 
sonal atmosphere is contributed by the autumn leaves 
from Allied Displays. 65 Madison Avenue, New York. 
These leaves are flat cut-outs of fibersheen and have an 
unusually attractive texture and rich deep colors, quite 
lovely enough to serve as display pads themselves. 





For this Important Fall Season... . 
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A...3 Stone Ruby & Diamond Ring 
B ...Twin Emerald-Diamond Ring 
C...Star Sapphire; 2 Baguette and 12 
Round Diamonds 


D...Kashmir Sapphire and 6 Baguette 
Diamonds 
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Fast Service Pays 


(From page 123) 


provided for regular customers while their watches are 
serviced. 

The firm does all watch inspection for Pacific Electric, 
southern California transportation company, and this fact 
is emphasized in advertising, as is the fact that work is 
done on the premises. 

Because Hollywood, one of Los Angeles’ myriad 
suburbs, has a “small town” atmosphere, Willis em- 
phasizes a neighborly approach in all advertising and 
promotion. 

Direct mail postcards urge local residents to “Know 
Your Jeweler,” and similar messages reach readers of 
the neighborhood newspapers. 

As a friendly gesture, the store presents newborn in- 
fants in the area with baby rings or similar gifts. 

Use of display windows to attract attention is another 
merchandising feature favored by Willis. A twist on the 
old-fashioned bean contest is a popular promotion: 
passersby are urged to guess the number of loose pearls 
in a fishbowl. Two prizes, a woman’s and a man’s wrist 
watch, are awarded to the nearest guessers. 

The firm of Mac Willis and Son is a family business. 
Willis Senior, who graduated as a diamond setter in 
1919, opened his first store in Toledo, Ohio, 28 years 
ago. Mrs. Willis often lends a hand in the shop, and as 
the two Willis sons grew up, they have learned their 
father’s trade. 


“They've been in the jewelry business since they were 
ten,” boasts the elder Willis. Lynn Willis, the “Son” ;, 
the company name, now manages the second Store, while 
the younger son, Lee, joins the staff after college hours. 





Promotion Accents Diamond Quality 
H. J. Howe, Inc., 210 S. Salina St., Syracuse, N, Y, 


conducted a “Diamond Education Week” in conjunction 
with its 89th anniversary to educate the residents of 
Syracuse on the difference between top grade and jp. 
ferior diamonds. 

The store employed a window display in which it feg. 
tured unmounted, inferior grade diamonds consigned to 
Howe’s for the exhibit. Regular Howe diamonds were 
displayed along with the inferior types for comparison, 

“Prices of the inferior diamonds, which seem so low 
at first glance, represent their actual retail value,” the 
store pointed out. “They are all for sale, but we do not 
recommend purchase. Our purpose is to show that de. 
fects in cut, color, brilliance make diamonds ‘cheap,’ but 
not ‘bargains’ at any price.” 

A large newspaper ad also was used in conjunction with 
the educational display. The ad featured a group of in- 
ferior diamonds which were described as “not Howe 
quality.” By comparison, a group of Howe quality rings 
were shown. 

While the display appeared to be designed largely for 
educational purposes, it had a strong merchandising 
angle in playing up Howe’s as headquarters for quality 
diamonds. 





















Reproduction of an article 
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“SYNTHETIC RUTILE 


‘ thetic Rutile... A New Jewelry Stone” 
é 2 A New Jewelry Stone 


Developed over a year ago, this brilliant 
gem material is now making its appearance 
in the market. Popularly called “Titania,” it 
is actually a synthetic reproduction of the 


naturally-occurring rutile. 


REFRACTIVE INDEX 2.616—ABOUT 10°, HIGHER 
THAN DIAMOND, HARDNESS 6 TO 6.5 
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LAPIDARY, INC, 
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Designed From Experience 


(From page 125) 


trafic minutes from outlying residential centers. 

The new Wilshire Boulevard store was definitely not 
a “ready for assembly” package job. 

Feeling that the retailer is the best judge of his own 
intricate merchandising problems, Donavan and Seamans 
decided not to turn the job of designing their store over 
to an architectural firm. 

Instead, they formed a designing council of their own 
staff, in conjunction with experts from their advertising 
agency, and mulled over each problem from the viewpoint 
of their seventy consecutive years in the jewelry business. 

Then, as a pattern of needs was formulated, experts in 
the fields of lighting, furnishings, etc., were called in to 
materialize the tentative ideas. 

Two and a half years were spent planning the store 
before the first nail was hammered, and an additional 
nine months was consumed in the redesigning of the old 
Moorish building in which the new store is housed. 

Typical of the detailed thinking involved are the eight 
mammoth chandeliers, of original design and lighting 
engineering principles, which furnish the general illumi- 
nation. 

One of three innovations on which design patents have 
been taken out, these lighting units were first designed in 
Donavan and Seamans’ own gemological laboratory and 
then reproduced to scale by a commercial lighting firm. 





Hob nail floodlights were designed with a maximum 
radius of turn, to.permit variation of lighting for flexible 
floor plans, and were constantly tested to insure ultimate 
perfection in dispersion and to enhance the luster of gold 
and pearls and the fire of gem materials. 

Modern is as modern does, and in incorporating new 
features of merchandising never before used in a jewelry 
store, Donavan and Seamans were wary not to sacrifice 
their old world influence of traditional stability. 

This is primarily a woman’s store—the feminine coun- 
terpart of the firm’s masculine, rich-mahogany establish- 
ment in downtown Los Angeles. 


GUEST ATMOSPHERE 


Modeled after a gracious living room, the store creates 
a “guest of the house” atmosphere with the palest of 
pastels accented by jade green carpets and burgundy 
quilted velvets. 

All furniture (there are no conventional fixtures in this 
truly different store) have been specially designed by 
noted home furniture makers in French provincial wal- 
nut. This period was chosen because, like fine jewelry, it 
has outlived the brief tastes and fads of many generations 
and also because its delicate, subdued lines would not 
distract from the fine merchandise that is the store’s 
primary adornment. 

Floral paintings by one of the Pacific Coast’s most 
famous women painters, Nell Walker Warner, add a 
home-like informality. 

Because the Wilshire shopping district is separate from 
the main business section of Los Angeles, merchandise is 











MEN’S DIAMOND 
MOUNTINGS 


ROSENTHAL & KAPLAN 


SS 








GENUINE 
STAR SAPPHIRES 






126 WEST 46th STREET, NEW YORK, N. Y. 


FOR SEPTEMBER, 1949 








selected to appeal to the homemakers who form the 
greatest portion of the store’s trade. 
Silver, both flat and hollow ware, are starred. 
Breakfront wall cases, tier drum tables, and china 
cabinets hold fine pieces. A tiered window, overlooking 
the patio and parking area, gives the impression of an 
English silversmith’s shop. 


DRAMATIC SILVER DISPLAY 


Most dramatic single display unit, however, is the 
“Sterling Silver Gallery,” the first of its kind in America. 

In a giant walnut “picture frame” measuring 16 feet by 
> feet, and weighing more than 800 pounds, more than 
60 sterling silver patterns are displayed side by side. This 
frame—the second exclusive design being patented by 
Donavan and Seamans—has special lighting effects simi- 
lar to that used in art galleries. 

Because “a purchase at the jewelers’, be it a baby 
spoon at a dollar twenty-five or a thousand dollar gem, is 
a very important occasion,” Donavan and Seamans have 
slanted both their physical layout and their personnel 
policy to permit the customer the greatest freedom of 
selection. 

In direct antithesis to today’s fast selling, the new 
store was planned for browsing. At least five feet width 
is allowed in all aisles and behind cases. to encourage 
customers to view all the merchandise. Pullout ledges 
have been built into each breakfront, and ample empty 
table and desk space is allowed, so that the customer may 
remove objects from group displays for closer study. 

In full view in the center of the gem department, the 





24 Hour Service «+ 


24 Hour Protection 


VAULT & SAFE DEPOSIT 
SERVICE 


posited in our vaults, “the largest, the strongest and most modern in 
the city of New York.”’ There is no known force that can penetrate the 
doors of the vault premises. Our vaults are arranged to suit the needs 
of every type of clientele and are supervised by thoroughly experi- 
enced men who have handled safe deposit vaults for many years. 
Save money on insurance . . . have access to your valuables night and 
day (except Sunday) at a very moderate cost. 


"Secure Yourself Today ... Tomorrow May Be Too Late!” 


store aisplays lis “tools of the trade,” a specially designed 
gem-grading laboratory complete with modern gem. 
srading instruments. 

Perhaps the most unusual feature in a fine jewelry 
store is the fact that there are no “forbidden areas” 
Store executives report that on the very first day custo. 
mers were sliding open the doors of wall cabinets to 
touch and examine merchandise. 

To facilitate browsing, salesmen are warned not to 
approach the customer until she gives some indication 
that she has finished her preliminary survey of the mer. 
chandise and wishes assistance. For this reason, Donavan 
and Seamans designed a jutting service desk from which 
a single person can view all points in the floor area. 

The service area is also of interest from another view. 
point: emulating today’s efficiency kitchens in reducing 
the number of steps necessary for each activity, it con- 
tains three levels, served by an elevator, for the non-selling 
functions of the business, including wrapping, bookkeep- 
ing, stock room, etc. 


PLANNED FOR MOTOR TRADE 


Like many a future-looking retailer, Donavan and 
Seamans planned their store for the motorized trade. 

Located in the geographical center of Los Angeles, the 
store has 80 percent of its customers in the radius of 
eight to thirty miles. This is not an excessive distance, 
note to store executives: in a business of infrequent pur- 
chase, accessability is measured not by miles but by traffic 
minutes. 

Parking space, a major problem in a city where the 
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average figure of car ownership (2.6) is the highest in 
the nation, has been solved with a lot for 97 cars and a 
full-time attendant serving the one building. 

Located on an avenue that each day records one of the 
sreatest traffic flows of any boulevard in the world, Dona- 
van and Seamans were faced with the difficulty of display- 
ing the world’s smallest items of merchandise so that they 
would attract the attention of a motorist passing at the 
speed of 40 miles per hour. 

For this reason, the exterior design of the store was 
keyed for functional visability at traffic speed. Its back- 
less windows on a 55 foot frontage enable motorists and 
pedestrians alike not only to quickly view the displays, 
but also the inside of the store itself, as both the front 
and rear glass doors and windows are aligned to provide 
the maximum visability. 

The front and rear exterior, for whose design an ar- 
chitectural firm, Gruen and Krummeck, were consulted, 
are in matched Maryland green marble to resemble the 
gem material jadeite. The store’s name, the only adorn- 
ment, has been executed in bronze. 

To eliminate threshold resistance, one of the jeweler’s 
main bugaboos, glass entrances and doors give the passer- 
by the illusion of being within the store. Store traffic, 
which usually takes several years to build, was immedi- 
ately boosted thereby. 


ALL FIXTURES MOVABLE 

Perhaps most interesting, from a functional standpoint, 
is the complete mobility of the store. Not one fixture is 
built in. The breakfront cases, the design of which has 
been patented, are built in eight foot sections and wired 
for use as islands. 

Lighting is designed for maximum flexibility, with 
movable floodlights within the chandeliers and with 
thirty-six electrical outlets, one for each eight feet of floor 
space, throughout the customer area. 

Five floor plans were conceived for the basic floor plan, 
each so simple to create that Los Angeles residents may 
pass the store on Saturday night, and by the time they 
drive down Wilshire boulevard on Monday morning, 
may look into Donavan and Seamans and see an entirely 
new store layout. 

Plans for this second store, at 5656 Wilshire Boulevard. 
have been considered for the past decade or more, but 
actual work was delayed until the crest of wartime and 
postwar spending had passed and a level reached at 
which long term plans could be projected. 

The city’s oldest jewelry firm, the company was founded 
on March 19, 1894, by J. G. Donavan, who had just ar- 
rived in Los Angeles from Illinois, where he had started 
in the watch manufacturing business as an apprentice 
14 years previously. 

As Los Angeles grew, the business grew. occupying 
four locations before the establishment of its present 
downtown store at 435 West Seventh street, 20 years ago. 

Eight years after the store was founded, Mr. Donavan 
was joined in partnership by his brother-in-law. S. D. 
Seamans, and today the firm is actively directed by mem- 
bers of both families. 





The first brooches were originated by primitive man 
when he used thorns to holds his garments together. 
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Silver Education 


(From page 127) 













































showing prospective buyers how to clean silverware and 
care for it. For demonstrations, she will hand them . 
rouge stick to teach them how to use it, or show them hoy 
to use canvas gloves turned wrong side out. 

A display idea which Mrs. Nelson worked out here 
was the use of a baby pillow slip with matting inside, ‘ 
display of place settings in front of the customer. This [| 





Watches of Distinction, gives the appearance of a genuine table mat, yet is easy | 
to keep clean and fresh. She keeps several of these op 
Beauty and Durability. hand at all times. Another idea for large pieces of hollow. | 
ware, was conversion of an ornate picture frame to a dis. | 


play stand. As shown in the photo, this was mounted on 
legs and painted, and was built so that the box beneath 
the frame could be slipped back to change the item op 
display. 

By no means secondary to silverware, is the diamond 
side of the business. Nelson’s imports diamonds direct 
from Europe, a point which they stress in advertising. 
They make rings to order as well as other jewelry and | 
do engraving on order. Customers are invited to watch 
their diamond being mounted, or being changed from | 
one ring to another. Records are kept of all diamonds | 
sold, and a number is engraved on all their rings 0 
that they know their own merchandise if it comes back to 
the store later. 

This department is the specialty of Mr. Nelson, who 
also supervises the watch repair department. The store 


Each ALTON Watch is maintains one of the largest repair departments in the 


Pacific Northwest, and handles watch inspection for 


Beautifully Boxed, three railroads. 


Cased and Timed in U.S.A. Father-Son Watch Duo 


Here’s an idea that might be given serious considera- 
tion by the trade as a stimulus to watch sales. C. HH. | 
Decker, Vice-President of the retail jewelry firm of E.H. | 
Goulding’s Sons Co., of Alton, Ill., has a personal watch 
which is duplicated in smaller size for his young son. The 
two watches, as shown, are identical in appearance except 
for size. 
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ILLUSTRATED REDUCED PRICE LIST. 


Weksler & Goodman, Ine. 
> South CHICAGO 3 Seems to us that this ensemble idea might be a good 
Wabash Ave. ILLINOIS source of extra profits on the part of the retail jeweler 
and one that might be worked out to advantage by 4 
watch firm as well. 
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Headlines Mean Sales 


(From page 134) 


name on every uniform front and what better way is 
there of keeping that name in front of the ‘public eye?” 4 

Langer said that as high as 3,000 people, in this com- 
paratively small community, have watched games where 
the name of “Langer” was proudly displayed, over and 
over again. This results in team members talking up 
their sponsor as a “good sport,” and the end result is 
continual traffic through the store of team friends and 
enthusiastic sports fans. 

Some of the team members have played together since 
they were kids, and upon becoming identified with 
Langer, you find that entire families hardly ever think 
of obtaining their jewelry needs anywhere but at the store 
which is so closely linked with their athletic and amuse- 
ment interests. 

There are several other ways in which Langer Jewelers 
has found favor in the “public eye.” One of these is a 
long-established custom of having free candies for kiddies 
around Christmas time, for instance. Parents drop in to 
do their Christmas shopping, and bring along their chil- 
dren to receive some sweets. Or a new customer may 
bring a child or two in, on hearsay, for a treat, and stay 
to become a customer by making an initial purchase. 

A very successful method of focusing public attention 
upon his store. Langer reports, is by holding “Razor 
Clinics” on the premises regularly. 

“We carry electric shavers as a regular line and several 


days before a ‘clinic’ we advertise in the local daily,” 
explained Langer. “We tell everybody that whether or 
not they bought a razor here is not the question, but that 
we welcome one and all to bring their faulty razors in to 
the attention of a visiting expert. 

“We set up a card table, and furnish electrical facilities, 
and the shaver representative has ‘open house,’ as it were, 
for all comers. We pull around 200 persons in the two 
days and an evening of the ‘clinic.’ We’ve done this for 
several years, with good results, both for the representa- 
tive and the store as a whole.” 

Besides the traffic and the emphasis on the one par- 
ticular brand of merchandise, which entails oiling, clean- 
ing, repairing and replacement of razor parts, Langer 
finds that an appreciable amount of shopping in jewelry 
lines is brought about by these “clinics.” 

“It’s the old story—you’ve got to get ’em in, to get 
results,” concluded Langer. 





Gift Reminders Spur Summer Sales 
Leo LeBar, jeweler at 4 Locust St., Lockport, N. Y., 


stimulated business in the traditionally quiet month of 
July by reminding customers of anniversary events. 

The store employed a newspaper ad headed by the cap- 
tion: “Whose Anniversary This Month?” 

Copy read: “Just stop and think . .. it’s July ... in 
your family, among your friends, there’s an occasion that 
calls for a gift, isn’t there? Give jewelry . . . the lasting 
gift, the perfect gift.” 
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Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 
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Area Improvement 


(From page 129) 


streets also are able to provide parking room at the pres- 
ent time. 

Jeweler Bachmann and his aides didn’t accomplish this 
program over night. In fact, the groundwork for the 
project was laid seven years ago. Plans for the street 
were drawn up, a mural print presented to each memeber 
of the association to help whip up plenty of enthusiasm 
for the program, and delegates were sent to Chicago, New 
York, Los Angeles and other cities to study how streets 
had been widened and improved there and how the jobs 
had been handled. 

Basing its program on what other cities had done, plus 
incorporating its own special needs, the Upper Third 
Street Commercial Association obtained the approval of 
the city for the project and started it in the spring of 
1948. This was just the time when Arthur Bachmann 
was elected president, after having served in various 
official jobs for many years. His father Emil Bachmann, 
founded the firm in 1870, and practically everyone on 
Third Street knows that the Bachmanns have always been 
community-minded and willing to do their share to help 
the area grow. 

Other jewelry stores in the Upper Third Street dis. 
trict also co-operated and did their share in aiding this 
big project. These included Durner’s Jewelry, Fred Kaed- 
ing, Sterling Jewelers, and Goldmann’s. 


STUNTS KEEP INTEREST HIGH 


But enlarging a trading area and completing a re- 
modeling program also calls for some good merchandis- 
ing, and Upper Third Street merchants came up with the 
sort of stunts which attract people and make cash regis- 
ters click. 

Sparked by the big stores, the merchants raised a 
$75,000 trade promotion fund. With part of this money, 
the merchandising committee worked hard to keep the 
customers aware of what was going on at Upper Third 
Street, to induce them to shop there while the actual re- 
construction work was going on, and to make them want 
to make the area their chief shopping area for the future. 

New York and Chicago merchants had told the Mil- 
waukee committee to expect a drop of business during 
construction of the new street. However, very few mer- 
chants experienced a decrease in business because of the 
widespread advertising done to keep Upper Third Street 
in the news. 

For example, the city’s largest Sweetheart Party was 
staged by the group and it got much publicity. Substan- 
tial prizes were given to folks in the area who had been 
married the longest time. 

During the actual construction period a “sidewalk 
superintendent’s club” was established with citations given 
to people who frequently came to watch the construction 
work. On one occasion a booth was set up to distribute 
soft drinks and free beer. More than 1000 membership 
cards were issued that day to members of the Select 
Society of Sidewalk Superintendents and read; “For sus- 
tained spectatorship, sagacious suggestions and supreme 
stoicism, through a storm of strains and stresses set up 
by sand, steam shovel and other standard street and side- 
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walk structural stuff, Mr. Blank, is hereby declared an 
honorary member of the 5.5. of S.S. 

During the summer months a July Treasure Hunt was 
staged, with more than 15,000 people going from store to 
store trying to solve a jingle. Fifty-eight prizes fine were 
awarded in this event, and many people had an oppor- 
tunity to see how the construction work was progressing. 

In late September, 1948, the entire street project was 
completed. Prior to the beginning of the project, the 
business men had paraded the last street car to run on 
Upper Third Street. It was bedecked by flags and bunt- 
ing. Now, with the first new trackless trolley to run on 
the street, Mr. Bachmann was on hand to inspect the first 
new trolley. With him were other local business men a 
representative of the transportation company. 

Furthermore a transportation parade—old and new—- 
also took place so that the assembled crowds could wit- 
ness the progress made in transportation over the years. 

Following a short address by Bachmann to the as- 
sembled crowd, there was an entertainment program on 
the street. This included an aerial circus and other acts. 
Bands played and people danced. All along Upper Third 
Street folks made merry and determined to make this 
area their shopping center, because they liked the hos- 
pitality shown them, they liked the new wide, well- 
lighted street, and they liked the many bright, new 
stores and other shopping facilities. 

Now that they are enjoying better business, merchants 
of Upper Third Street are not going to forget their mer- 
chandising budget, says Mr. Bachmann. They are deter- 
mined to carry on with regular area-wide merchandising 
events, which will constantly keep Upper Third Street in 
the public limelight. 

Membership in the Upper Third Street Association has 
more than doubled since this program was completed, 
presaging good support for future programs. Individual 
merchants are now working on their own store improve- 





A Bid for the Smallest 


Decatur, Ill., has made its bid for having the smallest 
jewelry store with the recent opening of Everett C. John- 
son's watch repair business at 162 N. Main St. The store 
is only seven feet wide by five feet deep, and with John- 
son’s six feet, plus, height, it looks even smaller. 








Specializing in watch and clock repairs, Johnson will 
handle only a line of watchbands and replacement cases. 
As a traffic incentive, he offers a free watch timing service 
with the latest in electric timing equipment. 
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ment programs, which gradually give a better appear. 





ance to the entire length of this important shopping 
street. 

A survey made among the merchants of the area jndj. 
cate that 64 merchants have their own improvement pro- 
grams under way. They intend to spend $3,125,000 this 
year, ranging from $500 to a $2,000,000 job by Schus. 
ter’s, a department store. Improvements already done 
include complete rebuilding and remodeling, as well a 
repainting of exteriors and signs. A total of 30 of the 64 
stores planned new fronts. 

It has already been noted by members of the associa. 
tion that now, six months after the street re- “opening, 
there is an influx of better merchants into new stores 
along the street. The old, dingy-front stores are gradually 
eoing out of business as property is being purchased for 
better store sites. The Upper Third Street Commercial 
Association members hope that this trend will be con. 
tinued so that the street will continue to improve jn 
appearance and customer appeal. 

“There has been a mighty lot of work and worry by 
all officers and committees connected with this project for 
seven years, declares Mr. Bachmann, “but we are all 
happy that it has turned out as well as it has. We're 
going to continue to improve this shopping district so 
that all merchants will benefit.” 

Mr. Bachmann has been active in Milwaukee and Wis- 
consin jewelry association affairs for many years, and 
has been a member of the Upper Third Street group for 
more than 25 years. A jeweler-optometrist, he operates 
a fine little jewelry store and optometrist shop almost in 
the center of the Third Street shopping area. The jewelry 
department is in charge of Norb Ellenbecker. well known 
in Jocal jewelry circles. 


Accessories Display Is Gift 
Sales Builder 


A substantial volume of gift sales, exclusively in ster- 
ling silver smoking accessory items, has been built up 
at McEntee’s. Oidehome City, Okla. The store “rotates 
promotion” over its sterling silver department, giving 
each the benefit of single-theme display periodically 
through the year. Silver smoking accessories, however, 
have proven so popular as gifts for both men and women, 
that a permanent tabletop display appears near the front 
of the store where every visitor is bound to see it. 

The smoking accessories display is built into a pyra- 
mid, with glass shelves, supported by chromium rods, 
narrowing down toward the top, from the glass tabletop. 

A sign over the display reads “Smoking convenience 
is a contribution of one of these dependable lighters” 
with a display of sterling lighters by several well-known 
manufacturers immediately below. Grouped around be- 
neath this display are sterling cigarette containers, ash 
trays, wedding ring trays, sterling match boxes, cigarette 
dispensers, etc. 

Ranging the display through a dozen suggestions, in 
various price ranges, means that the sterling items have 
definite gift appeal to almost every type of customer, 
according to McEntee’s. Frequently, women coming into 
the store for watch repairs, etc., are attracted by the 
display and buy several items to be used as bridge prizes, 
or anniversary gifts. 
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No Bets Missed 


(From page 131) 


mendation coupon bearer is entitled to one 


over, the recom , lec 7 
proved a good medium for gaining new 


dollar. This has 


customers. . 
“Contests are good attention-catchers. We recently ran 


a guessing contest as to the length of time a shock- and 
water-resistant watch of national make would run under 
water. A gold fish bowl, with two gold fish and the sub- 
merged watch, was hung in a street window. Contestants 
had only to come in the store to register their guess as to 
the time the watch would stop running. Prize offered to 
the winner was a $150 diamond ring. Response to this 
advertising stunt was excellent. 

“This locality has an active organization to greet new- 
comers to our city, to which we belong. To each new- 
comer we present a salt and pepper set with sterling silve: 
tops with compliments of the store. 

“We promote interest in sterling silver by talking be- 
fore local school home economics classes on the history 
of sterling, its proper use, table settings, important fea- 
tures to be considered in its selection, such as weight and 
patterns, and care. These talks are solely educational 
with no direct effort to sell. We also show motion pictures 
to various clubs and societies on the making of jewelry 
and diamond cutting. 

“At the annual Builders’ Show, a community event, we 
have an exhibit, concentrating on silver promotion as a 
good tie-in. Each of the three nights of the show, our 
firm gives away a place setting. 

“We do heavy promotions for special gift days in ad- 
vertising, windows and interest-arousing activities. Dur- 
ing the Christmas shopping season, a juke box with 
speaker above the front entrance, plays Christmas music 
each day and evening that the store is open. We have 
good results in placing emphasis on certain merchandise 
for special gift days. Among these are costume jewelry 
as Valentine gifts, portrait brooches for Mother’s Day, etc. 
A strong church community, rosaries and crosses have 
good sales at Easter. During May and June, in addition 
to regular promotion of diamonds we also tie-in advertis- 
ing with a large bakery company which features a bride’s 
cake, using the name of our firm and the phrase, “Cut 
Your Cake With Diamonds.” 

“With this continuous effort in advertising in many 
phases, we have succeeded in that for which we were 
striving—to make our name well known in the area and 
thereby increase our business.” 

This store’s business reaches beyond its immediate 
vicinity, too. South St. Paul is the second largest live 
stock market in the United States and thousands of tran- 
sients come into the city—truckers from all parts of the 
northwest, farmers, buying and selling cattle, cattle men 
from as far away as Texas. All are potential customers 
for this wide-awake store. Its mail business is large, 
necessitating a special mailing room from which its mer- 
chandise goes out to many sections. 

Merchandise is completely departmentalized with 
watches and diamonds heavily featured. In addition, there 
are special departments for baby gifts, greeting cards, 
gifts, leather goods, etc. Silverware, naturally, is given 
good space in display. There is a large religious goods 
section which draws well. Costume jewelry, a department 
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which has been built into large volume, is displayed jp 
cases and wall sections with one section devoted entirely 
to earrings, arranged in color groups. A case in front of 
this section shows color ensembles of earrings, pins and 
necklaces. 

Already Harris is reaching out for an additional traffic. 
builder. A camera department is to be put in. Since 
there is no camera shop in the city, although there igs ay 
active camera club, it is felt that this merchandise wil] 
draw a group which will eventually become regular cys. 
tomers of other departments of the store. 

The record of this 214% year old store, which, according 
to Harris, “started on a shoe string” gives point to the 
familiar quote, “It pays to advertise.” 





‘“‘Dramatized’’ Watch Repair 
Boosts Trade 


Watch repair service is heavily “dramatized” at Kortz- 
Lee Jewelry Company, Broadway and Ist Avenue, in 
Denver, Colorado. 

The department consists of an 8-foot enclosed bench in 
blonde, natural-finish wood, behind which are two watch- 
makers’ benches. The department is located well to the 
rear of the store. where it pulls trafic through. 
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To remind visitors that Kortz-Lee maintains a large 
watch repair department, James Ludy, manager of the 
store, arranged for an 8-foot recessed “shadowbox’’ to be 
constructed in the wall, which can display over 200 
watches simultaneously. As shown, the centerpiece of the 
department is a 7 x 3-foot pad of rich maroon velvet, on 
the surface of which are 200 individual brass hooks for 
hanging the watches awaiting repair and those completed. 
Twenty-four drawers below accommodate other watches, 
parts, etc., and special custom jobs being carried out for 
customers. 

The “mass display” impression created by the huge 
number of watches contrasting sharply with the maroon 
background, always makes a favorable impression on 
visiting customers, according to Mr. Ludy, and frequently, 
customers are moved to look to the condition of their own 
watches while shopping in the store for other purposes. 





The Devil’s Lake in Eisenstein, Bavaria, was formally 
deeded to the Evil One by Emperor Charles IV in ex- 
change for which the devil was to furnish him with the 
secret for making iron into gold. 
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Added Touches 
(From page 142) 


in blue ink to contrast with the black and whites of the 
printed matter. Capitalizing on the prestige of the watch- 
maker, the slogan provides one of the strongest tie-ins be- 
tween the watch repair and the jewelry business. It reads, 
“Buy a Watch From An Expert Watchmaker.” It ap- 
pears as part of the company name on the rubber stamp 
and on the wrapping tape and many other places. Re- 
ferring to these booklets and their blotters placed on the 
counter, E. R. Tschopp says: 

“We do most of our advertising right here in the 
store—perhaps a few pamphlets on special occasions, but 
nothing else in the way of advertising.” 

A subtle but effective sales technique lies in the pro- 
cedure of accepting all repairs over a glass display case 
containing watch bands. To all those whose watch bands 
are worn, the personnel suggest buying a new one. The 
display suggests the idea to those not actually needing 
one. Between 50 and 60 per cent of all repair customers 
buy new watch bands. Of course there’s no way of know- 
ing what the percentage of watch band sales might be if 
repair jobs were accepted in any part of the store, but 
Mr. Tschopp feels it would be much smaller. 

The opening in the panelled partition between the 
watch repair work room and the store is of sufficient 
size to permit customers to see everything being done 
to the watches. The partition is for decorative effect, not 


privacy, because “when everything is out in the open, | — - EFFEC i IVE 
confidence is gained,” says Tschopp. } : : <a ee - 
The sign above this opening identifies the section. It | IMM EDIATELY i 
_ hb £ s 








reads, “watches FINE REPAIRING jewelry.” The oblong 
fixture with a fluorescent light shining through a frosted 
class front to show up the letters painted on it was re- 
made from an old display fixture by Tschopp. It is set 
under an illuminated clock and both are conspicuous day 
and night through the glass door and show window 
from the street. 

Incidentally, the window through which one sees this 
sign has a full length glass going almost all the way to 
the street level. To bring it up to a more appropriate 





Benstock's NEW DISCOUNT POLICY 
increases YOUR Net = Operating 
Profit effective immediately! 


_Benstock’s PRICE REDUCTIONS Give 
~ YOU A More Profitable Margin 
effective immediately! 





Benstock’s COMPLETELY EXPANDED 








height for the showing of jewelry, Tschopp inserted a 314- : | 
foot-high strip of dian steel from the floor of the dis- NEV pasos ove toy = ons 
ioe” ' YOUR CUSTOMERS want—effective 

play unit to the floor of the store. An aristocratic-look- immediately! . 

ing sign hanging from beneath the ledge of the display : : \ 

shelf with fine chains attains a more impressive appear- ___ This new discount policy--these price reductions-- : 

ance than the same words would if painted on the window. this completely expanded new line--all these mean 
Three years ago, Boyer and his partner intended to | ___ thet Benstock wholesalers and their retailers market 

discontinue featuring repairs as merchandise gradually |  —_g more profitable product. . . 

became more available. The repair department was | — : 

merely intended to supplement revenue from the limited | | RETAILERS... 


| 
| 


amount of merchandise available when the store first 


° ° : . MEMBER 
opened. However, it has proved such a traffic builder lf you haven't sean the new 
dal ean ; | i Benstock Ring designs . . . write, 
and all around business booster, they have continued to | | : : js 
let it work for th _ |. wire or phone your jobber effect- PBI AND, 
a ive immediately! NY 





’ ; : f Fa hit dal- Me laliile] Meet ame) elgehitio] o)( Maal tale] 
One retailer with an eye for service and business keeps = ww a 
a supply of 25 umbrellas in his store which he will gladly = wa SS 33 I XN ty f OT @ K 


lend free of charge to people he knows, when they get = a 
. ‘ —————— if | a #% 
caught downtown while it is raining. Strangers can have _ Sa RI NG Mi I G. OF 


INCORPORATED 





the umbrellas, too, provided they pay a rental fee, plus a 
deposit, which they are usually willing to do. 73 W. CHIPPEWA ST. WA.7700 BUFFALO 2, N. Y. 
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A typical window featuring 
silver, glass and china at 
the Mil-Jud Jewelry Co., 
Opp, Alabama. Store's em- 
phasis is placed on these 
lines, particularly in con- 
nection with bridal market. 








Energy and Ideas Pay Off 
In Building Bridal Volume 


by SARAH STEWART 


= and J. L. Channell, Jr., owners 
and operators of Mil-Jud Jewelry Company, in Opp, Ala- 
bama, are outstanding examples of what can be accom- 
plished even by inexperienced people, if they have energy 
and ambition. 


In two years’ time they have not only established a 
reliable watch repair department, with a record for 
prompt service, but have also made their store a sort of 
“headquarters” for silver, glass and china, when there is 
a wedding in the offing. 

Neither of these young people had any previous busi- 
ness experience, but they had determination, and ideas. 
So when Judson came home from the war, they were 
fortunate eonugh to be able to acquire a bit of ground 
on a prominent corner in their home town, and managed 
to get a small brick building erected. 


They both felt that though the building was small (the 
showroom was just 30x30 feet, outside measurements) 
they would like to create a feeling of spaciousness, there- 
fore the counters and other fixtures were scaled down 
small, and the center of the store left open, except for a 
small display counter in the center of the room. This 
to be used for whatever the store happened to be fea- 
turing at any given time. They ‘also felt that the deeply 
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recessed entrance door was worth the extra space that 
it required, because it provided standing room for win 
dow shoppers, without blocking the sidewalk. And window 
shoppers are numerous in front of that store, because 
the display is constantly changing. 

They attribute a large portion of their success to the 
fact, that from the very beginning, they resolved to stock 
nothing but first class merchandise, particularly in silver 
and china. 


The so-called luxury items were scarce indeed, when 
the store was opened, and the standard brands, especially 
of sterling silver, hard indeed to come by. But quality 
was their goal, and Mildred refuses to tell how many 
weary miles she traveled or how many offices she visited 
before she finally secured the agency for a nationally 
advertised brand of sterling. But now they proudly 
advertise that they are in a position to furnish the brides 
of their territory with both flat and hollowware in their 
closen patterns. 


Mildred watches the society columns, not only in their 
home town, but for fifty miles around, for engagement 
announcements, and when one appears she loses no time 
in sending a personal letter to the prospective bride. If 
she does not know the people, she manages, if possible, 
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to learn something of their tastes and financial circum- 
stances. This knowledge enables her to sound the proper 
note in her letter, thereby giving it the real personal 
touch. 


So as quickly as possible after the announcement the 
letter, a cordial invitation to the bride to visit Mil-Jud, 
goes out. Enclosed in the letter are a few folders show- 
ing some of the popular patterns of silver, and also a 
self-addressed post card, if the bride lives out of town, 
with the request that she use it to state the approximate 
date of her visit. 


If Mildred gets that card she is pleased of course, but 
if she does not, a few weeks before the wedding she sets 
up the bride’s table anyway, right in the middle of the 
store. This table varies according to the decorations she 
has chosen; sometimes it is covered with a handsome 
cloth, and sometimes she uses place mats. But it is 
always in perfect harmony, complete with china, glass 
and silver; with everything so arranged that the bride 
and her friends can see just how her table would look 


if outfitted by Mil-Jud. 


This table stays up about a week, longer if prospects 
are good. It is a nice gamble because if that particular 
girl never comes in, some other girl whose engagement 
has not yet been announced, may drop in, and get the 
idea that the home-town store is a good place to shop. 


Mil-Jud firm often dis- 
plays the same merchan- 
dise in a slightly dif- 
ferent manner. This 'wed- 
ding window" contains al- 
most all of the ingred- 
ients of the window shown 
on the preceding page. 





Realizing that young- 
er girls constitute g 
great potential market, 
Mil-Jud plans displays 
to capture their fancy, 
Here two bobby-soxers 
gaze at a watch display, 


If and when the bride does come in, she has the run 
of the store and is made to feel that she is the most im- 
portant customer. When she has selected her patterns, a 
ceremonious record of her choice is made, together with 
the information as to whether she aspires to a service 
for four, eight, or twelve. Then the store keeps a private 
record of each bride’s gifts, so whether she plans for a 
large or a small collection, when that limit is reached, the 
customer is informed, and something else suggested. 

But while she is in the store, if she seems at all coop- 
erative, is the time to remind her that Mil-Jud can relieve 
her of the task of letting the relatives and friends know 
what patterns of china, glass and silver she has chosen. 
All she has to do is to let the store have a copy of her 
guest list. If she seems reluctant, she is assured that there 
will be no sales pressure, merely an announcement that 
the patterns she has chosen are in stock at Mil-Jud. 


The store keeps a standard multigraphed letter for such 
occasions, with space left for the name of the bride and 
the patterns she has chosen. When that guest list is 
secured a letter goes to every name on it. 

All this requires work of course, but so far it has paid 
handsome dividends, not only in cash, but in good will. 
And Mil-Jud maintains that it is quite nice to have wed- 
ding customers return for birthday and anniversary gifts, 
and sometimes a baby spoon. 
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LJ valuable new ELGIN aids for your 


wateh service department 


“AY *\GIN MATERIAL CABINET 


———— 





Now you can give faster Elgin 
watch repair service and save 
money on parts. This new Elgin 
material cabinet is the most 
complete and best arranged 
cabinet of its kind. Conven- 
lent, compact ... a complete 
system. And you save on parts. 
Order now from your Elgin ma- 
terial wholesaler. 














iat ar as: 





Ld ELGIN Service Bulletin 


e The newest edition of a book 
that Watch repairmen say is 
invaluable to them. A guide to 
the servicing of all Watches. 
Includes Elgin’s newest scien- 
tific developments. Easy to 
read. Well illustrated. Avail- 
able upon your written request. 


@@eeeeegee02e2@e2eeeeeeeeee @ 





® Completely indexed catalog 
of parts for all sizes and grades 
of Elgin movements. Makes or- 
dering easy and convenient. If 
you already have an Elgin ma- 
terial catalog let us know, and 
we will send you the additions 
which will bring it up to date. 





Only ELGIN Watches have the DuraPower Mainspring* 





*Made of “Elgiloy’’ metal. Patent pending 


Elgin National Watch Company 
ELGIN, ILL. 


FOR SEPTEMBER, 1949 187 




















PAST DUE CARD 









Customer’s Name 













Address 


























Date of next 









Date of Sale amount Date of 


by FRED MERISH 


increasing. Retailers report that more customers are 


asking for credit, that open accounts are increasing. In- 
stallment credit is at an all-time high—about $8 billions. account is noted with a symbol. 


This should put the jeweler on guard if he gives credit. 


Here is a simple two-form routine that will get maxi- 


delinquent accounts. Make a notation on the ledger sheet 





Ledger cards (5"x8") are 
available in any stationery 
store and can be set up in 
this fashion as "past due" 
cards. When entering form 
numbers or symbols to 
designate the kind of letter 
sent, be sure to enter, alsg 
the date of mailing in 
the appropriate column. 


Speed Up Your Collections: 


as are slowing up. Bad debts are should agree with its figures. If the jeweler sells on in- 
stallments, only the past due installments are placec 


on cards. The difference between installment and open 


The tickler system operated in the live file provides 


It also makes necessary a workable collection system. (Please turn to page 225) 


mum results at minimum expense. Go through your ac- This tenn: cnn be teped ap eth ent ath He tents hem 


counts receivable daily. Prepare past due cards for Bad debts can be written off each month, as well as other 
; action taken. Other headings may be added if desired. 










to show that a card has been made out, eliminating dupli- 


sequent past due sales. Date of sale, customer’s name, 


cates and permitting the use of the same cards on sub- COLLECTION ANALYSIS CHART 


Monthy summary of past due accounts 








address, phone number and terms are marked on the 













th 
past due cards. eee 
Write collection letters to accounts on cards. Signify 
° ° : Customer's | Inst./ 1-30 / 30-60] 60-90] Oo - 
with a form number or a symbol the kind of letter writ- name or Oh| days | daye | daye | 4 mos.|suite| monta| sebte| coste| Total 












ten and mark on the card the date it is to come up for 
follow-up. That date is at the operator’s discretion. In 
general, a 10-day spacing is effective. If a letter is spe- 
cially written, not a form, clip the carbon to the card 
or file in folder. Mark “Special” in column designated on 
the past due card. 


Each transfer of information from the ledger page to 































the past due card is initialed on ledger page for reference. Totals 
Being a transcript of the ledger page, the past due card © Mines ae anon alae 
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ERISMANN-SCHINZ, S. A., Fabrique du Grenier, 
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WORLD’S ONLY TOASTER WITH 


-a-Te Conline-f 


A SUPERB AUTOMATIC BY MEN WHO HELPED PIONEER THE POP-UP TOASTER 


ERE'S the automatic toaster America has by Camfield’s fine Gnish—mirror-bright chrome 
wanted for years—the 1950 Camfield with that outshines even the most highly polished silver. 
Tete-a- Tete Controls—the only PoP-§P guna Bright, too, is the profit opportunity offered to 
that can be fully controlled from either end! dealers by Camfield, the Blue-Ribbon Toaster. 


Yes, there’s a complete set of controls at each end And now is the time to act! 


of the new Camfield .. - including automatic pop- MORE SELLING FEATURES — MORE BUYER APPEAL 


up lever, color selector and finger-tip release. 


This new 1950 Camfield has the exclusive Equa- 
Therm, that amazing “toastminder which auto- Equa-Therm. 

matically compensates for voltage fluctuations. All Automatic Pop-Up. Operates on AC or DC. 
the other great sales clinchers are included — Beautiful New Design. Twistproof Cord. 

features which have helped make Camfield the Mirror-Chrome Finish. Approved by Underwriters’ 
toaster that's growing fastest in popularity! Quiet Operation. Laboratories. 


Tete-a-Tete Controls. Oven-Type Construction. 


Keeps Toast Warm. 


Its smart new design is made all the more striking Hinged Crumb Tray. One Year Guarantee. 





CT 


Backed by Record Advertising Campaign 


Camfield’s fall and Christmas advertising campaign will be just as 
sensational as the new toaster. Spearhead for fall will be a number of 
full page advertisements in full color in LIFE, America’s No. 1 adver- 
tising medium! There'll be full pages all through October, November 
, : FREE. All Materials 
and December. Supportns LIFE will be full-color, full-page roto adver- Dealers Need to Tie in 
tisements in America’s leading Sunday newspapers. This will be fol- vith National Advertising! Portfolio 
lowed by another heavy campaign after the first of the year. of Selling Tools Now Ready! 


Slade Seooe for lhe Gf had 


..e NEW 10-PIECE TOASTESS SET 
With Camfield Beautywood Tray, 





















































Toaster and Four Serving 
Plates and Matching Cups- 


CAMFIELD MANUFACTURING co., GRAND HAVEN, MICH. 
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NOW! 
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Camfield Manufacturing Company 

Dept. J, 

Grand Haven, Michigan 

Please send me full details about the Camfield dealer franchise. 





Name sehaesiede ee 
Firm Name SORES Gee ee ee ee 
Firm Address goatee a it 
City a “ - 




















Type of Business__._-_ —_ . 
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RETAILS 
FOR 
ONLY 


WHEN PRICE TALKS .. . THIS 
SOCHARD TRAVEL ALARM 
CLOCK RINGS THE BELL! 


The smallest, thinnest domestic travel alarm clock made 
at this price. Leave it to Sochard to bring you a clock 
that loeks like twice the money in its handsome simulated 
leather case. If you want price and you object to bulk, this 
is the travel alarm for you. Available in red, brown, green 


and blue. 


Place your orders immediately 
and head big sales your way. 


HENRY SOCHARD Sonacir Clocks since 1912 


435 FIFTH AVENUE, NEW YORK 16, N. Y. 














JEWELRY SALESMAN 


We are searching for a high-grade jewelry sales- 
man who can do a first-class job representing 
our old-established, well-known concern and 
who can do a top sales job with our nationally 
advertised, branded line, considered one of the 
best in the jewelry trade. 


We want a salesman who will hope for many 
years of association with this company. Travel- 
ling is necessary, so that owning a car for busi- 
ness is essential, and if you know the leading 
wholesalers it will be helpful. This job will be 
permanent, it will pay well, and we feel entitled 
to make our requirements for the applicant 
high in order to get the best man in the field. 


We will invite you to hear about ourselves, this 
job, and our products if you will first tell us, 
in confidence, about your experience in the 
jewelry trade, and why you think you can do a 
bang-up job for us. Only complete information 
in your first letter will be considered. 


BOX “M-3313,” care 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 EAST 42ND ST. NEW YORK 17, N. Y. 
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London Gem Displays 


(From page 138) 


The Burmese localities are well represented in the 
British Museum’s collection, for in addition to the stones 
already listed there are two others with which the averao» 
American collector will not be familiar. One is of a on 
mon jewelry stone, the peridot, which is found in Burma 
in pieces large enough to cut, at least this once, a 10] 
carat stone. The source is not far from the ruby mines. 
A second remarkable stone from the Burma ruby mines 
is a clear light yellow danburite, weighing 138.60 carats, 
This is probably the largest gem of this material in any 
collection. Lastly, and also from Mogok, there is a rich 
green pendeloque diopside weighing 56.14 carats. 

The writer noted several other unusual stones in the 
collection which are worth mentioning. Among them js 
the large brilliant-cut Swiss sphene which is on display, 
probably weighing about ten carats and typical of the 
best in the stones of this mineral. An unusual cut sphene 
is a flawed but brilliant 6.61 carat sphene of a light 
brownish yellow color reputed to have come from Achma- 
tovsk, in the Ural Mountains. It is the more remarkable 
since even those familiar with sphene do not think of 


Achmatovsk as a source of gemmy material. The more 


normally Russian demantoid is most unusual for its size, 
weighing 9.70 carats in an oval brilliant. This figure 
probably approaches the limit on good quality demantoid 
garnet. A 43.16 Uralian alexandrite is the largest Rus- 
sian example of this gem with which the writer is ac- 
quainted, though Ceylon stones may run somewhat bigger. 


ROSE-COLORED MORGANITE 


Among the better known gems the central attraction is 
a large, clean, oval and beautifully colored rose morganite 
from Madagascar weighing 598.70 carats. free from flaws 
and of gem quality. This remarkable stone. which is 
probably a record among pink beryls for size with quality, 
is the central attraction of the case and is the most im- 
pressive to the visitor. It is a Madagascar stone. The 
Morgan Collection could do with one as good! 


To complement the rose of the morganite we find sev- 
eral light blue topazes, one of 181.80 carats from Russia 
and two large Brazilian stones of 613.65 carats and 1340 
carats, in step cut and modified step cut. 


The sapphires now on display are disappointing, though 
better ones may be in reserve. The only good stone is set 
in quartz with inlaid gold, rubies and emeralds, as a but- 
ton, and has historical associations, having come from 
the collection of Sir Hans Sloane in 1753. It weighs 31.5 
carats, and is of good quality. The large ruby crystal 
mentioned by Herbert-Smith in “Gemstones” is not, of 
course, of real gem quality and cannot be considered with 
the outstanding gems listed above. 


The diamonds of the display are disappointing and the 
outstanding specimen is the large light yellow uncut and 
well-formed crystal that is on display on the first floor. 
One would have expected to see a really impressive group 
of stones, particularly among the less well-known colored 
diamonds, since diamond production has been such a 
British monopoly for many years. The Crown Jewel col- 
lection in the Tower houses the leading examples of white 
stones. but the proprietors of the mines seem to have over- 
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looked an opportunity to popularize diamonds by their 
disregard of the gem display in the natural history 
wasieatais Even the splendid 133 carat crystal known as 


m . 
e Colenso diamond in the collection was a gift of John 


th 
Ruskin. 

In retrospect, we can describe the gem display of the 
British Museum (Natural History) as remarkable for its 
unusual stones, particularly for the collectors pieces and 
for its series of Burma gems. In respect to the commoner 
stones, like colored diamonds, fancy sapphires, aqua- 
marines, emeralds, and so on, the jewelers’ daily bread 
and butter, it is disappointing. This may be due, how- 
ever, to the fact that all the stones are not yet on display, 
and there may well be very impressive paper weights of 
the citrine “quartz topaz” type in the drawers which will 
some day come back in the cases. There is another gem 
display nearby that will be described next month, the 
more complete display in the Museum of the Geological 
Survey, which has a more varied collection. 





‘Self-Service’? Clock Department 


Placing fine clocks on a “self-service” basis which per- 
mits customers to make selections entirely without assis- 
tance from salespeople, is a unique policy which has been 
responsible for a profitable clock sales volume at Hess- 
Culbertson Jewelry Company, 9th and Olive, in St. 
Louis, Mo. 

The clock department has been in existence for many 
years and has gone through several remodelings, accord- 
ing to Ernest Beger, head of the department. It occupies 
wall space between the entrance on the right side of the 
store, running along toward the left front corner of the 
store, punctuated by doorways leading into the gemologi- 
cal and diamond rooms. 

Under a recent remodeling program, the clock depart- 
ment was changed over from a series of shelves, into two 
large bin fixtures, constructed of polished walnut, each 
containing 12 bins. Located on the front wall, each bin 
contains a single clock. prices ranging from $5 up to 
$1,000 hall clocks, and incorporating many novel and 
unusual styles which are ideal for gift suggestions. 


“Actually, the department does not function on the 
same self-service basis as a grocery store,” it was pointed 
out. “The customer, however, can handle any clock as 
he wishes, take it out of its bin, examine it closely, and 
carry it to a salesperson to make payment in the event he 
determines to buy it.” 


Included in the large clock inventory shown are more 
than 50 styles. The rich walnut wood background makes 
an excellent frame for displaying each variety, and anv 
clock in the group appears to best advantage when well 
separated from the others by the walnut panels which 


divide each bin. 


Merchandising policy in the store consists of constantly 
changing the clock lineup to include new novelty types, 
eye-catching ornamental and decorative types, etc., which 
capitalize heavily on “impulse” sales, as well as being 
Suggested as gifts when customers are unsure of the 
tastes of the recipient. “A good clock is always a welcome 
addition to anyone’s household.” Mr. Beger pointed out, 
“and with the huge price range represented, there is no 
reason why we cannot match the pocket of any customer.” 
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| Mason best-sellers 
have wholly captured parent buy- 
ing appeal. Perfectly crafted for 
home or office use, these treasured 
keepsakes are bringing cherished 


memories to millions. 


Superlative in quality, distinctive in 
design and popular in price, Mason 
Masterpieces are being featured 
prominently in most leading stores 


from coast to coast. 


SELL PARENTS THE BEST 


Mothers have their baby's shoes 
bronzed only once, and they natur- 
ally want the very best. Your store 
should give them the best at no 
extra cost. Millions of parents 
agree that Mason Bronzed Baby 
Shoes are the last word in perfect 
workmanship and design. 


NO INVESTMENT! NO STOCK! 

You just take orders from your 
sample display of Mason Master- 
pieces. No inventory needed. Make 
the most of your selling space. 
Reap big profits with this fast- 
selling line! 


START ORDERS 

ROLLING NOW! 

Parents’ thoughts of cherished 
keepsakes have made Mason Mas- 
terpieces the gift of gifts. Start 
early to cash in on this strong 
parent buying appeal. Mason Mas- 
terpieces can give you a banner 
business. 


Write for our full color circular 
describing the complete line of 
Mason Masterpieces. Free adver- 
tising and merchandising aids. 


Agencies still available in some 
cities. 





L. E. MASON CO. 


Boston 36, Mass. 
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We Believe 


This is the finest back for cuff links made 
today for the jewelry industry. It has 
bold modern design and perfect mechan- 
ical operation. Noth- 
ing to rust, easy to 
attach. 









clicks opening 
clicks closing 


Our U.S. patent No. 2,472,958 
is on all our backs. Look for it. 


All infringers will be prosecuted. 


Available in 14K yellow gold. 
Orders accepted in other 


metals. 
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#1504P $72 keystone 


14 Kt. Gold with hand chased Platinum 
Eagles. Top and side emblems in enamel. 
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Blueprint for Opening 


(From page 144) 


After the first advertisement appeared, a continuation 
of advertising with double and single page spreads re. 
sulted in clearing out the entire stock, “down to the 
last button,” according to John C. Rissi, manager. When 
the remodeled store opened formally, a completely ney 
stock was presented. 

Publicizing of the grand opening continued at the 
same pace. A double page spread introduced “the store 
of tomorrow.” The grand opening continued over q 
three-day period with gifts to all visitors, such as key 
chains and coin holders, on which appeared the name 
of the store. Memorandum books, listing all gift days 
of the year, were also presented. The public responded 
in throngs which filled the store not only throughout 
the opening period but during the entire week. 

“Part of the program for aggressive merchandising 
is the presentation of a completely modern jewelry 
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St. Paul’s Oldest and Proud of It 


In a Centennial edition of the Pioneer Press, Saint 
Paul, Minn., in celebration of Minnesota’s Territorial 
Centennial, pioneer firms were highlighted. 

QO. H. Arosin Co., 414 Robert Street, carried this ad- 
vertisement, pointing out that it is the oldest jewelry 
store in the city. 






















OMTO H, AROSIN 
FOUNDER 


Since May 16, 1881... 


when Orto H. Arosin sold a Springtield watch to a Mr. Malou, 
this jewelry fiers has been dispensing gualiry merchandise and 
making friends. As a matter of fact, these two factors go hand 
in-hand, and we at the 0). H. Arosin Company are determined 
nox to forget. We believe the public appreciates quality merchan- 
dise, fairly priced, and sold with a friendly «mile. With this in 
mind, we have assembled around us such great names as Gor 
ham, Hamiloon, International, Lunt, Omega, Reed & Barton, 
Towle, Wallace, and many other. 

We appreciate your patronage which in many cases is now tn 
the third generation of the same family. We appreciate the onn- 
fidence you have displayed in us that in this centennial year we 
can look back to sixty-eight vears« of progress and growth. 

We hope that in the days and months to come, you will continue 
to fet us serve you as you have sa kindly done in the past. 


“oye 
O.H.AROSIN CO. 


Pucelers amd Sibcnsnilhe 


414 ROBERT STREET CE. 7996 





ST. PAUL'S OLDEST JEWELRY STORE 


It is interesting to note the place quality merchandise 
has in the firm’s long life. Nationally advertised brands 
of highest quality were featured in the advertisement as 
of importance in building the firm’s standing and friend- 


ships in the community. 
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store,” said Mr. Rissi. “To this end the store was com- 
pletely remodeled, the work going on during the li- 
quidation period. We began at the front, installing a 
completely visual one with good display space. The 
entrance is of terrazzo and floors of asphalt tile. All fix- 
tures were specially made for the store and to suit 
the space for which they were intended. We added 
air conditioning and a soundproof ceiling. Merchandise 
cases are spotlighted. Wall glass cases have backgrounds 
in Carribean blue and are lighted from behind. In this 
modern atmosphere, merchandise beauty is enhanced.” 

All merchandise carried is of nationally advertised 
brands. Special emphasis is placed on diamonds and 
watches. There is also an excellent silver department. 
Because watch repair is considered essential, there is 
a section for this work with a specialist in charge. 
An optical department, at the rear of the store, is an- 
other feature. 

The firm will continue its extensive advertising, run- 
ning double, single and half page copy constantly, keep- 
ing its name and merchandise before the public. Adver- 
tisement is varied. In some, diamonds, alone, are fea- 
tured. In others, watches will be stressed. Some are 
general, taking in all departments in the store. 

There is also a large mailing list. Mailing pieces, 
for the most part, are institutional advertising, con- 
sisting of cards, circulars and folders. 

In this progressive store, keyed to high turnover. 
with its 50 year background, there will be no resting 
on the laurels of a successful opening. This was but the 
beginning of a long program of intensive promotions. 





‘“‘Him”’ and “‘Her’’ Cases Build 
Impulse Sales 


Specialized permanent display cases making it easy for 
the man or woman customer puzzled over gifts for the 
opposite sex has steadily boosted sales at Kortz-Lee 
Jewelry Company, Englewood, Colo. 

The store has consolidated all of the more commonly 
requested gifts for men and women into two cases, at 
opposite sides of the store, which are changed at fre- 
quent intervals to make certain that few customers see 
the same display twice. On the right side of the store, 
toward the center wall, blonde wood silhouette letters 
identify “Gifts for Her,” with six levels of glass shelving 
accommodating six varieties of gift jewelry suggestions 
against a grey background. On the left side. of the store 
is a similar display of gifts for men. 

The advantages of these permanently identified gift 
cases are many, according to Manager Paul Nichols. 
First, once seen, the customer is bound to keep it in 
mind when the time comes for a jewelry gift of one kind 
or another. Second, almost any customer has an even- 
tual gift in mind for someone of the opposite sex, and 
will while away a few minutes while in the store in look- 
ing over the suggestions offered. Lastly, both cases cre- 
ate many “impulse sales” merely because the customer 
happened to see an item which reminded him of his wife, 
sister, etc., and bought it on the spot. 

To coincide with all three of the advantages, the cases 
are retrimmed at regular intervals, to parade through 


them all of the typical gift suggestions the store can 
muster. 
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FINE SWISS WATCHES 








obtainable through 


RODANA WATCH COMPANY INC. 


745 Fifth Avenue, New York 22, N. Y. 
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Attractive, Fast-Selling 


GUARD RINGS! 


In 1/20 12 Kt. 
Gold Filled or 
Sterling Silver 





& 
TO RETAIL 


@ 2.95 





























° RUBY 
POPULAR © SAPPHIRE 
SELLERS! ° EMERALD 
PRICED RIGHT © CRYSTAL 
FOR QUICK SALES 
AND GOOD PROFITS abt 

Square Imitation Stones 

















J. D. SCHLANG CO. 


305 EAST 46th STREET . NEW YORK 17, N. Y. 
| THROUGH WHOLESALERS ONLY 


























Musical charms and brooches on Fisher 
displays are steady selling gift items — 
purchased by musicians and music lovers 
—in Sterling, Gold Plate, 10K, and 14K 


Gold. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 








Repair Department Teamwork 


(From page 146) 


band, the watch counter assumes special significance,” 

A point which Mr. Schulte stressed heavily is the fac 
that customers are becoming “brand conscious” jn byy. 
ing watchbands, just as in watches, cigarette lighters, ete. 
“We have been extremely surprised this vear to find that 
many of our customers ask for a specific type of watch. 
band by the manufacturer’s name,” he pointed out. “This 
has led us to display only nationally-advertised lines and 
to play up the name with small cards behind each row of 
expansion, metal link, leather, and novelty varieties 
shown in the case. This has proved to us that advertising 
of any sort, whether on so commonplace an item as a 
watchband, should be slanted along national-brand lines. 
Apparently, most customers have made a mental note of 
watchbands which have given them best service in the 
past, and intend to replace such bands with those of the 
same manufacturer.” 

The Selle store builds much good-will by pointing out 
to customers who have had trouble with broken springs, 
hinges, clasps, etc., on expansion-type watchbands, that 
the factory will cheerfully give excellent service in repair. 
ing them and, in many cases, will replace the band with- 
out cost to the customer. “Fragile watchbands which 
stretch and come apart through heavy use are always a 
source of ill-will,” Mr. Schulte said. “This can only be 
offset by inexpensive, quick repair seervice, which the 
customer will appreciate. We have found through sending 
such bands to the manufacturer that we get 100 per cent 
co-operation all the way, with many manufacturers will- 
ingly replacing the watchband with a new model where 
it is obvious that the customer did not abuse it. Through 
the demonstration of this fact to watchband customers 
we have been able to build a great deal of good-will. 

The display case at the front of the Selle watch repair 
department contains two rows of gold metal link and 
expansion bracelets, one row of silver types, another of 
stainless steel, and third of leather. ““We never discount 
the appeal of leather watchbands,” Mr. Schulte added. 
“Over the years, they have shown a consistent market, 
and can be depended upon to attract older, more con- 
servative customers, those who work outdoors a great 
deal, in fact, all types.” 





92% of College Students Own Watches 


New YorK—Ninety-two per cent of all college men 
own a watch and 96.0 per cent of these are wrist watches. 
These and other facts were revealed in a new study of the 
college market conducted for the magazine Esquire by 
Crossley, Inc. 

Personal interviews were conducted among 2072 male 
students on 38 college campuses in the United States. The 
survey sample was based upon a geographical cross- 
section of the country. Small colleges and large unt 
versities, co-ed colleges and all-male institutions, state 
universities and private schools were represented. All 
respondents were interviewed in person in dormitories, 
fraternity houses, libraries and on college campuses. 

Only 7.6 of the students said that they had pocket 
watches and a few owned both types. 
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NEO SCORES AGAIN! 








#950 
$50.00 


Special for the Month of September 
14K gold circlets with cultured pearls and 
genuine blue zircons, rubies, and assorted sap- 


phires. 
Smart worn singly or mixed—on lapel, hat, belt, 
cuff, or to pin up that wrap-around skirt. 


Shown actual size. All prices Keystone 


NEO JEWELERS, Inc. 


Manufacturers of Distinctive Gold and Diamond Jewelry 


580 FIFTH AVENUE, NEW YORK 19, N. Y. 




















A 


EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 








Phone: Plaza 7-0622 











JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Cameos, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full porticulars 


CHINESE JADE CORP. 








fmm & East 39th St. © New York 16, N. Y. © MUrray Hill 3-2514__ 
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NEW HERMES 13-19 University Pl., New York 3 } 
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DISTRIBUTED THROUGH WHOLESALERS ONLY 





Fouts WATCH AGENCY, 93 Nassau St., N.Y.C. 
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IT TAKES the imagination of a master designer, such as William S. 
Warren, to mould true originality into the forms exemplified by 
Wallace’s “Third Dimension Beauty” designs. Only Mr. Warren 
has translated the matchless technique of full-formed sculpture into 
the art of silvercrafting, creating beauty of timeless appeal. Like 
sculpture, Wallace Sterling has this “Third Dimension Beauty”... 


beauty in front, beauty in profile, beauty in back. 


“THIRD DIMENSION BEAUTY’ is exclusive to Wallace Sterling. Its 
loveliness from every perspective is expressed in designs of renown 
that include Stradavari, Grand Colonial, Sir Christopher, Grande 


Baroque and Rose Point. 





WALLINGFORD, CONNECTICUT 
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Community Competition 


Sows Wide Interest 
In Sterling Tableware 





There’s no better way to arouse widespread interest in 


sterling and the store that sells it than a table setting 
contest, is belief of Grunewald & Adams, Tucson, Arizona, 


who went on to prove it by drawing crowd of 8,000 persons. 


i¥ INTENSIFY the interest of a community in 
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You Are Cordially Invited to Attend 

, re | ” 

GRL NEWALD & ADAMS 

Sterling Exhibition 
and 


Table Setting 


Competition 
27 w nNen's organizat or 
Peng for cash ae na," wane 
$590 
in the 
Pioneer Hotel Ballroom 
March 7 and 8 
Exhibitie 
Open 1-5 P. M—7-9 p> m 






See the $100 
000 dis V/ 
. Play of § 
ing Silver Holloware brou rd en 
all over the y orld, BM from | 





Plan to 
Attend 
oth Days 






60 E. CONGRESS 


SRO PDPOo. 
ne 


The event was well publicized with a 
series of ads like that above, which 


were begun weeks before competition. 


top-quality sterling silver, and as a long-range method of 
identifying a store in the minds of the citizenry with lead- 
ing silver lines, no single merchandising technique has combination table setting contest and sterling silver ex- 
the impact of a good table setting extravaganza. hibition was greeted by crowds ranging from 7,000 to 
8,000 persons, and was regarded as the most successful 
event of its kind ever held in the Southwest. The show 


And if the affair is painstakingly organized, embroid- 
ered with all of the trimmings—abundant newspaper 
and radio publicity, prizes and other incentives designed 


may expect to reap benefits for years. 
That, at least, is the opinion of Arthur Grunewald, of 


Grunewald & Adams, Tucson, Arizona, whose recent 





was a production, a triumph of good promotions, pre- 


to coax participation and attendance—then the sponsor liminary planning and showmanship. 
“The jeweler who holds a table setting exhibition can 
not expect to receive immediate dividends,” declares the 


jeweler. “It is a long-range program. The financial in- 








by G. L. OWENS 








Grunewald & Adams 
silver extravaganza 
drew crowds number- 
ing between 7,000 and 
8,000, to view the 
table settings and ex- 
hibits by silver firms. 
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The oldest National Advertiser 
in the Sterling Industry 


WE is an early Gorham advertisement that 
appeared in Century Magazine in May 1891 — over 
half a century ago! This advertisement among many before 
and since, contributed its part in making Gorham 
the Best Known Name in Sterling! 





VOLE is one of the series of 


full-color, full-page Gorham 
advertisements to appear this 
Fall in Better Homes & Gardens, 
Woman’s Home Companion, 
House Beautiful, House Beau- 
tiful’s Guide for the Bride, 
House and Garden and 

McCall’s. This advertise- 

ment and other Gorham 
full-color, full-page ad- 
vertisements appearing 

in leading magazines 

this Fall will reach 

over 58 million 

readers! 





AFTER 118 YEARS, Gorham advertisements continue to 
stress integrity of product and enlarge the market 
for sterling bearing the Gorham name. 


TIE IN wn Farhan BEST KNOWN NAME IN STERLING 
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This display by Gorham was one of 
the attractions of the oxhibition 
Guidance and cooperation of the 
silverware manufacturers was gq big 
factor in the success of the show, 


vestment in a silver show is substantial, and there are “First, we assured a proper backdrop for the show by 
many headaches connected with setting it up. Preliminary renting the ballroom of the Pioneer Hotel for $350.00) 
planning and the tremendous amount of work neces- said Mr. Grunewald. “Then we eliminated the commer. 
sary to hold the exhibition took the steam out of my staff cial touch, and placed the show in the category of a 
for weeks. worthwhile charitable and community service under. 

“But a heartening trickle of new customers for silver taking by inviting 35 women’s clubs to compete in the 
have come to the store and stated that associating our contest. A short note, accompanying the invitations, sug- 
name with the silver show prompted the visits. Exposing gested that winners donate prizes to charity. Twenty. 
a goodly segment of the population to mass displays of eight organizations accepted our invitation. We asked 
silver, china and glass is a strong and effective selling each contestant to furnish china, crystal, linens and 
tool, and we roped many new prospects at the show. But floral decorations, but advised that we supplied all ster- 
we expect to hold the show for at least two or three more ling silver flatware. Participants were asked to keep 
years before we drum it into the heads of many resi- their floral centerpiece investment under $10.00.” 
dents of this area that we’re headquarters for fine china, The sum of $3,000 was expended for advertising and 
silver and glass.” publicity, with a breakdown of $1,500 for newspaper 

Tentative blue prints for the exhibition were sketched advertising, $500 for radio, $500 for direct mail, posters 
during the fall of 1948. Early preparations consisted and display cards for contestants’ tables, and $500 for 
mainly in obtaining the cooperation and guidance of cash prizes. Part of the success of the event is due to 
makers of sterling silver. (Please turn to page 224) 


Blue ribbon winner of showing 
was this setting with a formal 
wedding motif, including a 3- 
tier wedding cake centerpiece. 
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A MODERN DESIGN: 
OF 
a REGAL SPLENDOR 
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You can add this sparkling Sterling 
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pattern to your Silver Department. 
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STERLING DIVISION 
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NEIDA, N.Y. 




































































FOR SEPTEMBER, 1949 














Window displays are 
an excellent -means 
of promoting your 
engraving department. 
This suggested set-up 
would prove appro- 
priate at any time. 
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Engraving Makes It Easy To Tap 
The ‘Back-to-School’ Market 


by GILBERT R. LESSER 


O:.: DAY last summer Bill and Milton 
Berner, owners of Berner’s Jewelers in Portchester, N. Y.., 
noted that a couple of thousand youngsters in their pleas- 
ant suburban community were about to troop off to 
school. 

“How,” wondered the Berners, “can the jeweler cash 
in on this youthful hegira? When the school bell rings, 
every stationer, department store, dress shop and cloth- 
ing store in town has its Back-to-School promotion. Why 
shouldn't we?” 

Bill and Milt Berner promptly answered their own 
query. They gathered together a stock of inexpensive 
identification bracelets, polished up their engraving ma- 
chine and went to work on their own school promotion. 
“Back to school with an engraved identification bracelet” 
was the theme of their one-day event. It proved so suc- 
cessful that this year they plan a considerably larger 
promotion. 

The Berners advertised the event in the local press, 
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featuring illustrations of the bracelets engraved with 
names. Headlines and copy played up “Send the Kids 
Back to School with an Identification Bracelet!” 
Prominently featured in the ad was the Berner’s good- 
will gesture, “No charge for engraving.” The Berner 
store window gave a big play to the one-day special, with 
identification bracelets grouped around a sign tieing-in 
with their “Back to School” newspaper advertisements. 
“The promotion was a tremendous success,” he says. 
“We sold over a hundred engraved bracelets. And best 
of all, the traffic which this engraving promotion brought 
in doubled the normal sale of such other back-to-school 
items ‘as engraved fountain pens, pencils and watches. 
Believe me, we’re sold on personalized promotions!” 
The Berners’ ingenuity is an example of what the 
jeweler can do to capitalize on the magic appeal which 
personalizing lends to what might be an_ otherwise 
prosaic piece of jewelry. Special engraving promotions 
offer literally dozens of opportunities for every jeweler 
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STERLING 


HOLLOW WARE 


No, 1027 Georgian Sterling 
Tea Service. Six § 


Approx. weight @ 
180 ozs. ; 


No. 108 Jack Sheppard Ster- 
ling Tea Service. Five pieces. 
Approx. weight of set 
126 ozs. 


No. 700 Old English Hand 

chased Sterling Tea Service 

Four pieces. Approx. weight 
LOO ozs. 


Rall 


No. 33 Sterling Sugar, 
Creamer & Tray. Approx. 
weight 12 ozs. 
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A Tradition in Silver. 


No. 300 Sterling 


... for Over Half a Century 

Sugar & Creamer. POOLE SILVER COMPANY 

Approx. weight Sterling Division 
© O2s. Taunton, Mass. New York Showroom — 366 Fifth Ave. 
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to dramatize items in his @ay-in, day-out inventory which 
may be languishing for lack of sales. 


For instance, here are a half-dozen tested techniques 
which the jeweler can draw upon to merchandise engrav- 
ing for profit: 

1. Storewide “Personalized Jewelry” Promotion: 
Gather together every item in your stock which lends 
itself to engraving. You'll be pleasantly swamped with 
dozens of articles: silverware, flatware, baby cups, rings, 
cigarette lighters, pen and pencil sets, watches, identifi- 
cation bracelets, trophies, to name a few. Now build your 
storewide promotion around “personalizing” this mer- 
chandise. Feature a slogan such as “Say it with en- 
graving, or “The most cherished gift is a personalized 
gift.” Then go to work on displaying your merchandise. 
Give it a full window and prominently play up your 
slogan. Naturally, if some of the silverware, jewelry or 
watches which you display have been tastefully engraved 
with names or initials, this will help to dramatize your 
promotion. But there is little reason to engrave any 
expensive merchandise merely for display purposes. Per- 
haps you can arrange with a few customers with engrav- 
ing on order to leave their purchases for a short time or 
you may have other means to obtain engraved merchan- 
dise. You will probably find it worthwhile to invest a 
few dollars in engraving just enough inexpensive lighters, 
compacts, watch cases or baby cups to lend the necessary 
touch of authenticity to your display. 


In the case of your more expensive articles you can 
still effectively tie them into your display without engrav- 
ing them. A simple way of doing this is to procure sheets 
of alphabet samples (such as those supplied gratis by one 
of the leading engraving machine manufacturers) and 
cut out and mount specific samples of engraving next to 
each item. For instance, next to a man’s lighter, display 
a monogram with a mannish look. Next to a compact, 
show the beautiful, large swash initials so much in vogue; 
and to accompany a display of silver service, make use 








of alphabet faces specifically designed to harmonize with 
certain sets. 

Or, if you have an engraving machine on your premises, 
or have easy access to a hand engraver, engrave smalj 
pieces of metal with sample names and monograms and 
use them as samples. 

Inside the store, too, your engraving promotion ¢ap 
play an important part. Set aside a table or a counte; 
and here, again, as in your window, let “personalizing” 
occupy the center of the stage. Display your merchandise. 
feature your slogan, “sell” your customers on engraving. 

2. Special occasion promotion: A back-to-school even} 
is just one of many opportunities to gear your promotion 
to timely happenings. Have you ever stopped to consider 
what a “natural” graduation time is to push not just 
watches and pens, not just rings and jewelry, but rather 
each and every one “personalized”? On Mother’s Day 
and Father’s Day let every gift that leaves your store he 
a “personalized” one. Valentine Day gifts, gifts for the 
bride, gifts for anniversaries, gifts for the newly arrived 
baby—these all offer the jeweler perfect opportunities 
for extra profit, extra goodwill, through engraving names, 
initials, dates, sentiments. 

In Denver, Fishman Jewelers know the value of sug. 
gesting engraving every month of the year. They have a 
perpetual window display of cigarette lighters of all 
brands and as a backdrop they feature a placard, “Any 
lighter engraved—one-day service.” This merchant finds 
many sales directly traceable to this display. 

3. Year-round promotion: The jeweler who properly 
makes engraving a part of every sale and charges for his 
service is well on his way to a nice little extra profit. Don’t 
sell a cigarette lighter; sell a personalized one. No foun. 
tain pen sale can be considered complete unless a name 
or initials are engraved on it. To make the most of en- 
graving the year-round, the jeweler should not only dis- 
play attractive reminder signs in his window, but inside 

(Please turn to page 226) 





View of the engraving depart- 
ment at Lednum's, Cambridge, 
Md. This firm places heavy 
stress on engraving in all of 
its advertising, including es- 
pecially direct mail campaigns. 
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THE TREND is definitely toward floral patterns today, so. . . 








Watson has decided that the best profit policy for all concerned is not to 
ask dealers to stock a new pattern this year, but rather to use the adver- 


tising and promotion effort to step up sales on the well-established Watson 


floral Meadow Rose. Always a favorite, this pattern in the current trend 
should be the dealer’s sure bet for increased sales. Join the “Jubilee” and 
reap benefits with popular Meadow Rose! 


WATSON CELEBRATES WITH EXTRA 
NATIONAL ADVERTISING! 


Watson will increase its national 
advertising of Meadow Rose, 
during October and November, 
in the well-read women’s maga- 
zines. Here’s a golden opportun- 
ity for dealers to tie-in and profit 
with local ads. 





WATSON CELEBRATES BY SHARING 
50-50 ON YOUR 
TIE-IN ADVERTISING COSTS! 


Watson will share 50-50 with all dealers adver- 
tising costs, subject to the following qualifica- 
tions: That the free mats supplied by Watson 
are used; that your minimum order or stock 
on hand is one dozen place settings of 
Meadow Rose. Tear sheets of ads with bills 
must be received before December 15. 


--» AND OFFERS FREE ADVERTISING 
MATS! 


These tie-in with Watson’s na- 
tional advertising and pin-point 
buyer-interest to your local 
store. 





- « » AND FREE COUNTER CARDS! 


These lend prestige to your 
counter and window displays 
of Watson Meadow Rose. 
Ask with your order! 


Excellent promotion for your 
mail, or for over-the-counter. 


Ask with order! 





Tie-in with Watson’s “Jubilee” pro- 
motion of popular Meadow Rose, and 
you'll benefit handsomely! 





& 0 STERLING 


TRADE Orem? 


THE WATSON COMPANY, 8.WATSON PARK, ATTLEBORO, MASS. 
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Jewelers Store Design 


Survives the Test of Time 


Jour NEVERMAN whose jewelry store has 
been located at 402 East Mason Street, in Milwaukee. 
Wisconsin, for the last fourteen years, is one merchant 
whose handicraft is shown in both his merchandise and 
his fixtures! For his artistic designing ability was put 
to good use when he planned his display fixtures and 
cabinets for his store. Even the unique lamps in his 
window are his handiwork! 

Mr. Neverman started in this business when he was 
seventeen years old as an apprentice to other leading jewel- 
ers in Milwaukee. He established his own store on North 
Milwaukee Street, and then another in the Pfister Hotel. 
From there he moved to his present location. 

When he was considering showcases for the store he 
felt none quite suited to his need, so he sat down and 
drew a picture of what he wanted and had a carpenter 
build the cases to his specifications. 

He grins now when he remembers how the carpenter 
disapproved of his idea and told him the cases wouldn’t 
last long; but they’ve been sturdy since that day four- 
teen years ago; and their simple classic lines keep them 
always in style! 

Among his more unusual cases are the watch table and 
the wall cabinets which resemble pharmacy windows on 
early American buildings. He has another unique fixture 
for a jewelry store—a fireplace! On this he likes to dis- 
play his candelabras and mantel clocks, for it makes a 
perfect background for such items. 
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Entire effect of Neverman's store is Colonial, particularly 
the display window. This sets off reproductions of Colonia! 
masterpieces which are shown on eye-level display tables, 


The watch display table looks like a regular round liv- 
ing room table with the merchandise laid out on a ma: 
terial-covered base. The glass top of this table permits 


customers to look down into it at the watches. To remove : 
(Please turn to page 227) 





Display cases inside store, were designed by Mr. 
Neverman. Round table shows watches under glass; 
wall cabinets suggest Colonial pharmacy window. 
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A FAST 
PROFIT 


CINE! 


Gracefully styled creamer. 





fog 


When volume depends on. value 
and value means extra sales—these 
three items will turn the trick for 
you. They are priced to appeal to 
the volume trade. 








#700 set $10.00 Keystone Paul Revere open sugar. 
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Heavy Silver Plate on rugged copper base. 
Styled to combine the modern mode with the 
traditional design. 





#25 Butter Dish 







$7.00 Keystone — < - 2 = oe @ Merchandised in handsome anti-tarnish gift 
A lj e d e or d er — _ —— eee as : eg boxes. 
PP : — £ S | sa FY ® Beautifully hand-spun by Master Craftsmen. 






Glass insert. : Bk 


#790/92 set S\couag > Le 
$5.00 Keystone ae el 










Turnover means real business ‘ 
growth and dealers every- % 
where are marvelling at the [x= “ltt 

public demand for the Gregg = 
Holloware gift line. It will 


spell added profits for you. 





Cigarette urn is miniature silk hat, cocked at a rakish angle. Ash tray to match. 


CONTACT YOUR WHOLESALER OR WRITE DIRECT TO FACTORY 


Gaygitoiiegfne 


TAUNTON MASSACHUSETTS 
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Radio-Telphone Quiz 


Keeps Store Name Alive 


by WALTER RUDOLPH 











(At top) A Sharon, Pa., girl demonstrates the eagerness with which telephone 
calls are answered when "Saks' Jewelry Tele-Quiz' is on the air. (Below) When 
a winning contestant brings the postcard to Saks to claim prize, payment is 
made in silver dollars. These remind winner of the store until they are spent. 


I. YOU give something away, people are 
bound to become attracted to and interested in you. 
Saks Jewelry, at 118 W. State St., Sharon, Pa., capital- 
ized upon this aspect of human nature to build store 
traffic, create interest and good will, and to make it pay 
off in the accounts column. 

With its “Saks’ Jewelry Tele-Quiz,” this store was able, 
in a few months time, to stir most of the people in the 
Sharon area into a small frenzy of anticipation. In a 
nutshell, Saks used a radio-and-telephone give-away pro- 
gram that was carefully worked out to derive the most 
benefit for the store’s basic purpose, namely: selling 
jewelry. 

Here’s the way this promotion was set up: 

For 15 minutes each weekday except Saturday, and 
for 25 minutes on Sundays, Saks goes on the air. (We’re 
speaking here of the two-store Sharon branch of the 
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Saks organization but the same also holds for a Warren. 
Ohio, store, not many miles northwest of Sharon.) 

It is at Warren that the radio programs are broadcast, 
reaching a potential several hundred thousand people. 
A “platter program,” the entertainment centers around 
the playing of recordings selected by the store and of 
course, listener requests that come in from time to time. 

Advertising on the program is varied according to 
seasonal merchandise on hand, and the varying needs 
for moving stock from day to day. Daily programs are 
broadcast at a picked time 4:30 to 4:45 p.m., when, it 
was decided the greatest home listening audience might 
be obtained. 

On Sunday the store goes on the air at 3:05 and is on 
until 3:30 p.m., another choice listening time according 
to statistics. During the week, an average of two tele- 
phone calls are made from the radio station to possible 
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listeners, and on Sunday as many calls are made as can 
be worked in between recordings. 

The announcer has a pre-formulated list of questions. 
These are easily answered queries, taken from current 
news and from generally known history. Also, they are 
made as topical as possible. For instance, during the 
baseball season the listener might be asked who is lead- 
ing in the American League. 

There is a prize for answering the phone correctly, as 
well as one for answering the quiz question correctly. 
This is the way Saks really gets across with the store 
name and identification to the public. When the radio 
announcer calls a number. the person who answegs has 
the opportunity to say “Saks” instead of “Hello.”  In- 
structions are continually given to this effect over the air. 

However. if the person called fails to say “Saks” when 
lifting the receiver of the telephone, he still has a chance 
to win on the telequiz. A question is asked for which $2 
can be won if the correct answer is given. 

It’s a cumulative sort of game, too. If a person fails 
to answer the telephone with “Saks,” the $2 which he 
could have won for that greeting goes to the jackpot. 
And each time a listener fails to answer the question cor- 
rectly, the $2 goes into another question jackpot. Sizable 
amounts have grown in this fashion, waiting for a lucky 
listener. 

Any listener to “Saks Jewelry Telequiz” can win both 
the $2 for saying “Saks” when lifting the receiver, and 
the $2 award for answering the quiz question. However, 
this rarely happens. 

“We have the cost of the radio program, and the ex- 
pense of the give-away cash to bear,” said I. Diamond- 
stein, manager of Saks in Sharon, “and this amounts to 
a sizable advertising budget as time goes on. But we 


think it is worth it, many times over,” hecontinued. 
“We've got the whole town talking about*our Telequiz 
show, and that means they are talking about Saks, too. 
And that is what we want—as long as a good percentage 
of them come in to see us and buy once in a while.” 
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The “Saks Jewelry Telequiz’” show doesn’t end with 
the radio station mailing out a check to a winner, No 
winnings are distributed that way. 

The listener who wins is told he will hear from Saks. 
and he does a few days later in the form of a penny 
postal that bears the following message: 

Dear Winner :—Congratulations! You are a wip. 
ner of the “Saks Jewelry Telequiz.” Please come 
into our store, bring this card with you, and collect 
your cash award. Sincerely yours, Saks Jewelry. 

118 W. State St., Sharon, Pa. 2 

A neat little twist is employed in paying off the winner. 
The award is made in silver, such as two silver dollars 
for a $2 prize. This prompts the customer to hold onto 
the money longer than ordinarily, since not much silver 
circulates in this form, and every time it is handled Saks 
comes up for consideration and discussion. The silver 
is probably used for a retailing transaction somewhere 
in Sharon, and when it is (or even if silver derived 
from some other source is used), quite often Saks gets 
a “mention.” 

Of course the idea of getting the radio winner into the 
store. exposing him or her to impulse buying and pos. 
sibly securing a new account, is standard practice. A 


winner might even come in with friends, creating even 


oreater store traffic. 

“We are constantly made aware of the interest in our 
Telequiz,” says Diamondstein. “We even have people 
come in and give us their telephone numbers because 
thy did not make the present edition of the phone book. 
Or persons with unlisted numbers, for personal reasons, 
have been in and asked to be considered for calls. 


“The selections for calls are made at random.” 


The calls are made one-a-day, to each of the areas in- 
volved—Sharon and vicinity, and Warren and vicinity. 
Jackpots have run as high as $40, an attractive amount 
to anyone who has nothing to do to earn it except 
answer the telephone and a question. 





1. Diamondstein, man- 
ager of the Saks store 
in Sharon, Pa., talks 
to a customer gained 
through goodwill en- 
gendered by the firm's 
‘give-away programs. 
Many new accounts have 
been opened in the past 
few months as a result 
of the "Telequiz’ show. 
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Catch a Shopper's Eye 
With Brand Displays... 
Then Watch Sales Go Ahead! 





Look at your sales through the eyes of your 
} customers. Do you know the merchandise 
they‘re looking for ? It’s easy to figure out. 


Customers look for the items they are most 
- familiar with— items they know by name. 
Name brands are nationally advertised 


Th IN . 4 : : brands—brands that people in millions of 
| 7 Es families get to know through the advertis- 





Hue tlbead 
| ing pages in big national magazines. The 








American Weekly is a big national maga- 





"AMERICAN Tl 














Kg mur \VEEKLY | 14 zine. Each week it is read in more than 
’ pres ce : 4 9,800,000 homes from coast to coast. 
- : & — ] : : —_ Q- Gin, : Brands that you see advertised in The 


ca : American Weekly will catch your shoppers’ 
— I ue J s : eyes—stop them, lead them to the prod- 
. ~~ (awe ucts they know best by displaying nation- 
ally advertised brands. 





WATER WEES 

Current advertising in The American Weekly featuring Elgin 

| - Watches appears in the October 23 issue of The American 

FIGIN _ Weekly. This advertising will go into the homes of 9,868,474 
- (A.B.C. March 31, 1949) families from coast to coast. 











How Many People Know The Merchandise You Display? 


Experienced merchandisers know that it is necessary for a national magazine to 
have a circulation among at least 20% of the families in a community in order 
to sell merchandise successfully at the re- 
tail level. That kind of coverage is called : : we 
“Merchandisable Circulation” because it = We ERD ee 

a ne 
reaches enough families to make co- 
operation profitable to the retailer. 
There are more than 4200 communities 
in the United States where The American 
Weekly has Merchandisable Circulation. 
No other magazine approximates such 
coverage. 


Write for a copy of the booklet “’Mer- 
chandisable Circulation” which will 
show the number of families in your 
community where The American 
Weekly is read. 


Read The American Weekly — 
watch the advertising pages 
for other nationally advertised 
merchandise that you carry — 


feature it and watch 





your sales jump ahead. 


The American Weekly 
63 Vesey Street, New York 7,N. Y. 





Ten ations sine — . 
THE MAGAZINE DISTRIBUTED ~ akon no ‘ 

FROM COAST TO COAST WITH | 
er 20 GREAT SUNDAY NEWSPAPERS A Hearst Publication 
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2. Slide Bracelet 


1. Juvenile Silver 





es ea te 





3. Matching Salad Set 





4. Bangle Bracelet Watch CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] |. “Okee," left, and “Dokee" juvenile silverware gift sets | 
from Holmes & Edwards Division of International Silver Co. 
In four patterns—"Youth" and "Danish Princess'' (shown), 
"Spring Garden" and "Lovely Lady." Set retails for $2.00. 


[] 2. Slide bracelet with matching necklace and earrings by 
Reinad Fifth Ave., 256 W. 38th St., N. Y., is gold plated, 


has imitation stone-studded discs which slide on a double 


Be Ah hh A hehe bi tem chain. Bracelet, $3, necklace, $5, and earrings, $2 retail. 


__| 3. Two-piece salad set in the 1881 (R) Rogers (R) line of 
Oneida, Ltd., is available in four patterns — Plantation : 


(shown) Del Mar, Surf Club and Capri. Set retails for $5. 


SLAIN 





[] 4. Unusually constructed bangle bracelet watch in heavy 1/4 . 
karat gold with 1!7-jewel fine Swiss movement. It retails 


ee for $550. From Eric E. Siebert, Inc., 665 Fifth Ave., N. Y. 


[] 5. Three new additions to the line of Airflex watchbands 
by the French Jewelry Co., Inc., 137 S. 8th Street, Phila- 
delphia, Pa., "Combi," "“Everrada" and "Trophy," shown top 

to bottom are 1/20 I0K gold filled with stainless backs. 
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Expansion Is Profitable 


(From page 150) 
and silver in table settings, has already resulted in a gain 
in these lines. 

One of the important developments that has created 
much new traffic in the new store has been the promotion 
of the watch repair service. 

Already furnishing service to railroads Parkins in- 
stalled a watch cleaning machine and directed his watch 
cleaning advertising to the factory employees in Eldon. 
This store probably does more watch cleaning than any 
store anywhere in a town of 3000 population. Watch 
cleaning jobs average more than 300 per month. 

The rural trade territory stretches for miles around and 
now the farmers are bringing in their watches for this 
cleaning service. 

This heavy traffic through the length of the store to the 
open repair department in the rear, is having its effect 
on sales volume throughout the store but particularly the 
watch volume for both men and women’s watches is 
going up. 

One factor in this increase in watch business, Mr. 
Parkins pointed out, is that he has always offered a trade- 
in service on watches—a trade-in service that is fair to 
the customer and fair to the jeweler as well. 

A customer who wants to trade in a watch on a better 
model is told that only good watches that can be sold 
and guaranteed can be accepted. As Parkins tells the cus- 
tomer, “A watch that isnot any good to you will not be 
any good to any one else.” 








TRAY ON LEGS e NO. 130P 
15" x 26" overall 
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CHICAGO 
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Watches that are good and can be cleaned and repaired 
and put in good operating condition are accepted in trade 
and the customer is allowed the exact amount for which 
Parkins can or does sell it. He points out to the customer 
that all he wants out of the trade-in is the cash amount he 
has allowed for it. If the watch requires repairs, he con- 
siders this as a job for which he should be paid and it 
is deducted from the final selling price credit. 

But even this repair cost is not a hidden factor in the 
deal with the customer. He is told at the time what it will 
cost to put the watch in the condition they require before 
they can sell it and guarantee it to another customer. The 
opportunity for trades often come up when the customer 
brings in a broken watch for a repair estimate. 

Another expansion of selling effort well under way and 
destined for important consideration in Parkins’ store, is 
merchandising of birthday gifts. 

Here the effort is directed toward the sale of lifetime 
gifts rather than items that sell for five and ten dollars. 
When a husband or a wife comes in to shop for a birth- 
day or anniversary gift, Mr. Parkins, asks all the details 
and finds out what the customer has in mind. 

Usually the customer has in mind some token gift sell- 
ing for less than fifteen dollars. Mr. Parkins inquires 
about the watch possessions or the diamond possessions 
and suggests that they put their money into something 
that will last, such as a diamond ring, or a fine watch. 

This idea is clicking at a merry rate that promises to 
increase the volume again this year. 

“I like this birthday idea better than June bride pro- 

(Please turn to page 217) 















































BEAUTY... eu¢ 
of the PAST... aud 
toward the FUTURE 


Faithful reproductions of authentic 
Shefhield patterns ... distinguished by 
superior design and workmanship... 
backed by a reputation for quality 
maintained for more than half a 


century. Ask for information on the 


SILVER BY SACKS line. 


All items are silver on copper 
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1. New Sterling Pattern 





3. Ladies’ Calendar Watch 








6. Multi-Purpose Clip 
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4. Plated Server 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


ij 1. Rich in design is the new King Cedric pattern in Oneida 
Sterling with detailing reminiscent of hand-wrought antique 
silver. Twelve individual pieces are offered in pattern. 
From $98.50 for 24-piece starter set for four, with tax. 


|] 2. Lonville "Time-Lighter'’ has separate panel which holds 
watch. Sliding this out makes stem readily available for 
winding. From S. Rodman Sons, 580 Fifth Avenue, New York. 


|] 3. The "Caiendrice," ladies' calendar watch by the Wak- 
mann Watch Co., 452 Fifth Ave., N. Y., has a 17-jewel univer- 
sal movement, is anti-magnetic and is available in a stainless 
steel case, gold filled with a steel back, and 14K gold. 


| ] 4. Falrose Server in silverplate has pattern deliberately 
simple to blend with any silver service. From Charles S. 
Bruder Associates, 286 Fifth Avenue, New York, sole repre- 
sentatives of Falrose Silversmiths, Ltd. It retails for $7.95. 


[_] 5. "Golden Harvest" is newest ladies’ expansion watch bra- 
celet from Speidel Corp., Providence, R. |. Available in 
yellow, pink or white gold, it retails at $9.95 with tax. 


[] 6 New "Stubby" clip by R. F. Simmons Co., Attleboro, Mass., 
can be used for tie clip for which it was designed, or as a 
hair clip or money clip as well. Available in gold-filled 
at $3.50 or in sterling at $2.50, retail, plus the tax. 
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motions, or even Christmas and graduation promotions 
because birthdays come every day,” Parkins said, “and I 
think the volume will eventually become the most impor- 
tant in the store.” 

He does not believe in promoting the June bride idea 
solely in June because he sells wedding gifts and jewelry 
‘n his store every month of the year. 

Most important territory for the store is represented 
by the fertile farming area for miles around Eldon and 
the population of prosperous and modernly-equipped 
farmers. 

“Farmers are good business men,” Parkins says, “and 
seldom overbuy their income. Consequently they are more 
susceptible to jewelry display during the time of year 
when they know about what their income will be. A 
farmer knows about what he is going to have at the end 
of the season. in this area in August, consequently we 
slant a lot of our mid-summer advertising and promotion 
to our farmers with excellent results.” 

While Parkins believes in taking advantage of the sales 
possibilities at Christmas, graduation and wedding sea- 
sons, he emphasizes that the time to sell and generate new 
promotions is between these seasons and that this will 
hold up the volume during normally lower volume months. 

“We are getting nearer to selling our peak month vol- 
ume every month since we've had the new building and 
new fixtures,” he said, “and one of our ambitions is to 
build a business that will flow steadily without excessive 
high volume and abnormally low volume. In this way 
you can always have competently trained clerks and you 
can give a far better service to every customer.” 
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Bottom-Lighting Adds Silver Appeal 


Constructing a leather-surfaced “drum display fixture” 
which resembles a series of narrowing-diameter drums, 
one atop the other, has provided Hess-Culbertson Jewelry 
Company of St. Louis, Mo., with an unusually effective 
display fixture for sterling hollowware. 
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The top unit, as shown, has a circular frosted glass 
panel at the top, on which four or five pieces of sterling 
hollowware are displayed daily. Beneath the frosted glass 
top are blue incandescent light globes, which throw a 
grayish-blue illumination upwards over the silver. 

The result of this lighting combination is a bright, 
attractive appearance which automatically catches atten- 
tion from almost everyone entering the store. 


‘THE AMERICAN PLATINUM WORKS 
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Merchandise Store Service 


(From page 152) 


gone further by polishing gold and silver jewelry on a 
buffer wheel, removing stains, specks of paint, etc., which 
have accumulated on jewelry, whenever the opportunity 
arises. If the customer’s jewelry is in need of minor ad- 
justmenfs, such as removing one link from a chain brace- 
let, soldering a pin or clip, straightening bent filigree, 
etc., we courteously give this service at the same time. It 
requires only a few moments to render such service to 
customers, and we go out of our way to look for oppor- 
tunities to do so when the customer is at the counter. 
Most customers, we have found, are pleased that we give 
such attention to their jewelry and when each is returned 
in like-new condition, the customer is both pleased and 
surprised. 

One of the best examples of how the above type of 
service works out is the large amount of merchandise 
we sell to office girls in the area. With many business 
buildings surrounding, there are thousands of girls 
in the neighborhood, who now come in regularly for 
adjustments to jewelry, wristwatch bands, changes in 
jewelry, etc., which make them “regular visitors.” Sales 
to this bracket of the market have risen steadily during 
our two years of operation in the area, which proves 
definitely that good-will established on service is what 
keeps the customer “coming back.” 

3. Constantly-interesting interior displays. We feel that 
giving the customer eye-pleasing, constantly-changing 









displays to look at upon entering the store, is an jm. 
portant part of service. Therefore, around the interio; 
of the store, we have constructed 11 shadowboxes, all 
small “interior windows’ spaced at intervals on all four 
walls. These, instead of being crammed with merchandise 
on sale, are utilized for attention-pulling displays. We 
buy our own display cloth, props, etc., use many animated 
displays, and show no prices whatsoever in the 1] 
shadowboxes. As a result, the customer may look at the 
displays without feeling that the store has too commercial] 
an atmosphere. 

4. Gift wrapping—tThis is a service which is often 
ignored by retail jewelers. While most jewelers will wrap 
vift packages free for their customers, the average cus- 
tomer doesn’t know it. We have a very complete stock 
of handsome papers, ribbons, cards, decorative touches, 
etc., for packaging any gift from a ring up to a gift clock, 
and see to it that every customer coming in knows of the 
service by stating at the end of the sale “We will be glad 
to gift-wrap that for you if you are giving it to someone.” 
From the choice of materials on hand, the customer may 
select her own gift packaging, and all are delighted to 
find that there is no charge applied. 

od. Remembering names and faces—I believe it is an 
important part of “service” to recognize the incoming 
customer, quickly locate the merchandise she came in for, 
and place it on the counter by the time she arrives—such 
as watch repairs, special order business, etc. I attempt 
to remember the name of every customer I talk to per- 
sonally by associating his name with his face, circum- 
stances, and other associative ideas. All of our sales- 
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structed to do the same—to make every ef- comfortable, restful place to visit. In addition to the air- 





“pnp nr to memory the names of their customers, conditioning, we are planning installation of a banquette, 
Ss “mol be courteously creeted by name when or similar large-capacity seating in the center of the 
ms ms ee, Na ten the next ame. Nothing pleases the store, convenient to all counters. There is no reason why 
nen oul he is bound to speak in glowing terms the customer must stand aimlessly while looking over 
of the store to his friends and relatives. proposed purchases, waiting for service, etc.—and this 

One of the most effective means of remembering names, lack of comfort rankles many customers who reason that 
we have found, is to repeat it several times in the con- they are spending far larger amounts of money in the 
versation. Therefore, every incoming customer is asked jewelry store “standing up” while other forms of re- 
for his name, and the salesman uses it as many times as tailing which involve much smaller purchases, such as 
‘; reasonable in carrying out the sale. Thereafter, when glove departments, drugstores, restaurants, etc., provide 
he sees similar merchandise in the case, the salesman will comfortable seating. Therefore, by developing comfort- 
remember the name of the person to whom he sold the able seating which will fit with good taste into our 
last such item. This is only one example of “name asso- rather small store area, we think we can likewise “service 
ciation” which is working out well for us. the customer better.” 

6. “While you wait” service on watches. Nothing is 

re aggravating to the average person than to have a , . 
sian head come apart, crystal fall out, winding ‘“Outside Men” Sell China, Glass 
stem disappear, etc., from a needed watch. Therefore. Going “outside the store” to promote china and glass 
to soothe ruffled tempers and irritation stemming from is a relatively new form of merchandising which has paid 
this source, we attempt to make such watch repairs “on excellent results to the Anderson Jewelry Company. 
the spot” while the customer is waiting. We have gotten The firm, operated in Salt Lake City by Kenneth and 
many new customers from this source, people who might Robert Anderson, is one of the largest between Denver 
otherwise have never entered the store. All such cus- and the West Coast. It recently completed a big retail 
tomers who have had minor accidents with their watches shop as large as the average department store, which is 
are relieved to find that no long, expensive delays are divided into separate shops with specialized fixtures and 
involved, and their good-will when the watch is returned trained personnel. 
in a matter of minutes is usually expressed in immediate One of the largest of the first-floor departments is for 
purchases, or at least repeat visits. china and glass, where 40 patterns of open stock china, 

7. Last on the list are our efforts to make the store a the same number of sterling flatware, and 18 of fine 





—_ = = ee 


A New Yace! 


TO WIN FRIENDS AND INFLUENCE CUSTOMERS 
with Sparkling Success 




















OUR 


REFINISHED DIALS 


AND 
CUSTOM-FIT CRYSTALS 

will give any watch that “young look” 
ALSO 

BAND REPAIRING 

Three Convenient Services 


THAT WILL INCREASE PROFITS 
WHEREVER YOU ARE, AN OFFICE TO SERVE YOU 
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220 W. 5th St., Los Angeles 13, Calif. University Bldg., Denver 2, Colo. KirK Dia Co. 
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LAIGLON BRACELETS 


Look Better... 
Wear Better... 


L’Aiglon watchbands are first in appearance 
with lasting beauty, outstanding quality and 


perfect fit. 


Created in yellow, pink or white gold with 
stainless steel back in 1/20 12K gold filled. 
Also available in stainless steel front and 


back. 


Sold Through Wholesalers Only 


L & B JEWELRY MFG. CO. 


Makers of Watch Bracelets for 25 vears 


36 Garnet Street Providence, Rhode Island 
Representatives in 


NEW YORK CHICAGO LOS ANGELES 








store of Anderson’s class is “too expensive.” 











“Handiest Pocket Knife 
Ever Designed!” 








Sliding Blade 
KNIFE 





Plate DeLuxe 





knife, too .. 





plays and gift cards. 
$3.00, $2.50, $1.75 and $1.00. 
NATIONALLY ADVERTISED. 


Beautifully engraved 
frame in rolled gold 
plate, and also in com- 
binations with polished 
stainless steel... 
Finest razor steel blades, 
mirror finish, chromium 


plated. Gift and Christmas item. 











Full trade discounts. Order NOW from 
jobber, salesman ... or direct. 


The CHRISTY Co., Fremont, Ohio 


Fine Cutting Edges for Three Generations 


CHRISTY 


ells! 


Models 


@ This smartly styled knife is 
quick to catch your customer's 
eye. Slim, trim and “dressy”... 
for finest chain or to carry loose. 
And it’s an amazingly useful 
. The perfect gift, 
handsomely boxed.. Free dis- 
Retails 


A steady ready seller... A BIG 








crystal are shown in a series of “picture frame” dis 
cases. 


play 


. Merchandising techniques for this department 
include an aggressive radio program, newspaper adver. 
tising and window displays, but by far the most unusyal 
method is the use of “outside selling” by a crew of 49 
trained salespeople, who spend all their working hoy; 
“contacting the homeowner at the doorstep.” 

This novel program was developed last year after the 
Anderson brothers analyzed the success of house-to-house 
selling of silver flatware by firms specializing in that type 
of merchandising. | 

“We saw no reason why the same type of personalized 
contact would not work with a well-established, well-liked 
jewelry store,” Kenneth Anderson states. “Our name js 
a calling card, and an excellent door-opener. We've 
experimented with selling many types of merchandise, and 
we ve found china and glass meet with a surprisingly good 
response.” 

Customers are found who might otherwise never enter 
the store for various reasons, including difficulty in mak. 
ing trips downtown, and a mistaken feeling that a jewelry 
The sales 
force is exhaustively trained in courteous approach and 
service. A sales meeting is held weekly at which new 
lines are introduced and explained. 





Specialization Builds Trade 


(From page 156) 
that will bring people in. For something like that they 
want the repairman handy. 

“That's why I take advantage of that psychological 
moment to show my wares to them when they come in for 
this ‘must’ item—watch repairing. After | have marked 
down what is to be done with the watch I call the cus- 
tomer’s attention to the jewelry in the display cases. This 
helps create impulse sales, something important to a 
jeweler with a limited clientele!” 

Another way Mr. Sedlar builds goodwill is through ads 
in church and club papers. These help make friends for 
him because he knows that in a small town everyone 
knows everyone else. So by keeping his store’s name 
before them in their various bulletins, he helps remind 
them of his location. 

Another way he gets free publicity is by his sponsor- 
ship of three local bowling teams. One is a ladies’ team 
and two are men’s teams. They all get shirts with his 
store’s name printed across their backs. In this way, 
whenever they play, they help familiarize his name and, 
too, they are written up in the little local paper which also 
gets him more free publicity. 

His display window is very narrow, only twenty inches 
deep. A low wooden partition separates this window from 
the rest of his store’s interior. That’s Jerry’s job, though, 
climbing over the partition and laying out the jewelry. 

‘“He’s handling my displays and doing a lot of the 
selling.” his Dad concludes, “because I’m kept pretty busy 
with my repair work. My store is set off to a side in the 
little shopping district our suburb has, so it’s a little hard 
to find. And yet I’m kept busy, so that proves if you 
really do quality repair work, people don’t mind seeking 
you out!” 
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Photo Department 


(From page 160) 


second to the photographic equipment; and the third to 
jewelry. Clarence Marion of the jewelry department has 
charge of the window displays and he changes them every 
time he feels they need a switch to heighten interest. 
The window lights are left on till 11 P.M. nightly to 
permit late strollers a chance to window shop. 

In the Optometry Department, Mr. Wald shares those 
duties with two other optometrists on his staff, William 
Taege and Mary Krenz. There are twenty-five employees 
altogether in this downtown store. 

“We have a different training program for the clerks 
here at this store than that kind of training given our 
staffs at the two small-town stores,” he says. “We have 
found that there’s a big city technique as well as a small 
town one! For instance, in our main Milwaukee store, 
the customers prefer a more polite and impersonal atti- 
tude from our clerks than in Green Bay. There the cus- 
tomer would think our salesmen too ‘high-falutin’ if 
they call the buyer, ‘Mister’. So there our staff is taught 
to learn the customer’s first name and to call him by it. 
In the jewelry line, it is important to adjust one’s self to 
one’s customer! I’ve found that out in my twenty-seven 
years in this line!” says Mr. Wald. 

For his regular advertising, he prefers to spot little 
box ads in the Milwaukee Journal Green Sheet, for this 





is the most widely read part of the daily paper. Each 
little ad usually pushes one particular item so that Mr. 
Wald can judge the pull of that merchandise. “If they'll 
come in for one article, theyll usually browse around and 


ee 


decide on more.” he concludes. 





Store Display Keeps Ads Working 


Display newspaper advertising which has shown itself 
particularly effective is not discarded, but is “kept work- 
ing” with a novel counter-top display unit used at Bohm- 
Allen Jewelry Company in Denver, Colorado. . 

Cyrus Allen, head of the store, prides himself on un- 
usual newspaper advertising. Many of the ad programs | 
are educational, which teach the reader something about 
diamond cutting, for example, the source of diamonds, 
what to look for in their choice, types of cuts, etc. A 
similar program may detail what goes into a fine watch, 
and how to judge workmanship, etc. 

When such ads pull well, reprints are shown along the 
counter at the left side of the store in a three-section | 
plastic-covered leather display unit where all incoming’ 
customers see them. The display unit, similar to a fold- 
ing picture folder, holds three typically sized two-column : 
by 7-inch ads, under clear plastic, and is carefully spotted | 
where most store traffic naturally pauses upon entering 
the store. 

A heavy percentage of customers visiting Bohm-Allen 
stop to read the ads, it has been found, with the result ; 
that interest in the actual merchandise, displayed nearby, . 
is always increased. 
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FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH _B. COOPER & SON unc. 


Phone COrtland 7-0360 ~~ 


ACCURACY 
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ARISTO SPECIAL 


SAVES YOU $46.25! [—Re 


6 watch assortment lincluding 
reg. $50 List Chronograph) for 
only $100! 
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A. 17 jewel chronograph 


(as shown) ........... $25.00 net 
B. 17 jewel Men’s square 

steel wristwatch ....... $21.00 net 
C. 17 jewel Men’s thin mod- 

el (shock resistant) ....$19.75 net 
D. 17 jewel Men's rec- 

tangular curve model... .$22.00 net 
E. 17 jewel Ladies’, high 

dome crystal .......... $23.50 net 


F. Calendar wrist watch 17 
jewels steel case ...... $35.00 net 





regular wholesale price $146.25 


NOW only *100! 


ARISTO IMPORT CO., INC. 
630 Fifth Avenue, N. Y. 20 


Gentlemen: please send asso-tment(s) at $100. 


Name. 


Store 


City = | | seu 


State 7 
Terms: 2% ten days Net 30 
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gp BIGGER THAN EVER 
REGENS PROMOTION! 





More than 
200 Million 
Selling 
Impressions 
in 














@ Right through the Fall, bigger than 
ever Regens ads will reach your best 
customers in all of these leading 
national magazines. Newspaper mats 
and giveaway literature are avail- 
able for your tie-in promotion. A 
beautiful new ivory plastic counter 
display holding four lighters will help 
you sell Regens in your store. Stock 
early to make the most of this big 
new Fall profit program. - 





SOLD THROUGH 
WHOLESALERS ONLY 


For extra profits sell 
: f _ 3 Regens Lighter Fivid 
ge Regens Yellow Flints 











In nickel, chrome, enamel, 
etched or HANDSOME 
NEW RHODIUM FINISH 
$1.50 TO $5.00 RETAIL 


See 
REGENS LIGHTER CORPORATION 2 East 46th Street « New York 17 
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Central Inventory Control 


(From page 164) 


to making entries in the individual stores’ books, a third 
clerk to making and approving requisitions for replace. 
ment stock, etc. The latter desk connects directly with 
the shipping department in the basement of the store, 
from which a steady flow of warehoused merchandise jg 
directed out daily, according to orders from the inventory 
control section above. Entries are kept exact at all times, 
with long-distance telephone calls checking any discrep. 
ancy, managers acknowledging shipment of merchandise 
by receipts immediately. 

Inventory records as maintained in the individual stock 
control books are paralleled by six physical inventories 
per year, which are thus spaced closely enough together 
so that any discrepancy in stock listed in the Portland 
control center and actual merchandise on hand turns up 
swiftly. Almost any factor which has to do with store 
operation appears rapidly, such as extremely fast turn- 
over on a popular item, slow-moving propensities of other 
merchandise, selling inefficiency, etc. 

A large part of each store’s advertising schedule is 
naturally based on the inventory control books, inas- 
much as the latter quickly demonstrate a need for pro- 





Invitation Cards Draw Brides 


Making a “good impression” on the prospective bride 
through the mails is carried on through handsome, per- 
sonal-appearing cards which closely duplicate a wedding 
or engagement announcement by Slater Jewelry Com- 
pany, 15 N.E. 2nd Avenue, Miami, Fla. 

The Slater store, which after only a few years of 
existence does one of the largest sterling flatware and 
hollowware volumes in the South, has made a science of 
attracting as many prospective brides as possible. One 
side of the store is devoted to double flatware display 
cases, including special “sample trays’ which show 14 
forks from which a prospective bride may choose her pat- 
tern. Beautiful. fluorescently-lighted cases show row upon 
row of hollowware. closely matched to flatware patterns, 
and the brides-book system has been slimmed down for 
maximum efliciency. 

To make certain that the maximum number of poten- 
tial brides are attracted. Mrs. Slater goes through all 
Miami newspapers carefully each morning, clipping out 
all announcements of engagements. 

To each prospective bride a handsome 41% x 5-inch 
white card is mailed. This is lettered “An invitation to 
visit our beautiful store” in type closely simulating en- 
graving. “We have many useful and lovely items for 
the home which we know will be of interest to a new 
bride,” the invitation continues. “We would appreciate 
a visit from you—Slater Jewelry Company.” 


Absolutely no printing or script of any kind is used 
on the outside of the envelope. so to the average bride- 
to-be the card looks to be another congratulatory mes- 
sage from one of her friends. Slater Jewelry Company 
has found a much higher return on every mailing of this 
sort and the store is becoming something of a Mecca 
for Miami brides-to-be. 
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motion on specific items, or sales-appeal peculiarities in 
one town above another. One of the most unusual and 
valuable features which has been developed in this 
steadily-improved inventory control system is the “over- 
age and shortage book” which the Davidson brothers 
have developed to gain an accurate record on loss and 
surplus in each store. The overage and shortage book, 
which quickly details such factors as increase in pilfer- 
age, inefficient employees, dishonesty, mistakes in ship- 
ping, etc.. has been in use for more than ten years, and 
demonstrates conclusively an “average” for each store. 
For example, when all of the overages and shortages of 
merchandise for a particular store were revealed by a 
physical inventory for a year’s time, that store’s shortage 
was $303 for one year. A check of other years in the 
same store indicates that the shortage remains fairly 
stable for each yearly period, and thus the $303 amount 
is considered reasonable, involving unpreventable pilfer- 
age, damage to merchandise, possible cashier’s mistakes, 
etc. 

“If either shortages or overages go larger in any store, 
we can usually track down the situation and rectify it 
immediately,” Davidson said. “Overages, for the most 
part, can be traced to mistakes in shipments, the ware- 
house, etc., either of which may have sent duplicate ship- 
ments, or misaddressed merchandise intended for another 
store. Continuous shortages, on the other hand, may indi- 
cate that the store is being systematically pilfered, or that 
extreme carelessness is causing a lot of breakage or mis- 
placement of merchandise. The overage and _ shortage 
book is an accurate barometer on theft, employee trust- 


worthiness, which soon indicates when any store requires 
special supervision or attention.” 

The separate book, covering sterling silver, is designed 
to simplify the handling of large numbers of patterns for 
all stores. Each piece of sterling or plated flatware or 
hollowware is given a consecutive number, on pages iden- 
tified with the store by means of the large rubber stamp. 
in column entries at the top are entered the number of 
the patterns, the sequence number of the piece, with a 
balance column and add column on the same page. As 
each piece is sold, whether for cash or credit, a new bal- 
ance is brought forward, and a replacement shipment 
entered in the inventory column for that store. New ship- 
ments of sterling, in which the Day stores specialize, turn 
up almost immediately for shipment to the store. “We 
buy as we sell in silver,’ Mr. Davidson pointed out. 

The extraordinarily close inventory control which has 
been possible with this system has played a large part in 
the growth of the Day chain to its present size. Day-by- 
day selling history of each store, with the potentialties 
of each location brought out in dollars and cents, has 
helped to standardize what otherwise might be a prob- 
lem-filled operation. 





Merchants of Evansville, Indiana, desiring to build 
suburban business, printed a service booklet and hired 
men to distribute them in the suburban rural areas. The 
booklets gave detailed information concerning the city 
and also contained a map showing location of stores and 
lines handled. Information about Evansville hotels, post 
office, theatres and public places were also included. 
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old silver. 


either new or used. 
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Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 





TENNESSEE 

















Going out of business? 
‘NO GUESSWORK - - . CASH SK 


Gordon Brothers pays MORE cash, and so buys 
more stores than any firm in the United States 
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PLANNING TO SELL? A quick but 

competent appraisal, an immediate 

offer, and cash ready that moment to 
“ complete the transaction. 


PLANNING TO LIQUIDATE? Not 
what you “hope” to net from your sale, 
but what you know you'll get. A cash 

% deposit to the full amount guarantees 
our estimate. 
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now. Send for our complete 
catalog. Samples sent on 
memo. 


METAL ARTS CO.., Inc. 


Dept. 40 Rochester, N. Y. 





















Stars of David 


New Attractive 
Designs 


in 14Kt Yellow and White Gold 


HAND 
ENGRAVED 


OK 


Memorandum Selection on Request 


ANTIQUE REPRODUCTION EARRINGS 
IN 14T GOLD 


M. MOROCH 


22 Eldridge St. New York 2, N. Y. 
Phone: Walker 5-4638 
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Community Competition 


(From page 202) 


the fact that the occasion was publicized independent of 
the firm’s other advertising. 

Because the contestants were women’s clubs, whose 
activities are regarded as newsworthy by society page 
editors, the event was given a nice boost in news col. 
umns. One photograph, taken in the store, showed six 
chairwomen of various clubs choosing silverware for 
their clubs’ table settings. 

A series of newspaper display layouts, starting to ap. 
pear weeks before the competition, provided advance 
publicity and did a remarkably fine job in explaining 
the purpose of the show and touching on highlights of 
interest to the public. Copy slant in newspaper insertions 
laid considerable stress on exhibits planned by various 
silver manufacturers. The newspaper series was climaxed 
by a full-page layout. appearing the Sunday before the 
exhibition opened, which had the primary objective of 
inviting attendance from the public. 


DAILY SPOT ANNOUNCEMENTS 


A barrage of 20 daily spot announcements beamed 
during the week before the show, plus a free daily 30- 
minute broadcast from the ballroom with commentary 
by a special events announcer, who described the vari- 
ous entries and exhibits, kept radio listeners well in- 
formed of the exhibition. 

The publicity was evidently effective because on open- 
ing night, the crowd eddied from the mezzanine into 
the lobby. Direction cards, strung from the front door 
to the ballroom, guided visitors to the showing. 

Crowds were greeted by a colorful spectacle. Centering 
the ballroom were the twenty-eight table settings and 
flanking both ends of the room were exhibits of various 
manufacturers. A bright attraction of the elegant ster- 
ling holloware exhibit, set up by Malcolm Hatch of 
the Gorham company, was the world’s largest sterling 
teaspoon in the Chantilly pattern. 

Another highlight area was the International display 
with John Densmore calling the special attention of 
visitors to the complete service for twenty-four in a 
Royal Danish pattern with matching holloware. Fine 
English and antique holloware was the center of interest 
in the Ellis Silver company exhibit. Interest of the 
crowds was focused on the $1,500, 18K gold 2-piece salad 
set made by Frank Whiting, and other fine pieces con- 
tributed by Lunt, Towle, Oneida, Wallace and Wedgwood. 

Visitors were handed cards as they entered the ball- 
room, with stubs attached, and asked to fill in their 
names and addresses, present sterling silver and silver- 
plate patterns, pattern preferences, birthday and anniver- 
sary dates. Stubs were deposited in a box to be drawn 
for a $250 set of sterling silver flatware. 

“Although we actually registered 7,200 names on the 
cards, the attendance was considerably higher because 
many people didn’t fill out the cards,” said the jeweler. 
“We drafted a chart showing pattern preferences as in- 
dicated from the cards, and this made an interesting 
and valuable survey. 

“After completing the pattern chart, we dispatched 
salesmen to call at the homes of persons who indicated 
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‘ nterest in various patterns on the cards. They succeeded 
‘1 taking a substantial number of orders and obtained 
romises of business in the future. | 

“One of the surprising results,” he said, “as reflected 
by data on the cards, was in the number of persons who 
displayed interest in old, out-moded silver patterns, and 
members of the store’s staff who operated an informa- 
tion bureau at the exhibits, were constantly asked when 
various old patterns would be produced again.” 

First prize at the show was copped by the “Daughters 
of the Nile Club of Tucson” for a setting with a formal 
wedding motif, including a 3-tier wedding cake as a 
center piece. A buffet table by the Sahuaro Girl Scout 
Council won second prize, and the Tucson Nursery 
School, featuring a children’s birthday party setting, 
placed third. Emblems of the Army, Navy, Marines and 
Coast Guard mingled on the setting of the American Le- 
gion’s Women’s Post No. 71; the two-part setting had 
an army mess kit with K and C rations on one side, 
and a simple setting, representing the table of an ordi- 
nary American home after a GI returned from the ser- 
vice, on the other. 

The Tucson jeweler frankly admits the show would 
have been more beneficial if a couple of butterflies had 
been ironed out. 

“First, to catch the eyes of-visitors at a table setting 
contest is the china,” he noted. “A jeweler should defi- 
nitely not plan a show unless he has china and stemware 
to go with the silver. At the time we put our show on, 
our china setup was incomplete and we didn’t have 
enough to distribute among the 28 contestants. As a re- 
sult, the local department stores received almost as much 


benefit from the exhibition as we did. You can be sure 
that when next year’s show rolls around, we'll have a 
large inventory of china and stemware on hand. 

“Another weakness of our show was the inadequacy of 
prizes. We should have offered a more varied assortment 
of prizes, including one for the most original table set- 
ting, for the best formal setting, the most proper setting, 
and a cash award for the setting receiving the largest 
popular vote from the crowd.” 





Speed Up Collections 


(From page 188) 


a means to assure prompt follow-up. The jeweler dates 
the card ahead to the date he intends writing again, then 
places the card behind the numerical tab for the day. 
If he writes the collection letter on June 10 and intends 
following it up on June 20, he places the card behind 
the tab 20 in the tickler file. 

If the customer pays meanwhile, the card is “killed” 
in the daily checkup, and is filed in the dead file. Dun- 
ning a customer who has already paid all or part of a 
bill creates unpleasantness. This sometimes happens when 
inefhcient collection systems are used. Once a card goes 
to the dead file it remains there until the customer be- 
comes delinquent again on subsequent business or sub- 
sequent installments. 

The. jeweler cannot get a good perspective of his col- 
lection efficiency unless he compiles a monthly analysis 
chart (Form No. 2) showing past due accounts according 
to age, bad debts written off, etc. This gives a quick 
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This is just one ~~ 
of the new ideas that = “\ 
Enger-Kress presents this fall. . . our greatest in 
64 years. This season tie in with Enger-Kress . . . 
feature the smartest in personal leather goods, all 
SO wisely priced for fast selling. 
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featuring 
“HIDDEN STITCHING” 
...@ new idea in fine billfold construction 


... adds smartness, adds years of wear. 
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=== PRICED WITHIN REACH 


Bosca-Built features leathers your 
customers like to handle at prices 
you do too. Each made with 33 
years of skill . . . Each with a 
written guarantee. From $1.00 up. 












Write for complete catalog and list. 


*K Items shown are in choice leathers of 
R. J. WIDEN CO., North Adams, Mass, 


BOSCA BUILT 


x 
HUGO BOSCA CO., INC. 





E. MAIN ST. 


SPRINGFIELD, OHIO 











USEFUL AND HANDY 
FOR THE WATCHMAKER 











Keystone 
Watch Repair 
Record Book 


$2.7 §& Postpaid 
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CIRCULAR - KEYSTONE 
100 E. 42ND ST., NEW YORK 17, N. Y. 


Check or money orders must accompany all orders. 


Do not send cash. 




















review of collection progress and the total dollar value 
of past due outstandings. 

Many businessmen lose money, although they write 
collection letters promptly, because they do not have an 
over-all picture of past due accounts every month or go, 
Assets are inflated because many listings under accounts 
receivable are really bad debts and should be written off 

Monthly scrutiny, by means of a collection analysis 
chart, provides opportunity for a quick visualization of 
all past due accounts, thus preventing undue delay in tak. 
ing action on delinquents and telling when to overhaul the 
credit policy and the methods used in granting credit. 
which sometimes grow lax. 





Engraving Taps School Market 


(From page 206) 


the store, on the counter, at the point-of-sale, inviting 
little placards should remind the customers, “Engraving 
Promptly Done on Premises.” 

4. Train your personnel: Every salesman, clerk and re- 
pairman should be thoroughly briefed in the plus-value 
of engraving. Explain to your personnel that first and 
foremost, engraving is a source of extra profit. If your 
salesmen work on a percentage arrangement, all-the-better 
for them and for you. Set up a schedule of engraving 
charges easily accessible to all. Let it be understood that 
“Personalizing” is one of the surest good-will builders 
which your store can offer. And finally, point out to your 
workers that nothing is quite so effective in reducing 
returned merchandise as is engraving. 

A special aside to your horologist and repairman is in 
order—every repair is an invitation for engraving. Re- 
pair departments have reported increases in their net as 
high as 25 per cent through the conscientious “plugging” 
of engraving to every repair customer. 

5. Advertising: Let your customers know of the worth- 
while engraving service which you offer them. When you 
run local newspaper ads for a nationally branded wrist 
watch, insert a little box in the ad saying: “Let us per- 
sonalize your watch. Names, dates, sentiments, initials 
beautifully engraved.” 

Often you can advertise slight cost for engraving; for 
instance, “Pen and pencil set, $10. Personalized with 
name or initials, slight additional charge.” If your store 
does institutional advertising, then, surely, prepare ads 
based on the lasting sentimental value of engraving and 
tie in your own engraving service. 

Many retailers prefer to use mats of ads supplied by 
manufacturers. These advertisements promote the engrav- 
ing of specific items such as pens, watches, rings. ett., as 
well as engraving for special occasions such as Mother's 
Day, Anniversaries, Graduation, ete. 

Lednum Jewelers, Cambridge, Maryland, 
their engraving service regularly in their local newspaper. 
Not only do they run “omnibus” ads in their local news- 
paper listing several dozen typical pieces of merchandise 
which they suggest for engraving, but they insert indi- 
vidual ads featuring silverware engraving, ring engrav- 
ing, etc. They report their ad campaign “most success- 


advertise 


ing, 


ful.” And they are particularly gratified at the results 
of their continuing direct mail campaign sent to a live list 
of prospects as well as to their present customers. These 
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are small single sheets, mailed periodically, substantially 
the same as Lednum’s newspaper ads. | 
Personalizing lends itself to radio commercials, too. 
The foreging points are naturally based on the assump- 
tion that the jeweler has geared his engraving facilities 
for prompt, efficient service. Whether he uses a hand 
engraver, one or more engraving machines or a combina- 
tion of both, it is obvious that all the promotion in the 


world is pointless unless his engraving service is well- 


organized. 
Promptness and a minimum of error are of prime im- 


portance. That is why on-premises engraving is strongly 
recommended. Unless “free engraving” is part-and-parcel 
of the jeweler’s operation and tradition, he should work 
out a sensible price schedule. Alphabet samples should 
be tastefully prepared or should be obtained from your 
engraving machine salesman to help the customer in her 
selection. And every salesman should be thoroughly con- 
versant with the specific kinds of alphabets recommended 
for the engraving of various types of merchandise. 

After you have established this firm foundation of 
promptness, “know-how” and fair price—then you are 
ready to build your engraving promotion. Then you can 
look with certainty to engraving as a worthwhile source 
of extra traffic, extra good-will, extra profit. 

Are you ready? 





Jeweler-Designed Store 


(From page 208) 


a watch for closer inspection, Mr. Neverman or one of 
the three people on his staff just slides the base out of the 
table and gets the item. 

Two of his wall cabinets set alongside one regular wall 
cupboard have an almost-antique look. Not the wood’s 
age, but its design, since it resembles those apothecaries’ 
windows that American history books show as being the 
display windows in Colonial-time houses. This Mr. Never- 
man finds particularly appropriate since many of the sil- 
ver items he shows are reproductions of Boston museum 
pieces: and old Boston was famed for its homes with 
windows like these. 

The opposite wall has long cupboards which hold the 
larger silver items: and there are three long floor dis- 
play counters running the length of the store. These 
show Mr. Neverman’s touch, too, for he has put in an 
extra base in the display part to lift the merchandise 
closer to the customer’s eye level. 

“That cuts down on stooping, and when customers are 
comfortable as they stand looking at merchandise, they 
are apt to be more in a buying mood,” comments the 
owner. 

His chandeliers are his pride and joy, for he made 
those by hand. They are of wrought copper and hang 
from the ceiling by a heavy rope chain which he made. 
too. A circle of electric light bulbs is built into the bot- 
tom of each chandelier. 

And speaking of lamps, the two in the window are 
worth noticing, too. They also are of copper piping with 
a green sheath of glass in each so that the bulb shining 
through casts a restful green light over the merchandise 
shown below. 

The store sign was made by the owner, too, with its 
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COMPLETELY REVISED EDITION 


The JEWELERS’ 
DICTIONARY 


The JEWELERS' DICTIONARY is the first complete 
lexicon of terms used in the jewelry trade. Easily 
understood definitions and hundreds of illustrations 
explain clearly thousands of words and terms cov- 
ering Diamonds and Gems—Gold, Platinum and 
Plated Jewelry—Watch, Clock and Jewelry Repair 
Work, etc., etc. 





Compiled by outstanding authorities—each a 
specialist in some particular branch of the industry. 


» Soon 
uw 
PLACE YOUR ORDER FOR 


EARLIEST POSSIBLE DELIVERY 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 
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New! Fraternal Rings.... with meaning 
















Knights Of Columbus Ring 


Here's a Knights Of Columbus 
Ring with real meaning, rich 
symbolism, elaborate detail, fine 
craftsmanship! Choice of 10 or 
14-karat gold. Prices upon re- 
quest. 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


Available in 4th Degree also. 


meng ARTS « CRAFTS co 


HARTFORD. CONN FINE MEN’S RINGS 
’ ° 


Only “White Label” 
— caw Herkules Saws 


a 3h 
Bearing this Type Wrapper 













pig 5. > 
for BOP A 


are First Quality 


Sizes 8/0 to #14 
Now Available 


Order through your dealer 
HAMMEL, RIGLANDER & CO., INC. 


Exclusive Wholesale Distributors 
NEW YORK 16, N. Y. 
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a| wrapping : problems. | 
h\ —_—s- Write for your 














MASONIC RIN G* 


Here's a Masonic Ring with real 
meaning, rich syfnbolism, elab- 
orate detail, fine craftsmanship! 
Choice of 10 or 14-karat gold. 
Prices upon request. 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 











<1 
ill 


* Patents Pending 


’ ARTS & CRAFTS co 


FINE MEN'S RINGS 
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106 ANN STREET 
HARTFORD, CONN. 
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copper piping filed into a rope design by hand. To tie in 
with this simple, dignified sign, he uses three tables upon 
which to display his merchandise in the window. The 
edges of these tables are hand-filed with the same rope 
design of the sign. This gives a theme idea to the window. 
The tables also serve to bring the goods close to the eyes 
of the window shoppers. Only a few items are laid out on 
the floor base of the window, the tables holding the fea. 
tured items. 

“It’s a jeweler’s reputation for handling good merchap. 
dise that brings him most of his customers,” he says, 
“and if he has that, he can be located anywhere and 
people will come to him! But it helps stop passing traffic 
when you show good window layouts. I prefer to have 
the details of my work stand out, so that’s why I cling to 
the decorating principle of showing only a few items at a 
time. This assures each piece of merchandise a careful 
scrutiny by the window shopper!” 

His sense of balance in his layout work is very evident, 
He had studied art for many years, and even now he likes 
to paint. One of his paintings done several years ago is 
displayed on his store wall; and many people ask him 
who painted it. That’s one of the highest compliments 
that can be paid him, for despite the fact that he utilizes 
his art training in his designing and engraving of jewelry, 
his first love still is painting. 

Maybe that’s why his cases are expressions of his love 
of smooth functional design; but in any event, they are 
practical for display and thus good for boosting sales! 





Selling from the Mouths of Babes 
Vic Silver, 407 West 17th St., Santa Ana, Calif., uses 


one-column, four-inch newspaper ads which effectively 
get reader attention, hold interest, put over his sales 
points, and gain personal reader sympathy. 

Silver uses two-inch photographs of his youngsters, 
under a heading which introduces them, and the rest 
of the ad is written in the words of the youngsters. 

The ads are not set up exactly like news articles, so 
the reader does not feel cheated when he finds he is 
reading an ad. Rather, the ads’ drawing power depends 
on the photographs of his attractive children. All pho- 
tographers know that pictures of children draw the most 
attention (as proved by national polls), followed by peis 
and glamor girls, in that order. In addition. the pic- 
tures gain personal interest for Silver. 

At the same time, he doesn’t depend solely on emo- 
tional appeal. The ads, although written in a conversa- 
tional manner, are packed with facts. 

One, for example, “by” Aaron (Pitzie) Silver, says: 
“T sure hope that I can some day be as trained and 
skilled and reliable a watchmaker as my daddy, Vic 
Silver, is. Then I'll be the fourth generation of watch- 
makers in our family. My daddy is in the society of 
Horologists of America. Located at 407 W. 17th St.” 

Another, under Lonny Silver’s picture, tells about the 
perfection of a magnetic principle to silence clocks. This 
in itself interests readers and gives them conversational 
material. The ad continues: “Let my Dad repair your 
clock with guaranteed accuracy and skilled workman- 
ship. He also solicits complicated or rare collector’s 
clocks, grandfather and antique clocks. Free pick-up and 
delivery. Prices very reasonable. 407 W. 17th St.” 
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READERS’ BOOK SERVICE 


These authoritative and interestingly written books on a wide range of subjects about your business will be a 
great help to you. Just put a circle around the books you want on the coupon below, write in your name and 
address, attach your check, and send it to us. We will send them postage prepaid anywhere in the United States. 


Remittance must accompany all orders. 


For the Gem Expert, Connoisseur and Student of Gemology 
1. GEMS AND GEM MATERIALS 








No books sent on approval. 


Prices subject to change without notice. 





For the Skilled Watch and Clock Maker, the Apprentice and Student 





26. 


PRACTICAL BALANCE AND HAIRSPRING 





Check or money order must accompany all orders. Do not send cash. 


Drs. Kraus & Slawson $4.00 WORK W. J. Kleinlein $3.50 
9. A KEY TO PRECIOUS STONES 1. J. Spencer $3.50 27. RULES & PRACTICE FOR ADJUSTING 
3. GETTING ACQUAINTED WITH MINERALS WATCHES W. J. Kleinlein $3.50 
George L. English $3.25 28. PRACTICAL BENCHWORK FOR HOROLOGISTS 
4, REVISED LAPIDARY HANDBOOK Louis and Samuel Levin $5.00 
}. B. Heaen $3.00 29. SCIENTIFIC TIMING Charles Purdom $6.00 
5 SRR Oe eae See SPs ene 30. KEYSTONE WATCH REPAIR RECORD BOOK $2.75 
eer oe eee — WITH THE WATCHMAKER AT THE BENCH 
7, FAMOUS DIAMONDS OF THE WORLD — a 
MOLOGY 
a $3.50 32. THE SCIENCE OF CLOCKS AND WATCHES 
(2nd Edition) A. L. Rawlings, Ph.D. $5.00 
9, GEM TESTING  B. W. Anderson, B.Sc., F.G.A. $5.00 4 
10. GEM CUTTING J. Daniel Willems $3.50 33. HOROLOGY =—J. Eric Haswell, F.B.H.I. ¥4.50 
GEMOLOGY ep. wm. 4 34. WATCHMAKERS & CLOCKMAKERS OF THE 
i. FORCES nilineadlainaaas ones WORLD (Enlarged 2nd Edition) G. H. Baillie $10.00 
For the Jewelry Repairer, Engraver, Designer and Enameler 35. PRACTICAL NOTES FOR THE WATCHMAKER 
<a (French-English Edition) G. A. Berner $3.50 
12. JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger $1.25 36. PRACTICAL WATCH REPAIRING 
13, JEWELRY DESIGN AND APPLIED DESIGN aE ee nae me 
C. A. Jakobb $25.00 37. PRACTICAL COURSE IN HOROLOGY 
14. JEWELRY AND ENAMELING 6. Pack $3.50 Harold C. Kelly $2.75 
15. REFINING PRECIOUS METAL WASTES 38. WATCH AND CLOCKMAKERS’ HANDBOOK, 
C. M. Hoke $6.00 DICTIONARY AND GUIDE . J. Britten $6.00 
16. ART MONOGRAMS AND LETTERING 39. KNOW THE ESCAPEMENT (New Edition) 
J. M. Bergling Barkus Watchmakers $5.00 
Special 16th Edition—P 
APR 26M Sehinn~-Paper Conan wnat 40. MODERN WATCH REPAIRING & ADJUSTING 
17th Edition—104 Pages—Paper Cover $5.00 Bowmen @ Bese $3.00 
17. METALCRAFT AND JEWELRY 41. MODERN CLOCKS 1. R. Robinson $3.00 
Emil F. Kronquist $3.00 
William Kassel $1.00 43. MODERN METHODS IN HOROLOGY 
19. TESTING PRECIOUS METALS c. M. Hoke $2.00 Grant Hood $2.50 
20. RINGS THROUGH THE AGES 44, THE WATCH REPAIRER’S MANUAL 
James R. McCarthy $2.50 Henry B. Fried $4.95 
21. THE JEWELERS BUYERS DIRECTORY, 
1948-49 Edition $2.00 On Silver for the Jeweler, Collector and Antiquarian 
ae SAO? SES ATENG EORAG Sesent teem $3.50 45. ENGLISH SILVER (1675-1825) 
23. HAND-MADE JEWELRY Louis Weiner $2.75 Stephen G. C. Ensko and Edward Wenham $5.00 
24. JEWELRY GEM CUTTING & METALCRAFT 46. OLD SILVER, ENGLISH, AMERICAN AND 
W. T. Baxter $3.00 FOREIGN S. B. Wyler $4.00 
25. JEWELERS POCKET REFERENCE BOOK 47. NAVAJO AND PUEBLO SILVERSMITHS 
Robert M. Shipley $2.75 Sele Adele $4.00 
eer See e eae ——— ee ee ee ee eee ee ee ee ee ee eee ee ee ee ey 
t 
| THE JEWELERS' CIRCULAR-KEYSTONE 2 100 E. 42ND ST., NEW YORK 17, N.Y. } 
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1! Please send the following books: 
1 
1—2—3—4—5—6—7—8—9 —] 0—1 1 —1 2—1 3—1 4— 1 5— 1 6— 1 7— 1 8— 1 9— 20 — 21 —22—23 —24—25 ; 
1 
26—27—28-—29—30—31—32—33—34—35—36—37—38—39—40—41—42—43—44—45—44—47 
' [) CHECK [] MONEY ORDER [] FORS........isattached. ! 
WD hv aac2acenennsrcovastecrsureceasumiedsateut eee So 0 Ra 
: P 
I escheat act ha i ala ae P. O. Zone No. ............ aati l Goel ' 
4 i 
L al 


FOR SEPTEMBER, 1949 


229 
























230 








1. Cigarette Box 





4. Traveling Kit 


5. Hand-Decorated China 





3 


2. Hand-Cut Wine Set 





Revere-Type Bowls 


CHECK THESE ITEMS FOR FROFIT POSSIBILITIES 


[] |. "Pillow" cigarette box in Cathay Crystal, sculptured 


LJ 


modeling from motif based on old-time Chinese pillows; ash 
trays are made to match, and a 3-pc. set may be retailed for 


$12. Made by the Imperial Glass Corp., of Bellaire, Ohio. 


2. Ten-piece wine set with decanter and eight glasses set 
on silver-plated tray—to be retailed for $60. The glass is 
richly cut by hand, and decanter is set on silver-plated 


foot. Created by the Silver City Glass Co., Meriden, Conn. 


3. Paul Revere type bowls fashioned in solid bronze with 
permanent finish; 11" bowl retails for $14.50 while the 3” 
size retails for $4, all prices Keystone. They are made by 
Saxton of California, 527 West Seventh St., Los Angeles. 


4. Unusual is this Klock-Kit—zippered leather case with sturdy 
clock, fitted with leather-backed brush and other traveling 
accessories. In pigskin, $15 retail; cowhide, $14, plus tax. 
By A. C. Thomas & Co., Inc., 33 W. 30th St., New York City. 


5. "Dainty Bess" is the name of this new, hand-decorated 
design done in delicate shadings of pink and sage green on 
white china. Five-piece place setting retails for $8.25. 
From Winfield China, 703 Brack Shops, Los Angeles, Calif. 
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UNITED STATES GLASS COMPANY 


TIFFIN, OHIO 
Makers of TIFFIN and GLASSPORT Fine Glassware 
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4. Hand-Painted Lamp 


5. Dachshund Figurine 





1. Glass Salad 





3. Scissor Set 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] I. Done in the "Century" pressed design, with its simple edge 


decoration, are this 3-pc. salad set to be retailed at $7.50; 
and mayonnaise, plate and ladle, to be retailed at $2.25. 


Made by the Fostoria Glass Co., Moundsville, W. Ya. 


2. Freely-drawn flowers from an English garden are hand- 
painted on Spode bone china in this "Irene" pattern. Pink, 
lavender and yellow dominate the design, done on Chelsea 


shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


3. "Home-maker" packaged scissor set in plastic box with 
velvet cover in cerise, moss or gold-color. With nickel- 
plated implements, $9.95 retail; with gold-plated, $10.9. 
Made by Griffon Cutlery Works, Inc., 151 W. 19th St., N. Y. 


4. Lamp with English Bristol reproduction hand-painted in 
Chelsea design, on metal base painted to match—in Bristol 
white, green or yellow background; 31" high, eggshell shan- 
tung shade. By Beth Weissman, Inc., 49 W. 23rd St., N. Y. ©. 


5. This appealing dachshund figure, 14!/," in length, is done in 
rich ebony, amber and dark brown—one of a new series 0 
popular dog figurines made to be retailed for about $5 each. 
They are produced by the Royal Haeger Potteries, Dundee, Ill 
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Imperial’s number 901 
hand-cut pattern on 
beautiful hand-crafted 
crystal plates, stemware 


There’s new interest in new patterns for 
festive dining. Ribbon Bow is Imperial’s 
bid for the attention of your discriminat- 
ing customers. A pattern that has sim- 
plicity and charm. Designed to comple- 
ment finer quality china and dinnerware. 
Note the modern cutting on the stem 
of the Goblet. 











Complete line of 
stemware; 6-in. 
and 8-in. Plates re- 
tail approximately 


$36.00 dozen. 


This pattern now available 
for the fall bridal market and 
holiday gift selling. Write to 
Imperial Sales Office, Dept. 
JCK and our representative 
will contact you immediately. 
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IMPERIAL GLASS CORPORATION “onc° 


Makers of Candlewick, Cape Cod, Etiquette and Cathay Hand-Crafted Crystal. 
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2. Chromeware Line 





4. Ceramic Angels 





5. Plastic-Coated Cards 


be 


1. New Stemware Designs 





Perfume Atomizer 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


| | 1. Three from a series of new designs in Tiffin stemware— 
"Brighton" cutting on Dolphin-stem shape; ‘'Festoon" optic 
bowl on twisted-stem shape; "Buttons and Bows" cutting on 
Bow shape. From the United States Glass Co., of Tiffin, O. 


[] 2. New line of Cavalier chromeware to supplement firms 
line of copperware—50 items in bright, durable finish. Dis- 
play cards and other sales promotional material are avail- 
able. From National Silver Co., 295 Fifth Ave., N. Y. C. 


[] 3. Leakproof and evaporation-proof gold-plated perfume 
atomizer, to be retailed for $7.50—part of wide assortment 
in the ‘Petite’ line done in various finishes and in mother 
of pearl. From Cotter Mfg. Co., I11 Broadway, New York. 


[] 4. Robyn's Angels—4" ceramic figures symbolizing the days 
of the week, decorated in pastels and gold. Each retails 
for $10, with folded card carrying descriptive poem. Dis- 
tributed by Edna Rymal Cox, 527 W. 7th St., Los Angeles. 


[1 5. New gift item—4 decks of plastic-coated playing cards 
in box with plastic lid and rayon moire covered base; re- 
tail $3.50. Designs from Guild's series, to suit taste of 
the purchaser. From Western Playing Card Co., Racine, Wis. 
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The profit making line in ‘49 is Bates 


-puild 


Make '50 your biggest year with Bates — 


your biggest profit-making year — 


your biggest money making year. 





tos *50 with this established merchandise 





smart jewelers all over the country 


are taking advantage of Bates merchandise — 


Bates advertising — Bates promotions in 1949. 


AND THEY ARE GETTING IN ON 
OUR NEW PROMOTIONS FOR 1950... 


are you one of them? 





r 
Get on the Bandwagon and build for ‘50 = anil 


FOR SEPTEMBER, 1949 


New York Showrooms 366 Fifth Avenue « Factory Chester, Conn. 
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Hand-decoraled Demi Tasse Sats im 
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Catalog and. Pnice, List today. 
Both Weissmam, Inc. 49 West 23 S tect How York 
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by MADELINE LOVE 


As™ show season which had been regarded with some 

pessimism back in May and June, seems to be work. 
ing out much more satisfactorily than anyone expected, 
Reports from almost all of the shows held during the 
first half of the season told cheerful stories about both 
attendance and sales, with only a limited number of ex. 
hibitors expressing dissatisfaction with results. Retailers 
—and that includes the great number of jewelers who 
visit the shows—are apparently expecting good business 
during the fall and winter, and are preparing for it. They 
are not buying in tremendous quantities, perhaps, but 
they are definitely buying—adding to their inventories 
of staples and sweetening their stocks with new mer. 
chandise. 

Many an exhibitor at the show is observing the in. 
creasing jeweler attendance. They are delighted with 
this growing interest in giftware for the jewelry store and 
recognize in it interesting possibilities for future busi- 
ness. The jeweler is, after all, the prestige store in any 
community and the development of important china, 
slass and gift sections there provides a new and profit 
able source of business for both retailer and manufac- 
turer. 

Time was, not so long ago, when only a few of the very 
large jewelry stores cared to handle the widely diversified 
lines of merchandise which makes up a real gift depart- 
ment. A few pieces of decorative glass or pottery often 
made up the entire “section,” and the jeweler contented 
himself with this limitation because he thought he was 
not equipped to display or stock more wares. The war 
is largely responsible for changing this sort of thinking 
and the jeweler who put in larger giftware stocks during 
the time when he could not obtain adequate shipments 
of his usual lines, has found it so successful that he is in 
the mood to expand, even if that means a complete 
readjustment of his displays or even acquiring additional 
store space. 





% # 4% 


At a press luncheon held late in July at Hampshire 
House, New York, plans for Castleton China’s Collection 
of 1950 were outlined. This collection will be previewed 
at the Galleries of the Associated American Artists, in 
New York, from Sept. 14 to 24, and will then be sent 
on tour through leading stores from coast to coast. 

The Castleton collection centers around the free-form 
shapes called “Museum,” which are being made avail- 
able to the consumer for the first time. Dinner services, 
tea and coffee services, and decorative accessories are 
included in the distinctive “Museum” shapes, and their 
decoration presents a unique development in china de- 
sign, too. Abstractions, linear and non-objective designs 
will appear on the ware, taken from the paintings of 
today’s foremost artists such as Picasso, Braque, Modig- 
liani, Vertes, Dali, Dufy and others, while such American 


artists as Adolph Dehn, Arnold Blanch and Doris Lee 
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No. 811 14 oz. Gamebird Highball $24.00 doz. 


Pheasant 


Also-Woodcock, Grouse, Duck, Goose, Quail. 






‘ SS vn ae 
\, No. 2538 6” Shell Bon Bon, 
x _ Fetail $4.00 


\ 
x 


No. 2496, S 4” Candlestick, retail $9.00 pr. 
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terling-on-Crystal 





No. 3548 6” Compote, 
5” high, retail $7.50 
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With Christmas only three months away, Silver City’s 
Sterling-on-Crystal attracts an ever-increasing number of 
buyers! Decorative and functional, yet moderately priced 
... the popularity of these sparkling accessories grows as the 
season advances. They possess not merely one or two, but all 
the qualities women desire in their “occasional” pieces. 


© Flawless quality crystal, in all its sparkling 


beauty, enriched by the splendor and glamour of 
Sterling Silver — ageless symbol of hospitality! 
| | | © The Sterling Silver is Rhodium-finished to pre- 

, vent tarnishing and enhance its brilliance. It need 
( ; mever be polished; a soap and water washing is 
all that’s required to restore the original brilliance. 





© Extra-heavy Sterling deposit on the rims of all 
pieces protects them from chipping, and adds to the 
long life of Silver City’s Sterling-on-Crystal. 7 


®@ Exquisite hand-crafted patterns, designed and exe- 
cuted by master craftsmen at Silver City. The enchant- 
ing Blossom Time and delicate Vintage patterns 
are favorites with women of discriminating tastes. 


Ideal gift suggestions for all times of the year, Sterling- 
on-Crystal pieces bring distinction and loveliness to all her 
formal and casual gatherings. If you have not received your 
copy of Silver City’s beautiful new “Sterling-on-Crystal” 
catalog, write or wire us today. 





GLASS mo Cty goto 
MERIDEN © CONNECTICUT 





No. 32 12” Rolled Edged Plate, retail $9.06 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


COPE!.AND 
usa Fine English Earthenware 


Lowestoft Stone Ching 





Made by 
W. T. COPELAND & SONS, LTD. 
England 


* 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 






























DIFFERENT 
Christmas Gifts 





NEW and 






| letite-4 Cotter 


PURSE ATOMIZERS and FLACONS 
Leak and Evaporation Proof e Unconditionaily Guaranteed 
PERFECT GIFT ITEMS—Easy extra sales 
EASY EXTRA PROFITS! 






‘F1I00— Gold plated 
Hacon — Six simulated 
stones. 


$1.95 plus Fed. Tax 
Ne. 305— Gold 
- plated Atomizer. 
$7.50 { Fed. tax) 
No. 605 — Genuine 


Mother-of-Pearl Atom- | 
izer. $7.00 (no Fed. tax) | 7 


All Prices Fair Traded 


Usual trade discounts 
TERMS: 2% 10 days— 
N 


: et 30 
F.0.B. New York City 


j FREE: Mats, counter | 
: pieces. : - No. 305 

_ Co-operative advertising. 

pes Address inquiries to Dept. J 


COTTER MFG. CO.,INC. ri BROADWAY, NEW YORK 6 


























have been commissioned to create designs for Casileto 
Decorations after the paintings of other Americans 
among them John Marin, Paul Sample, Stuart Davis Mi: 
Thomas Benton are included in the collection, while the 
Chinese tradition is represented by Ching Chih Yee. 
the Latin-American school by Montenegro. Primitive 
Americana will also be recorded on the china in a SeTies 
of decorative steel-pen drawings and a group of wate 
colors found in a wayside antique shop in Connecticut 
* % % 


French Haviland china is back on the market again, 
A new shape called “Louis XVI” was introduced at the 
California and Chicago shows, and is now on display a 
the permanent Haviland showroom. Theodore Haviland 
II, head of Theodore Haviland & Co., Inc., says that the 
china will be ready for distribution next January. 

% * *% 

John M. Orr, well known merchandiser of gifts, fur. 
niture, and lamps, is returning to this field as sales map. 
ager for Mary Ryan, Inc., of New York and Chicago, 
For 15 years, Mr. Orr was half-owner of the John F. 
Rees Co., of Columbus, O., later serving five years with 
the Navy. Since then he has served as president of the 
candy firm of Rosemarie de Paris, and has just returned 
from an extended trip through Europe. 

% & 4 


Members of Registered California, representing nearly 
80 lines of California-made gift merchandise, who had a 
show at the Congress Hotel during the two weeks of the 
Chicago Gift Show, were so pleased with the response 
that they plan a repeat performance. This was the first 
time that the group as a unit displayed their merchandise 
outside of California, and it brought them many customers 
who had never gone to Los Angeles. Exhibitors reported 
that their business was excellent throughout the show and 
the retailers were equally pleased with the opportunity 


to see the California lines so easily. 


John O. McMeekin, who resigned several weeks ago as 
promotion manager for a Pittsburgh appliance distributor. 
has joined the Beaver Valley Glass Co. in a similar capac- 
ity. William A. Meier, president of the company, has 
announced that the post is a new one, and Mr. McMeekin 
will handle an extensive program of national advertising. 

Sun Glo Studios, New York and Chicago giftware 
house, has introduced a new “This Is Your Gift Catalog” 
service for its customers. The plan includes a folding 
cover with pocket for loose-leaf illustrations and descrip- 
tions of gift items as well as newspaper mats of the 1 


_lustrated gifts. Prompt delivery is assured of all items 


covered by the service. This is all available to the re- 
tailer at low cost. . » = 


The Crownford China Co., New York, importers ol 
china and glass, are offering an out-of-the-ordinary mer- 
chandising plan for retailers unable to carry large stocks 
of stemware. They will permit the retailer to buy one 
eoblet from each of 18 patterns of Val St. Lambert glass, 
and from this “special order department” the customer 
may select her pattern. The order is then sent to Crown- 
ford, to be relayed to the factory in Belgium where it 
will be filled and returned to Crownford for shipment 
to the retailer. Stemware in the $75 to $175 a dozen price 
range is included in the plan. 
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A sensational new line of Dodge Trophies and 
Cups. Designed from exclusive models of His- 
toric Old English Awards. 





WRITE TODAY ... FOR CIRCULAR 


We only ask that you send for the complete 
circular, illustrated below. Compare QUALITY, 
SIZES AND PRICES with any other trophies on 
the market . . . and you be the judge. 


Fill in coupon, and mail today. You can’t 
afford to miss out on the Challenger Line. 










: -.. representing every conceiv- 


able Sport, Activity or Event. 
All available with the Chal- 
lenger Line. 














NAME_ 
ADDRESS 
CITY ZONE. 
STATE_ 





| LOS ANGELES - CHICAGO 
NEWARK - MIAMI 














| TODAY Ff 

| DODGE, INCORPORATED 

706 NO. HUDSON AVE. DEPT. G | 

1 CHICAGO 10, ILLINOIS | 

: | ;, ; 

Please send me the Circular illustrating the new 

: D 0 D G E, I m C 0 rp 3 rd f e d : CHALLENGER LINE of Trophies. : 
| | 
| 
a. ' 
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Kenneth Van Cott Elected 
President of the ANRJA 


Kenneth [. Van Cott of Binghamton, 
N. Y., was elected president of the Ameri- 
can National Retail Jewelers Association 
at their recent convention held in New 
York City. Mr. Van Cott succeeds 
Maurice Adelsheim of Minneapolis, Minn., 
who served as ANRJA president for the 
past two years. 


KENNETH |. VAN COTT 


A native of New York State and edu- 
cated at Columbia and New York Univer- 
sity, he has the distinction of being the 
only Registered Jeweler in the Triple 
Cities of Binghamton, Endicott and John- 
son City. The internationally famous 
“House of Jewels” at the World’s Fair of 
1939 and 1940 was conceived, planned and 
supervised by Mr. Van Cott. 

He has been a Vice President of the 
ANRJA for the past four years and be- 
fore opening his own business at Bing- 
hamton was Vice President and General 
Manager of Marcus and Co., one of New 
York’s leading Fifth Ave. jewelers. 

Since entering the jewelry business in 
1924, Mr. Van Cott has been active in 
national affairs affecting the jewelry busi- 
ness. He was Chairman of the Jewelry In- 
dustry Publicity Board from 1939 to 1942 
and President of the American Gem So- 
clety in 1942. 
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ervades ANRJA Convention 
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Successful Four-Day Trade Show and Business 


Conclave at Waldorf Draws Record Attendance 


An all-time attendance record was rung 
up at the 44th annual convention and 
trade show of the American National Re- 
tail Jewelers Association, held at the Wal- 
dorf Astoria Hotel, New York, August 
15th through 18th. According to Maurice 
Adelsheim, retiring ANRJA President, who 
disclosed final figures at the Thursday 
afternoon business session, a_ total of 
13,090 persons registered for the event. 

Although many exhibitors expressed 
pleased surprise over buying at the show, 
stating that it exceeded their expectations, 
general retailer activity can best be de- 
scribed as “cautious.” As a matter of 
fact, this was the approach of Maurice 
Adelsheim in his convention keynote ad- 
dress when he stated that the jewelers were 
meeting in a spirit of “cautious optimism.” 
Retailers visiting the exhibit areas selected 
lines carefully, with one eye cocked on 
the public’s expressed preferences. bBuy- 
ers also exhibited a tendency to avoid over- 
stocking in any department. 


Regional Officers Report 


Opening the meeting which followed an 
excellent luncheon President Adelsheim 
welcomed all present to the 44th ANRJA 
convention and expressed the hope that 
it would be the best convention the asso- 
ciation has ever had. He then introduced 
Durward Howes, immediate past President 
of the ANRJA, who spoke briefly and 


informally. Howes congratulated Adelsheim 





Mr. Van Cott is a prominent civic fig- 
ure in Binghamton. He has been a Direc- 
tor of the Chamber of Commerce, Presi- 
dent of the Retail Credit Bureau, President 
of the Community Chest and Treasurer of 
the Broome County, New York, Girl Scout 
Council. He is currently Chairman of 
the Binghamton Retail Merchants Council. 


In addition to Mrs. Marianna Van Cott, 
who is an equal partner in the business, 
the family includes Kenneth, Jr., 17, and 
a daughter, Babette, 13. Club member- 
ships include Binghamton City Club, Bing- 
hamton Country Club, Rotary Club, Live 
Wire Club, Advertising Club, and Bing- 
hamton Lodge 177, F. and A. M. 
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upon the achievements of his two yea 
as head of the ANRJA and, on behalf of 
all officers and members, extended his 
thanks for services well performed. 

Adelsheim then introduced the eight 
regional ANRJA Vice Presidents, each of 
whom reported on association activities ip 
their areas: 

Robert A. Abbott, Lowell. Mass., ANRJA 
Vice President for the New England re. 
gion, stated that the area was definitely 
progressing association-wise. Commenting 
briefly about each of the state conventions 
in the region, he reported that jewelers 
were still concerned with such problems 
as the excise tax and PX’s, and seemed 
somewhat less concerned with the door-to- 
door-selling problem. This latter he at- 
tributed to increased merchandising effort 
on the part of New England jewelers, thus 
beating the itinerant salesmen at their 
own game. 

Kenneth I. Van Cott, Binghamton, N. Y,, 
ANRJA Vice President for the Middle 
Atlantic region, reported on the New York, 
New Jersey and Tri-State conventions, and 
paid particular tribute to the retail jewel- 
ers of Pennsylvania who, he said, “have 
a fine, up-coming organization. In Penn- 
sylvania,” he added, “the state RJA is a 
good movement.” 

Leo F. Henebry, Roanoke, Va., ANRJA 
Vice President for the Southeastern re- 
gion, reported on the ANRJA’s Mid Year 
Conference, terming it “very stimulating.” 
Speaking of the Virginia-North Carolina 
convention, held jointly last Spring, he 
said “this affair was wonderful—really a 
model for other states to attempt to follow.” 

Reporting on activities in the South At 
lantic Gulf region, ANRJA Vice President 
for that area, Lester W. Moon, Tallahassee, 
Fla., noted an encouraging increase in 
membership. New members have been et- 


— 








NEW MERCHANDISE 
COMMANDS ATTENTIONS> 


Once more, all booths were filled with 
merchandise which was available for de- 
livery, salesmen who were intent on show- 
ing wares, and jewelers shopping for 
new, fresh, salable merchandise. 
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rolled in the Georgia, Florida and Alabama 
state associations, he said, and although 
Mississippi is not as yet completely or- 
ganized, much groundwork has been ac- 
complished. 

Paul E. Morrison, Kalamazoo, Mich., 
Vice President of the Central region of 
the ANRJA, reported on activities in his 
bailiwick, terming it the “largest section 
of all.” He described the steps taken to 
reafiliate the Indiana RJA, and reported 
on the Illinois, Michigan, Minnesota and 
Wisconsin state conventions. 

Harry L. Carter, Kansas City, Mo., 
ANRJA Vice President for the Northwest- 
ern region, stated that he is well satisfied 
with jewelers’ activity in that area. The 
section presents, he said, “a picture of 
progress and success.” 

Reporting for the Southwestern region, 
B. C. Clark, Jr., Oklahoma City, Okla., 
ANRJA Vice President, reported that all 
states in his area were well organized and 
working actively for ANRJA. He reported, 
in some detail, the various state conven- 
tions which had been held in the area. 

Final ANRJA regional Vice President to 
report was A. W. Molin, Portland, Oregon, 
who discussed activities in the Pacific re- 
gion. Reporting favorably on association 
activities on the West Coast, he briefly 
recounted details of the various state con- 
ventions. 


PX and Other Trade 
Diversion Problems Discussed 


Following the reports of the regional 
Vice Presidents, a special meeting was 
held on the general subject of Military 
Stores. 

Approaching the problem from the fair 
trade aspect, President Adelsheim intro- 
duced first Sam M. Jacobson, advisory 
chairman of the Executive Board of the 
Retail Jewelers’ Associations of Greater 
New York. Terming fair trade “the pivot 
upon which the jewelry industry must and 
will turn,” Jacobson urged all present to 
fight for enforcement of the Fair Trade 
laws. “When some firms are allowed to 
violate Fair Trade laws without penalty,” 
he said, “the value of such laws is seri- 
ously undermined.” Calling upon his lis- 
teners to inform manufacturers of any and 
all instances where merchants were selling 
jewelry below the Fair Trade prices, the 
speaker stated that only concerted action 
could secure universal application. 

Turning to the subjeet of trade diver- 
sion, Adelsheim then introduced Louis 
Haimann, Morristown, N. J., Chairman of 
ANRJA’s Trade Diversion Committee. 
“Fair Trade,” he said, “is really Fair Play 
—and it can operate in the interest of the 
public.” Citing the fashion in which indus- 
trial outlets and discount operators under- 
mine the public’s faith in reputable jewelry 
merchants, the speaker pleaded for the 
cooperation of all ANRJA members in the 
fight against those who seek to undermine 
the business of the established, reputable, 
ethical merchant. 

High spot of the session was the intro- 
duction of Arthur R. Kirby, Chairman of 
ANRJA’s Committee on Military Stores. 

Reporting on the committee’s activities 
in connection with the hearings on Military 
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stores held by the House Armed Services 
Committee, Mr. Kirby stated that although 
many retailers think the problem solved, 
“actually our work has only just begun.” 

Stating that throughout the hearings the 
Military Services proved beyond question 
that their stores do compete with private 
enterprise, Kirby said that they showed a 
reluctance to take any steps which would 
result in a failure to make substantial 
savings to military personnel. 

“The Armed Services Committee recog- 
nized the justice of retailing’s complaint,” 
Kirby said, “to the extent of affording us 
some relief. The limitations of jewelry are 
a great improvement over those in effect 
prior to the hearings. Elimination of the 
special order department was our greatest 
gain. While dollar limitations permit the 
sale of popular-priced merchandise, fine 
jewelry is eliminated.” Pointing out that 
the $35 limitation on watches and rings is 
not a substantial gain since PX’s can sell 
most popular items at this price because 
they sell so near cost, the speaker ad- 
mitted that the limitation will cut down 
on the larger orders. On the fact that 
collection of the excise tax will increase 
the selling price in PX’s to some extent, 
Kirby said that one manager of a military 
store had stated that he could still under- 
sell civilian competitors by 30 per cent. 

“With all the gains we have made,” 
Kirby said, “the military store problem is 
not completely solved. Fair Trade, as it 
concerns these stores and our industry, is 
a major part of the problem. Fair Trade 
manufacturers know that unethical retail 
merchants are supplying their merchandise 
to these stores. Some manufacturers are 
supplying them direct or through known 
outlets. It is up to them to stop this prac- 
tice and enforce their Fair Trade agree- 
ments. As you and they know, Fair Trade 
is under attack by forces that would like 
to see uncontrolled price cutting. Most all 
retailers approve of Fair Trade but when 
the agreements are not enforced the law 
becomes unfair trade. When Fair Trade 
is enforced upon the unethical retail-whole- 
saler, the PX Fair Trade problem will be 


solved.” 


Maurice Adelsheim Calls For 
Industry-Wide Unity 


On Monday, August 15, after a day spent 
in visiting the exhibits, members of the 
ANRJA gathered in the Wedgwood Room 
of the Waldorf for the opening session 
of their 44th annual convention. President 
Maurice Adelsheim led a group of trade 
leaders to their places on the platform and 
called the meeting to order promptly at 
8:30. 

After the singing of the National Anthem 
and the jnvocation by Rabbi Hillel A. Fine 
of Temple Emanu-El, New York. Presi- 
dent Adelsheim sounded the keynote for 
the busimess sessions which were to follow 
during the next two days. He outlined 
the true position of the industry at this 
time and made a plea for unity, coopera- 
tion and concerted action by all the mem- 
bers of all the divisions of the retail 
jewelry industry. 

Said Adelsheim: “Our economy has 
passed the halfway mark between inflation 





and deflation and we are strongly leaning 
towards the latter without knowing how 
deep it will go or how far it will extend 
As businessmen we need. to be flexible 
in our thinking and planning. We cannot 
make intelligent decisions without knowl. 
edge of the forces which affect our busi- 
nesses nor can we isolate ourselves from 
domestic and foreign affairs which create 
and shape the conditions we are facing, 

“In this new era we are watching the 
pendulum of our national economy swing 
back to a more normal peacetime basis in 
which supply and demand have now 
re-adjusted themselves to nearly normal 
market conditions. We have returned to 
hard competitive selling. We are now on 
a lower plateau, and perhaps it is a sounder 
foundation. 

“In our retail jewelry industry, we are 
presently facing a problem whose solution 
presents serious difhculty. The upsurge of 
volume during the war years established 
a dangerously high level of operating costs, 
Our break-even point recedes more slowly 
percentagewise than do declining sales, 
because eur largest items of overhead, such 
as salaries, rent and insurance are not 
readily, if at all, adjustable. In other words 
—a minor decline in sales volume produces 
a serious increase in cost ratios. Thus our 
margin of net profit has narrowed to the 
point where some stores are already opera- 
ting at a loss. 

“During the past year we have been 
zealously continuing our fight to curb the 
destructive competition of Post Exchanges 
and Ship’s Service Stores. We have had 
great success. 

“Time does not permit nor is it neces- 
sary here to review the activity of our tax 
committee. That report will be made in 
detail at our Thursday morning session by 
the chairman of the Jewelry Industry Tax 
Committee. 

“T cannot leave this subject without a 
word of tribute to the man who has so 
brilliantly led our industry fight for tax 
relief—Leon J. Engel. Last January he 
was persuaded to take the chairmanship of 
the Jewelry Industry Tax Committee. Since 
then, in the face of repeated set-backs 
and discouragements, he has practically 
set aside his personal affairs and steadfastly 
devoted himself to our tax fight with re- 
lentless courage, with great resourcefulness 
and with stubborn persistence. 

“The accomplishment of trade organiza- 
tions during the last several decades needs 
no justification. Certainly the history of the 
ANRJA has demonstrated over and over 
again that man does not live by bread 
alone but that the concept of group action 
and greup cooperation is a vitally neces- 
sary and constructive force in modern 
business life. I am confident that we will 
continue to meet this challenge through 


IF YOU WERE THERE, 
YOU WON'T BE HERE 


Last month we showed two pages of 
pictures of exhibitors at the NACJ con- 
vention in Chicago. Unable to show 
every exhibitor at the ANRJA convention 
—and to be as fair as possible about 
it—those firms whose exhibits were shown 
in the August issue of JEWELERS’ 
CIRCULAR-KEYSTONE are not shown 


here. 
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Registration desk in the main corridor off the Grand Ballroom of the Waldorf-Astoria Hotel 

showed little change from the above scene during the four days of the ANRJA convention. 

Boyd Evans, assistant secretary of association (behind desk, foreground) reported record 
attendance before noon on final day. 





progressive action and intelligent leader- 
ship.” 

Typical of the compact, businesslike, efh- 
cient makeup of the entire convention, the 
program of the opening session was con- 
fined to two speeches. President Adel- 
sheim’s speech was the only serious note 
of the evening program. A humorous phil- 
osophical address by James FE. Gheen 
concluded exercises. Following this was 
a social hour of entertainment and refresh- 
ments for visitors wherein the high mood 
of those attending was a reflection of the 
spirit of the entire convention. 


Current Problems Taken Up 
At Panel Discussion 
On Tuesday, August 16, the ANRJA 


Executive Committee and the National 
Advisory Committee headed by Durward 
Howes of Los Angeles, met for a breakfast 
session at 8 A.M. At this meeting those 
in attendance shared their business experi- 
ences volumewise and expressed their opin- 
ions regarding the immediate and long- 
range future of the retail jewelry business 
in their respective communities. 

At 10:30 o’clock with typical Adelsheim 
punctuality the morning session of the 
convention was called to order. This 
was a panel discussion on “Current Prob- 
lems of the Jewelry Business.” The meeting 
was turned over to Kenneth I. Van Cott, 
who acted as moderator of the -panel 
which was composed of Cecil D. Kaufmann, 
Kay Jewelry Stores; A. L. Zeitung, Inter- 
national Silver Co.; Alexander Arnstein, 
Arnstein Bros. & Co.; Norman M. Morris, 
Norman M. Morris, Inc.; W. Waters 
Schwab, J. R. Wood & Sons, Inc., and 
Edward O. Otis, Otis Co. 

There was a crisp air about the entire 
meeting because of the thoroughness with 
which Van Cott handled the questions. 
None of the members of the panel had 
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prepared talks. Therefore, the questions 
put to them by those in the room repre- 
sented fundamental problems common to 
many retail jewelers throughout the coun- 
try. 

For example, the first question asked 
was “Should a retailer have trade-in sales 
to compete with another retailer in his 
town who is conducting them?” This was 
answered by Norman Morris who expressed 
his opinion that he did not believe that 
a retailer should follow suit on any trade- 
in precedent; while Cecil Kaufmann added 
that the approach to the question should 
be realistic. Kaufmann explained that per- 
mits are required in many states to con- 
duct trade-in watch sales but that in those 
states which did not require such permits, 
trade-in watch sales have become a part 
of the modus operandi of present retail 
jewelry business. He expressed his convic- 
tion that the retail jeweler should think 
of buying the new and selling the old, 
creating a turnover that keeps his stock 
new, fresh and desirable. 

Phineas Peters, General Chairman of the 
Executive Board of Retail Jewelers Asso- 
ciations of Greater New York, said from 
the floor that he did not believe that trade- 
ins or sales of 50 percent reductions built 
public confidence in the industry—the very 
thing which the industry had to have in 
order to maintain itself profitably. He 
offered the suggestion that there should 
be a drive to develop sales of an “extra 
watch.” Moderator Van Cott took advan- 
tage of this opportunity to remind the 
audience that the Jewelry Industry Coun- 
cil has an attractive envelope stuffer that 
is available to retailers designed to pro- 
mote this very thing. 

The question put to the panel by Sam 
Jacobson, Advisory Chairman of the Execu- 
tive Board of Retail Jewelers Associations 
of Greater New York, was “How would you 
recommend the enforcement of Fair Trade 





prices by Jewelers?” Cecil Kaufmann 
answered this by recommending a five-part 
procedure: Complain to manufacturer, aq 
vise local Better Business Bureau, bring ma 
the attention of local jewelry organizations 
contact local newspapers, approach local 
radio station. Kaufmann, based upon re. 
sults obtained in his various stores through. 
out the country, said that the self-interest 
of the five groups which he recommended 
contacting would bring about Positive 
action on their part and result in a dis. 
continuance in most cases of cutting of 
price-maintained articles. 

Arthur Kirby of Quantico, Va., asked if 
he was not right in his contention that if a 
manufacturer did not police and enforce 
his Fair Trade contracts, the manufacturer 
does not have Fair-traded products, Zeitung 
of International agreed with Kirby by 
pointing out that was exactly the way his 
company felt and that was why they were 
enforcing their Fair-traded prices by active. 
ly policing them. 

Albert Alie of Dover, N. H., inquired, 
“Is the Silver Club plan still appealing to 
the public or losing its punch?” to which 
Zeitung replied that the International 
Silver Co. was about to release figures 
which would show that the silverware 
business of the retail jeweler represented 
his most important line; that it accounts 
for just about the same amount of business 
as the next highest category, and that 
although the Silver Club plan might not 
at this moment he quite as effective as it 
was a year ago, it still represented a means 
for the retailer to capitalize upon a still 
far from exhausted silverware business 
available in his community. He further 
said that the retail jeweler has not 
scratched the surface of the potentiality in 
all Jines of silverware. 

In answer to a floor question, “Should 
the jeweler carry and advertise off-color 
diamonds for promotion of his diamond 
business?” Arnstein replied to this by 
explaining that the same reasoning applies 
to the merchandising of diamonds as to ¢he 
merchandising of watches. There are all 
types of “jewelry” stores, from pawnbrokers 
up, catering to all types of people. The 
jewelry store should determine what rep- 
resents their particular type of clientele 
and stock accordingly. 

Schwab amplified this by explaining the 
difficulty of defining an “off-color” dia- 
mond. He said that he believed that’ re- 
tailers should advertise diamonds not on 
the basis of any one quality, but rather on 
all qualities which go to make up the 
stone—weight, perfection, color, clarity and 
cutting; and that every stone should be 
sold on its own merits in relation to the 
desires of each particular customer. For 
those who wanted a bigger, flashy and less 
perfect stone, ithe jeweler should have 
something in stock which would meet with 
the desire, and that the retailer should not 
confine his stock to perfect stones which 
term would limit the available quantity 
of diamonds to the point where there would 
not be enough to supply all those who 
wanted to purchase engagement rings 
alone. Both Schwab and Arnstein con- 
curred that advertising the weight of dia- 
monds alone is a mistake and that each 
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jeweler should have at least two qualities 
‘1 order to meet the wishes of his cus- 
tomers. 

The question of methods to increase 
store trafic in watch repair departments 
was answered by Morris with a definite 
suggestion that jewelers should, as they 
did before the war, come to recognize the 
jmportance and necessity of keeping the 
public conscious of the need for regular 
servicing of watches. This business being 
the backbone of the jewelry business for 
years and one of the most logical methods 
of promoting store trafic, should be pro- 
moted by a concerted campaign to make 
people realize that watches, just like auto- 
mobiles, will give better service for a 
longer time when properly maintained. 
Here again, the benefits of the Jewelry In- 
dustry Council were brought to the fore 
by a plug for the forthcoming “Watch 
Inspection Time” developed by the JIC 
for promotion by the retail jeweler in Sep- 
tember. 

The final question raised bore upon 
“What could be done to increase the karat 
gold business?” Here Otis explained that 
although this was slightly out of his field 
it was a perfect example of the fact 
that the time has arrived when the jewelry 
industry must do a real job of selling jew- 
elry. Today when most everything has to 
be sold, the retailer must buy intelligently 
and merchandise aggressively. Schwab 
also concurred and said that it had been 
his observation as a result of many per- 
sonal visits to retail jewelry establishments 
throughout the country that about the only 
people who are really doing a merchan- 
dising job of gold jewelry were Fifth Ave- 
nue stores. This, he thought, might be 
attributed to the fact that the turnover in 
most stores throughout the country is not 
rapid enough to preclude obsolescence in 
the style of the pieces, and inasmuch as the 
merchandise did not move very rapidly 
in smaller stores, this fact worked against 
any action in the line. Thus, because not 
being a fast moving line, it was neglected 
displaywise. Tarnished merchandise on 
dusty display pads did not make it very 
attractive to the customer. Schwab sug- 
gested that the small jeweler should buy 
less. more often. Thus, although the jewel- 
ers stock was limited in selection, it 
would be 100 per cent stylewise. 

Kaufmann added that the Jewelry In- 
dustry Council in a meeting at that very 
moment was working on a plan for the 
development of better styles, more frequent 
changes and improved merchandising of 
gold jewelry, which plan would be sub- 
mitted to the gold jewelry manufacturers 
for their consideration as a means of im- 
proving trade and consumer interest in 
this important jewelry line. 


Survey Cited as Guide to 
Efficient Store Operation 

The Tuesday afternoon session of the 
ANRJA_ convention, presided over by 
Maurice Adelsheim, president of the or- 
ganization, was devoted to the topic, “How 
to Increase the Efficiency of Your Store 
Operation.” Material for the session was 
afforded by the ANRJA survey, conducted 


last year, and the speakers were H. Victor 
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Paul, vice president of Wiss Sons, Inc., 
Newark, N. J., and Allen Davidson, 
Thomas Long & Co., Boston, Mass. 

Outlining the nature of the 1947 Oper- 
ating Cost Survey conducted by ANRJA, in 
conjunction with a number of leading 
silver companies, Paul pointed out that 
the survey disclosed that jewelers were 
faced with a higher break-even point—a 
fact demonstrated by lower net profits. 
The report showed, he said, that profits 
had plunged because of two reasons: de- 
creased sales plus increased operating 
costs. Corrective action, the speaker said, 
is vital at this time. 

“During the first four months of 1949,” 
Paul said, “sales were up. This gain was, 
however, offset by increased operating 
costs.” Pointing out that cutting operating 
costs was the primary objective of every 
jeweler, large and small, Paul introduced 
Allen Davidson who, he said, would ex- 
plain the workings of the ANRJA Operat- 
ing Cost Survey and show how the results 
could be applied to any retail jewelry 
store. 

Pointing out that the ANRJA survey 
disclosed three vital ingredients for keep- 
ing costs down, Davidson listed them as 
(1) sales volume, (2) gross margin, and 
(3) operating expense ratio. 

Stating that the most profitable jewelry 
store departments, in the order of their 
importance as disclosed by the ANRJA 
survey were (1) diamonds, (2) watches, 
(3) sterling silverware and (4) gold 
jewelry, Davidson also listed those depart- 
ments which showed either the least profit 
or greatest Joss, viz: (1) sterling hollow- 
ware, (2) plated hollowware, and (3) 
china and glass. 

In answer to the question, “How can 
association members best make use of the 
18-store survey data?” Paul pointed out 
that an analysis of operating expenses 
would be the starting point. Stating that 
few jewelers budget their expenses, he 
pointed out that a jeweler would be wise 
to apply the survey results in such a 
fashion as to translate an anticipated de- 
crease in sales volume into a decrease in 
various expenses. He warned, however, 
“Don’t seize upon the thing most suscep- 
tible to change [advertising, salaries, etc.]. 


Alderson and Zubrow Tell 
Way to Greater Volume 


Continuing the consideration, “How to 
Increase the Efficiency of Your Jewelry 
Store,” at the Wednesday morning ses- 
sion, the ANRJA program presented two 
speakers: Wroe Alderson, president of 
Alderson & Sessions, Philadelphia, Pa., 
research firm, conductors of the ANRJA 
survey, and Sol Zubrow, chief of merchan- 
dising and research of the same firm. 

Stating, “The only constant thing is 
change itself,” Alderson pointed out that 
the alert merchant who senses a trend is 
the one who will, in the long run, be most 
successful. 

Reviewing the trade history of the past 
twenty years, the speaker outlined the 
drastic changes that have taken place in 
various segments of the retail economy. 
“The old-fashioned grocery store has given 
way to the super-market with its self- 





service features,” he said, “and the depart- 
ment store is now engaged in a program 
of decentralization.” Admitting that the 
jeweler can hardly expect to engage in 
such tactics, Alderson stated that the 
jeweler must “make it easier for the cus- 
tomer to buy” through (1) convenience, 
(2) selection, and (3) confidence. 

Venturing to predict the changes that 
would take place in the jeweler’s opera- 
tional outlook within five to ten years, 
Alderson prophesied that jewelers will 

1. Plan for lifetime customers; 

2. Get new customers through educa- 
tional advertising (windows, etc.) ; 

3. Encourage advance selections for the 
holidays; 

4. Arrange their stores for maximum 
traffic; 

5. Train salespeople in a storewide view- 
point; ° 

6. Use team incentives as well as indi- 
vidual ones; 

7. Make periodic reviews of merchan- 
dising handling methods; 

8. Reshape stocks to emphasize items 
that will sell while retaining some “pres- 
tige” merchandise; 

9. Pay closer attention to ailing depart- 
ments, and 

10. Become more skillful in the use of 
operating figures. 

Mr. Alderson then turned the meeting 
over to his colleague, Sol Zubrow who, he 
promised, would go more deeply into the 
matter of actual store efficiency. 

Zubrow, concluding that greatest efficien- 
cy is possible through volume, asked his 
hearers just how greatest volume could 
be obtained. The answer, he admitted 
readily, was more sales. “And how can 
more sales be achieved?” he asked. “Sim- 
ply through greater salesmanship.” 

Following the talks of Messers. Alderson 
and Zubrow, the meeting was thrown open 
for discussion and questions from those 
in attendance. 


Engraving Survey Results 


The Wednesday afternoon session was 
devoted to a report by Oscar Kind, Jr., 
of S. Kind & Sons, Inc., Philadelphia, 
chairman of the ANRJA’s Merchandising 
Committee on the progress which is being 
made in the compilation of facts and 
recommendations on the question of en- 
graving charges by retail jewelers. Details 
of this will be made available to associa- 
tion members. 

Following the presentation, floor ques- 
tions and answers presented various sides 
of this many faceted question. 


JIC Style Expert Reports 


Following the Kind report, Martha Per- 
cilla, Fashion Director of the Jewelry In- 
dustry Council, gave one of her interest- 
ing reports on the present and possible 
future trends of fashion and their effects 
upon the demand for jewelry. Briefly, re- 
counting some of the influences which 
have resulted in today’s styles, Miss Per- 
cilla drew an encouraging picture of the 
continuing interest of dress designers in 
the unlimited possibilities offered by jewel- 

(Please turn to page 280) 
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Evidence Presented in Form 
of 28-Page Booklet and Large 
Advertisements in Newspapers 


Stirred by the hope for repeal of the 
war-time excises at the present sesson of 
Congress, the rewly formed Jewelry Re- 
search Foundation launched an accelerated 
drive on these levies on the basis of 
evidence that such legislation appeared 
possible. 

One of the major undertakings of the 
Jewelry Research Foundation during the 
past month was preparation and distribu- 
tion of a 28 page booklet which examines 
the entire excise tax structure. Entitled 
“Repeal of Wartime Excise Taxes; a 
Weapon Against Recession,” the booklet 
cities with effective clarity the effects of 
the tax on industry, its limited value as a 
source of net governmental revenue, and 
examines the original purposes of the tax 
at the time it was enacted. 


“The excise taxes, by discouraging con- 
sumption, are depressing production, em- 
ployment, profits and payrolls in a selected 
group of industries,” the study states. 
“This is an unwarranted discrimination 
against these industries, their owners, their 
employees, their customers, and the com- 
munities in which they are located. Such 
discrimination was necessary and warranted 
under war-time conditions but cannot be 
justified now that the war-time need has 
disappeared.” 

The pamphlet also stresses the fact that 
repeal of the taxes under present con- 
ditions “would not force the Federal gov- 
ernment into an unsound fiscal position.” 

In numerous press interviews, Beardsley 
Ruml, chairman of the Jewelry Research 
Foundation, and Leon Henderson, economic 
research director of the group, repeatedly 
called for repeal of war-time excise taxes 
to stimulate consumer purchasing power 
and ease the unemployment situation. 

The New York Times, early in August, 
ran an editorial openly supporting the Ad- 
ministration’s stand on the excise tax. 
Shortly thereafter the paper carried a 
letter signed by Leon Henderson which 
stated that the editorial seemed “to over- 
leok or minimize many significant matters.” 

“It is significant, I believe.” said Mr. 
Henderson’s letter, “that there is almost 
complete unanimity for repeal among pub- 
lic groups, interested business men and 
employers, states and cities affected, and 
in Congress. I have reason to believe that 
both houses of Cengress would vote over- 
whelmingly for repeal if given the chance.” 


Some observers were inclined to agree 
with Mr. Henderson. They, too, felt that 
many Congressmen were willing to start a 
move in the direction of excise tax reduc- 
tion or repeal but failed to act because 
they felt the President would rebuff any 
such legislation with a veto. 


When the clamoring for excise tax relief, 
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Excise Analysis Shows Removal is Practical 
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THIS STATEMENT ON THE EXCISE TAX BY 
BEARDSLEY RUMI IS VITAL TO EVERY AMERICAN. 


We suggest you reod every word! 


The C10. at its Constitutional Com entron. Portland. Ovegoe 
Novembee 1948, adopted the follouing resolutrom 
“Resolved that oll excise toxes not regulatory 
in choracter be repecied-" 


American Fur Merchants Association. Inc. Institute of Distribution. tae. 


American National Retail Jewelers’ Association 





The Mail Order Association of America 
Motion Picture Association Of America 


American Retail Federation 

Associated Fur Manufacturers, Inc. 

Asseciajon of Southern Farmers and Trappers 
Gas Appliance Manufacturers Association Ine. 
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Mtl NEW YORK TIMES, TUFSDAY, AUGUST 9, 1949 


| “Nothing can be done” has never been the American Way! 


R. PRESIDENT =~ 


| You have mdde the statement that nothing can be 
| done to repeal the war excise sales tax during this session 


of Congress. We must respectfully disagree! 


“Congress was able to declare war on Japan in 24 | 
hours. It need not take more than a week for Congress | 
to declare war on unemployment.” And these taxes are 
one of the main causes of growing unemployment now. 


We cannot wait. Delay to January, 1950 would be 
disastrous during the vital autumn and Christmas buying 
seasons of 1949. It would adversely affect the economy | 
of the entire country. To quote the National Planning 
Association — a non-partisan organization representative 
of business, labor, agriculture and the professions: | 

| 
| 


"The present structure of excise taxes discrimi- 
nates between producers of taxed and untaxed 
goods and many of those taxes weigh most 
heavily on low income families.” 


We wish to call to your attention that the purpose of 
these taxes was to reduce civilian demand in time of 
war. That was necessary. They reduced demand then, 
but there is no reason why we showld reduce demand and 
employment now. Furthermore, the repeal of these taxes 
would result in no substantial net loss of tax revenue! 


At the time these taxes were put into effect, it was 
agreed that they would be removed six months after 
the end of the war. FOUR YEARS HAVE PASSED AND 
NOTHING HAS BEEN DONE! 


For the benefit of every business facing unnecessary 
loss and every person facing unnecessary unemployment 


...WE ASK THAT THE WAR EXCISE TAX BE REPEALED NOW! 


This edvertisement hos been published in the interest of American business and labor by the following organisations: 


Limited Price Veriety Stores Association, Ine. 


The Nationa! Association ef Chale Brug Stores 
The National Association of Credit Jewelers 














National Shee Retailers’ Association 
National Wholesale Druggists Association 
The Retail Credit institute of Amorise 
Seuth Westere Furs, tne. 

Theatre Owners of America 

Toilet Goods Assesiation, ine. 


The National Association of Music Merchants 
Wational Association of Retail Clothiers and Furnishers 
Wational Association ef Shee Chain Stores 

Mational Retail Ory Goods Association 

Wational Retail Furniture Association 

Wational Retail Hardware Association 





Pulling no punches, this advertisement, cast in the form of an open letter to the President, 

stated the case for repeal of all wartime excise taxes. It was published in the Washington 

Post and New York Times on August 9th, and was signed by twenty-four organizations 
representing businesses burdened by the levies. 





with its resulting nation-wide publicity, 
reached its peak, the President was more 
or less forced to publicly state his position 
on the situation. His negative stand on 
the tax .drew a considerable number of 
rebuttals. 

In opposing the President's viewpoints, 
Beardsley Ruml said “the war-time excise 
rates are producing an ever widening black 
depression in affeeted industries. No matter 
how you look at it, the war-time excise tax 
rates from a financial point of view are 
both unnecessary and inappropriate, and 
should be repealed forthwith.” 

“Delay to January, 1950, for excise tax 
reduction would be disastrous to many im- 








portant industries during the vital autumn 
and Christmas buying seasons of 1949. The 
Governors of Connecticut, Massachusetts 
and Rhode Island have already asked for 
excise tax relief new.” 

Mr. Ruml’s statement on the excise tax 
appeared in a full page advertisement that 
appeared in The New York Times and 
Washington Post. The NACJ and ANRJA 
were among the 24 trade associations which 
sponsored the ad which was cast in the 
form of an open letter to the President. 

Immediately after President Truman’s 
statemeng that no excise tax relief can be 
expected at this session of Congress, Leon 
J. Engel, chairman of the Jewelry Indus- 
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President Says ‘No’ to Proposals to Cut 
Excise Tax During This Congress Session 


Early in August, when Congress was del- 
uged with requests from affected industries 
to cut back the war-time excise taxes, Pres- 
‘dent Truman turned thumbs down on var- 
ious proposals to provide relief at this 
session of Congress. The President stated 
at a press conference that there was no 
prospect of repealing any war-time excise 
taxes before the next session of Congress, 
at least. 

In issuing his statement, the President 
declared that a great deal of research would 
be necessary by the Senate and House Tax- 
ation Committees and by the Treasury De- 
partment before an_ intelligent approach 
could be made toward a general lowering 
of excise taxes. 

The President’s statement was in line 
with views previously expressed by Con- 
gressional leaders earlier in the month 
when the four Democratic leaders in Con- 
gress met to discuss passage of a number 
of constructive bills that are on the calen- 
dar. At that time John W. McCormack, 
House majority leader, confirmed an earlier 
report to the effect that the Truman Ad- 
ministration had no intention of sponsoring 
such legislation now. He said then that 
he did not think $1,700,000,000 in revenue 
from excise taxes could be repealed and 
thus further unbalance the budget unless 
new taxes in other fields were imposed. 
Senator Scott W. Lucas, majority leader, 
stated that the Senate could do nothing 
about excise taxes until the House Ways 
and Means Committee initiated action. 

When Vice President Barkley addressed 
the annual convention of the National As- 
sociation of Credit Jewelers in July, he 
failed to give assurance of removal or 
modification of the 20 per cent excise tax. 
Instead the Vice President discussed the 
Government’s many obligations, and said a 
reduction in the jewelry tax would open 
up the entire field of excise levies. 

A leading New York financial newspaper 
reported that before Barkley addressed 
the convention, he had been in conference 
in the White House. “According to reli- 
able reports,” the paper reported “he warn- 
ed the President at that time to consider 
the excise tax problem carefully before 
recommending any big reduction. Un- 








Truman Statement 
Is Significant 


As this issue of JC-K went to press 
President Truman expressed a willingness 
to cut present taxes, including excise 
levies, next year—‘provided other ways 
and means are devised to finance the 
Government.” 

Reminded that Senator George has 
called for a great reduction in taxes, espe- 
cially excises, Truman replied that he 
would give his blessing to such action if 
the Senator, who is chairman of the Sen- 
ate Finance Committee could find ways 
of raising more revenue. 





doubtedly he had in mind a warning from 
Senator George,” the story continued, “that 
Congress probably would not stop with 
‘piecemeal’ repeal of war-time levies but 
would scrap all or most of them.” 

Before the NACJ convention in July, 
Senator Walter F. George (D., Ga.), 
chairman of the Senate Finance Committee, 
urged all-out repeal of war-time excise 
taxes at this sesson of Congress stating 
that it would stimulate business and em- 
ployment. George said removal of the 
war-time levies would mean a loss of about 
$1,500,000,000 in present government reve- 
nues but would lead to higher federal in- 
come tax payments from corporations, indi- 
viduals and other taxpayers and partially 
offset the tax loss. 

However, after Truman made his state- 
ment to the press, George told reporters 
that he saw “little chance” for action 
unless there was full cooperation between 
Congress and the President. 

Senator George and business leaders have 
advanced arguments that if war-time excise 
taxes were repealed an important offset 
would develop through increased income 
taxes both from individual income taxes 
and from greater corporate taxes because 
of increased employment in the industries 
affected. These arguments are not consid- 
ered very valid in Administration quarters. 

It is understood that while Government 
sources know such an offset would de- 
velop, they do not believe it would cover 





try Tax Committee, sent telegrams to Mr. 
Truman and a number of Senators and 
Congressmen. 


“With a big majority of the members 
of Congress—both the Senate and the 
House—and with tremendous public senti- 
ment favoring excise tax relief,” the tele- 
gram stated, ‘please reconsider your 
stand.’ 


“If relief is not granted during this 
session of Congress, a most harmful con- 
sequence on those industries affected by 
excises will be felt during the next six 
months due to the publicity currently being 
given to the situation. Business men and 
the buying public are considerably arous- 
ed about these unfair excises. They sup- 
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port the views of outstanding men of both 
parties in the Congress. There is ample 
time to correct a grave error and give the 
green light on excise tax relief to the 
proper men in Congress.” 


Senator Edwin C. Johnson, who attached 
a rider to a House-approved bill to cut 
excise taxes which is now on the Senate 
calendar, feels that the vigorous campaign 
waged by affected industries for reduction 
or repeal of the war-time excise taxes had 
not been wasted effort, however. He ex- 
plained that industry and consumer pres- 
sure for excise tax reduction has convinced 
Congressional tax leaders that something 
must be done sooner or later on this 
question. 





Fight for Tax Relief 
Massed by Segments 
Of the Jewelry Trade 


Individual jewelers throughout the na- 
tion made great strides in presenting the 
industry’s case against the excise tax te 
Congress. Through their letters and tele- 
grams to their Senators and Congressmen 
asking for repeal of the 20 per cent tax, 
they clearly and ably demonstrated why the 
levy should be repealed and won over a 
major portion of Congressmen to their way 
of thinking. 


During the latter part of last month, New 
England jewelry producers took their excise 
tax battle to President Truman. 


It was done through Secretary of Com- 
merce Charles Sawyer who was sent to 
New England by the President to deter- 
mine what could be done to alleviate un- 
employment and otherwise improve eco- 
nomic conditions. 


As soon as the President’s plan to send 
the Commerce Department head into Boston 
for a conference with all of the New En- 
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a considerable part of the revenue loss 
through repeal. 

One of the leading Congressional advo- 
cates of excise tax reduction, Senator 
Edwin C. Johnson (D., Col.), has conceded 
that there will be no action in the Senate 
at this session on the excise tax. He de- 
clared that the legislative situation in the 
Senate has made it almost impossible for 
him to get a vote on a minor House- 


‘approved bill which earries his rider to 


cut excise taxes. The bill is not on the 


Senate calendar. 


Although confronted with a jammed leg- 
islative situation, the Senate still hoped to 
adjourn on September lst. They were 
operating on the basis that some bill would 
always be pending business. If any ad- 
vocates of excise tax reduction were to 
make an effort to call up the Johnson 
bill, it could be blocked in every case by 
one senator demanding the regular order. 
If a request were made for regular order, 
the Senate would have to return to the 
pending bill, even though the upper cham- 
ber had strayed away from the regular 
order by agreement of the leaders. 


Even though the President has clearly 
defined his stand on the tax, there was 
still a remote possibility that Congress 
may force his hand on excise tax re- 
peal. It all depends on the Senate’s re- 
action to three House-approved revenue 
bills now on the Senate calendar. These 
three bills, one of which contains the rider 
attached by Senator Johnson, have all been 
formally approved by the Senate Finance 
Committee and are awaiting action. Per- 
haps the Senate may approve the bill 
with Johnson’s rider attached or add an 
excise tax repealer to the other two de- 
spite the prospect of a Presidential veto. 
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UHAA Selects Des Moines 
As 1950 Convention City 


The members of the executive board of 
the United Horological Association of 
America met in special session on July 
16-17 at the association’s national head- 
quarters in Denver, Colo. 

Purpose of the post-convention meeting 
of the board was to formulate plans for 
the UHAA program during the coming 
year and to discuss other important mat- 
ters affecting the organization and the 
future welfare of the association, accord- 
ing to the introductory remarks made by 
Frederick A. Morey of Cleveland, presi- 
dent of UHAA. 

J. Phillip Sommer of Pittsburgh, chair- 





man of the board of trustees, was appointed 
chairman of a national membership com- 
mittee to organize an intensive membership 
drive and to put the campaign into oper- 
ation through the direction of the national 
trustee in each state and in cooperation 
with afhliated state associations and local 
guilds. 

Des Moines, Iowa, was selected unani- 
mously by the members to be the 1950 
convention city. The 17th annual conven- 
tion of UHAA will be held at the Fort 
Des Moines Hotel in a two,day session on 
May 28-29, 1950. George Y. Swartzend- 
ruber of Cedar Rapids was designated 
general convention chairman. 

President Morey appointed a By-Laws 
Committee to study and codify the exist- 
ing constitution and by-laws of the asso- 
ciation and to incorporate recent resolu- 
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tions pertaining to the organizati 
operation of association. The co 
also plans to make available a 
constitution and by-laws for affiliated 
guilds and state associations so as to afford 
closer relationship and cooperation ip inter 
guild and association programs. The pee 
mittee is composed of Orville R. Hagans 
ex-oficio chairman; B. W. Heald, legal 
advisor; J. Phillip Sommer, chairman of 
the Board of Trustees; and Leslie F 
Dewey, member of the Executive Board _ 

Discussions and decisions of the mee. 
ing were governed by the opinions ex. 
pressed to the board members in specia| 
questionnaires sent to all trustees and 
guild secretaries prior to the executive 
board meeting. 

Attending the meeting were Frederick 
A. Morey, Cleveland, president; George 
Y. Swartzendruber, Cedar Rapids, yic¢ 
president; J. Phillip Sommer, Pittsburgh, 
chairman of the board of trustees; Orville 
R. Hagans, Denver, executive secretary. 
treasurer; and the following members of 
the board: Leslie E. Dewey, Minneapolis: 
Carl Hurst, Oklahoma City; W. L. Huck. 
abay, Monroe, La. 

Also in attendance were B. W. Heald, 
Milwaukee, Legal Advisor; William Ra. 
misch, Cleveland, vice chairman of the 
board of trustees and national trustee from 
Ohio; C. C. Holt, Phoenix, national trustee 
from Arizona; James L. Hamilton, Denver, 
national trustee from Colorado; and Miss 
Josephine F. Neislar, Denver. 

In the absence of John J. Nooyen, chair. 
man of the executive board, the discussions 
were presided over by Frederick A. Morey, 
President. 
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COMING EVENTS 
September 


4-8—Detroit Gift Show, Hotels Statler 
and Book-Cadillac, Detroit, Mich. 

4-9—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Tex. 

4-9—Dallas Gift Show, Baker Hotel, 
Dallas, Tex. 

12-16—Boston Gift Show, Parker House, 
Boston, Mass. 

12-16—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18-20—Ohio Retail Jewelers Association, 
Annual Convention, Deshler-Wallick Hotel, 
Columbus, Ohio. 

18-21—Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

18-22—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

18-22—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

26—Pennsylvania Retail Jewelers Asso- 
ciation, Annual Convention, Harrisburg, 
Pa. 

26-30—Philadelphia Gift Show. Hotel 
Benjamin Franklin, Philadelphia, Pa. 

26-30—Annual Premiums & Advertising 
Specialties Exposition, 71st Regiment Ar- 
mory, 34th St. and Park Ave., New York. 


q Samuel Hyman, owner and operator of 
Hyman’s Jewelry Store, High Point, N. C., 
has been re-elected president of the High 
Point Merchants’ Association. 
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Part Il of Swiss Catalogue 
will Be Mailed This Month 


Part two of the Official Catalogue of 
Swiss Watch Repair Parts is scheduled for 
mailing this month to watchmakers and 
jewelers in the United States. 

This catalogue, the second part of the 
standard guide for ordering genuine Swiss 
watch repair parts, will automatically be 
mailed to all persons who received Part 
one, according to Paul A. Tschudin, direc- 
tor of the Swiss Watch Repair Parts Infor- 

ion Bureau. 
— two, Mr. Tschudin explained, will 
permit the watchmaker to identify lever 
movements produced exclusively by Swiss 
factories (Manufacturers), as opposed to 
Part one, which includes Ebauches move- 
ments. The latest publication, unlike Part 
one which is broken down by size and 
shape of movement, is classified by manu- 
facturer’s name. He recommended that 





‘ 


Part Two of the Official Catalogue of Swiss 
Watch Repair Parts, which is to be mailed 
this month to watchmakers and jewelers in 
the United States. 


the two parts of the catalogue be used 
to supplement each other. 

“First check Part two by brand name,” 
he advised. “If you cannot find the move- 
ment for which you are looking, turn to 
Part one, and check by size. Practically 
every Swiss movement can, in this way, 
be identified, and proper parts ordered for 
it. 

Instructions for use are included in both 
French and English, and a basic four- 
language materials list given. 

Watchmakers and jewelers receiving 
their Part two of the Catalogue will find 
that a number of manufacturers have not 
included all of their movements in the 
pages set aside for them because of lack of 
time, Mr. Tschudin noted, but pointed 
out that additional pages will be mailed to 
catalogue holders from time to time, bring- 
ing the publication up to date with both 
missing and new models. 





NEMJ&SA to Resume Meetings 


Meetings of the directors of the New 
England Manufacturing Jewelers’ & Silver- 
smiths’ Association will be resumed Thurs- 
day, September 8th, after a lapse of two 
months as is the custom each summer. 

Plans are already formulated for the 
annual stockholders meeting and election 
of officers which will be held on October 


20th. 
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How SPEED helped catch ““bugs’”’ 





























Final finish on pianos mysteriously going “‘sour.’’ Production halted. Lab needed 
X-ray diffraction camera to identify impurity. At 9 a.M., 10-lb. camera Air Express- 
ed from 1100 miles away, delivered by 4 P.M. same day. Cost, only $3.58. Company 
uses Air Express as routine method to get supplies fast, keep inventory low. 
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That low $3.58 figure was total cost Scheduled Airlines carry Air Express 
for Air Express and included door-to- on every flight. Speeds up to 5 miles a 
door service. That makes the world’s minute! Direct by air to 1300 cities; 


fastest shipping method exceptionally air-rail for 22,000 off-airline offices. 
convenient, complete, and easy to use. Serves many foreign countries, too. 





FACTS on low Air Express rates 


Package of blueprints (4 lbs.) goes 800 miles for $1.54. 
a tools (21 lbs.) go 600 miles for $3.87. 
(Every kind of business finds Air Express pays.) 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment and 
delivery is proved by signature of consignee. One-carrier responsi- 
bility. Assured protection, too—valuation coverage up to $50 
without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “Air Express delivery” on orders. 








GETS THERE FIRST 












Rates include pick-up and delivery door 
to door in all principel towns and cities 








AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE U.S. 
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Congressional Hearings on Anti-Trust Laws 
May Pave Way for Action on ‘Fair Trade’ Act 












































The possibility that Congress may act to amend the law, and an even smaller 
soon to change the Miller-Tydings (“Fair chance that the law will be repealed. But 
Trade”) Act is currently being explored extensive public hearings this summer 
by a group of anti-monopoly-minded legis- on the general subject of monopoly are 
Jators. paving the way for possible revision of the 

It has come as a surprise to many con- Jaw next year. 
gressmen that the Miller-Tydings law, Amendment of the Miller-Tydings Act 
which authorizes the states to establish is but one of several possible revisions to 
minimum price, or “fair trade” laws, is the Sherman and Clayton Anti-trust Acts 
coming to be used more and more as a that is being considered by Representative 
device for retail price-fixing on a wide Emanuel Celler (D., of N. Y.) and his 
scale. group of monopoly investigators. Mr. 

Actually, there is little chance that Con- Celler, the chairman of the Judiciary 
gress will take clear-cut action this year | Committee of the House of Representatives, 
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MATCHED DESIGNS IN 14K GOLD! 
— Lady’s Style No. 688 K $7 700 


3 diamonds...... Your cost 


Man’s Style No. 689 K $7 5 00 


3 diamonds...... Your cost 


These popular rings, smartly styled and set 
with 3 diamonds in wedding rings of 14 kt. 
gold, are the newest in bride and groom wed- 


THIS MAT ding rings. Meet the growing demand. Capture 


IN 2 SIZES ad 
FREE the imagination of your customers. Advertise 
WITH YOUR es them in your newspaper. Show them in your 
ORDER ge windows. They’re remarkable sellers. 
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ae gi? oe Rings and diamonds enlarged to show detail 
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20 WEST 47th STREET. NEW YORK 19, NEW YORK WEDDING RINGS 





266 








also is head of a special eight-man sub. 
committee which will carry on its probe 
throughout the remainder of this year and 
well into 1950. 


So far, Mr. Celler’s subcommittee has 
confined its investigation to broad dis 
cussion of economic theories. No specific 
suggestions or recommendations have vet 
emerged from the committee. And most 
of the witnesses who have thus far ap- 
peared before the Celler subcommittee 
have likewise used the witness stand as 
a springboard for their own economic be. 
liefs. Specific suggestions for remedying 
the present-day weakness of the nation’s 
anti-trust laws have been few and far 
between—up to now. 


A PROMINENT WITNESS TESTIFIES 


However, at least one prominent witness 
before the subcommittee has been an 
exception to the practice. He is John D. 
Clark, one of the three members of Presi. 
dent Truman’s Council of Economic <Ad- 
visers and reputed to be a “stabilizing 
influence” in White House circles. 

Mr. Clark believes the Miller-Tydings 
Act should go. There is little justification 
in trying to amend the act, he argues, [t 
should be repealed outright. There js 
no inherent good in the kind of “soft 
competition” that laws like the Miller- 
Tydings Act promote, he believes. 

“The Miller-Tydings Act has amended 
the Sherman Act to permit business con- 
duct, under the sanction of state laws, 
which unquestionably violates the principle 
of the original statute,” he testified recently 
before the subcommittee. 


MOST STATES ARE FAIR-TRADED 


“Nearly every state has now enacted a 
statute to authorize manufacturers to fix 
a retail price which must not only be 
observed by retailers who contract to do s0, 
but which, under some of the _ statutes, 
must be observed by all retailers including 
those who have not been obliged to make 
such contracts,” he continued. 

“This release from the Sherman Act 
was exploited in only a few lines of trade 
until the end of the war, but the rapid 
expansion of the price-maintenance prac- 
tice since then is fair warning that it will 
spread widely and that if your inquiry 
shows that the results are undesirable, it is 
high time to revise the legislation. 

“Many states have also enacted so-called 
fair trade practice acts under the protec- 
tion of the Miller-Tydings Act. These laws 
undertake to prescribe a formula to de- 
termine what is a fair price for a com- 
modity and to prohibit the aggressive com- 
petitor from selling below that price. 

“It is aimed at the loss-leader practice, 
but the state formulas are generally so 
liberal in requiring a price which covers 
all overhead and some profit, that if all 
retail pricing could be put upon that basis, 
there would indeed be only happy days— 
for all retailers. 

“One feature of some of these state laws 
which should be mentioned is that one 
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ompetitor is given the right to police the 
c of another and to maintain suits 


rices 
4 for damages,” he added. 


for jnjunction ) 
During his appearance on the witness 
| =) 


stand, ‘Mr. Clark was asked by Represen- 
e Michener (R., of Mich.) if he felt 
Miller-Tydings Act should be 
“6 sterilized.” 

— Mr. Clark replied. “I would 
clarify it to make sure it did not reach 
over the line into aggressive, but not un- 


tatlv 
that the 


ewe” 
fair, competition. 
“| would return the Sherman Act to 


the place it held before the Miller-Tydings 
Act cut it down,” he told the subcommit- 
tee. 
“Do you mean you would repeal the 
Miller-Tydings Act?” Representative Celler 
demanded. 

“Yes.” Mr. Clark stated. 

Mr. Celler interpolated that he felt the 
net effect of the Miller-Tydings Act had 
been to serve as both a horizontal and a 
vertical price-fixing device. He observed 
that the effect of the act had been to fix 
prices not only among the manufacturers 
and jobber and retailer and consumer on 
one hand, but also among manufacturers 
on the other hand. 

Mr. Clark declined to comment on Con- 
sressman Celler’s observation. 

In addition to possible revision of the 
Miller-Tydings Act, Mr. Celler’s subcom- 
mittee will look into the possibility this 
year and next of revising other anti-trust 
statutes. 

Among other subjeets the investigators 
plan to look into are whether or not the 
present anti-trust laws require clarifica- 
tion, the plugging of loopholes, or other 
modifications to render them “better in- 
struments for the accomplishment of the 
present-day will of the American people.” 

Considering that he has the full backing 
and on-the-record approval of President 
Truman in his investigation, chances are 
that Mr. Celler will find answers to many 
problems during the next 12 months. 

The real issue is how wisely, and to how 
much real benefit to the American econ- 
omy, he will utilize the answers. 





Need For Auction Law Stressed 
At California 24-K Club Meeting 


The effect of traffic on business in down- 
town areas and the spread of discount 
houses and auctions around Los Angeles 
were the leading topics of discussion at the 
July meeting of the Jewelers 24-Karat Club 
of Southern California. | 

Pat Slaven, traffic inspector of the Los 
Angeles Police Department, stressed the 
need for one-way street and free-ways in 
this area and the relationship between 
traffic and retail business locations. 

He stated, “As congestion grows down- 
town, the inconvenience sends the customer 
to the suburbs resulting in loss of sales to 
the metropolitan merchant.” Mr. Slaven 
explained the steps being taken to ame- 
liorate this situation by the underground 
parking space which is planned to Z0 
under Pershing Square Park in the heart 
of Los Angeles’ shopping district. 

The need for an overall California auc- 
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tion law has become more and more ap- 
parent Jules Lindenbaum, King Jewelry 
Co., Inc., Santa Monica, president of the 
24-Karat Club, and William M. Erb, exec- 
utive secretary of the California Retail 
Jewelers Association, cited examples of 
abuses taking place. 

Although Los Angeles proper controls 
auctions and “out of business” sales, and 
regulates them as to the upholding of fair 
trade laws, it was pointed out that an 
auction reform law should be legislated 
to protect all California merchants and 
permit legitimate auctions. A group is now 
working to achieve this objective. 

A capsule report on national develop- 








ments of interest to the jewelry trade— 
the Johnson amendment which would cz 
in halt the retail excise tax on jewelry and 
the status of retail jewelers on the West 
Coast—was given by Max Strasburg, Stras- 
burgs, of Hollywood, Inc., chairman of the 
service and national affairs committee. 

New members Harry Bloom and Martin 
Israel were introduced and the balance 
of the evening was devoted to entertain- 
ment. 


q Dodson’s Jewelers has opened in its new 
location at 110 West Third St.. James- 
town, N. Y., under the direction of Lou 


Wallace. 
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Exhibitors Acknowledge Success of Allied 


Lines Show; Report Good Buying Activity 


Best Business is Done by Those Firms With Lines Which Were 
Offered as Leaders. Plans Announced for Next Year's Exhibit 


On August 16 the Allied Lines Show 
comprising the exhibits of some 60 com- 
panies opened at the Belmont Plaza Hotel 
in New York City. The four-day exhibit 
was conceived as a means of displaying 





promotional goods primarily of interest to 
credit jewelers, although many of the lines 
consisted of merchandise needed by stores 
throughout the jewelry field. China, glass- 
ware, leather goods, silver, clocks, costume 





Designed for the eye .a; 
to make customers buy 





Here’s the newest Dennison ring 
box... combining modern design and 
sturdy construction. The sparkling 
clear plastic cover, with its attractive 
fluted effect, is set off by a subtle gold 
background. This gives an appearance 
of depth which further enhances the 
beauty of the box. 

The opaque plastic base is available in 
a variety ofshell-like tones: Blue Pearl, 
Light Green Pearl, Pink Pearl, White 
Pearl. 


‘ 
nate 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and plastic; 
findings; sup * Sold by leading whole- 
salers throughout the country. 







There’s more eye-appeal inside... 
Open the sturdy spring-hinge cover 
and you'll see a soft ring pad in a com- 
plementary shade, accented by a cool 
white satin cover cushion. The pad is 
slanted to display the rings at an easy- 
view angle. 

This newly styled ring case, 7550TX, 
can be used for one or two rings. It 
is packed in individual white packers, 
one dozen to a carton. Order by 
number, 7550TX. 


FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases for 
manufacturing Rovsalione, Consult Dennison 
about your packaging problems. 


Designers and manufacturers of 
fine jewelry boxes for 105 years 


Denn ing 
emmison KXlamupachuing Sa. 
JEWELERS DIVISION 
FRAMINGHAM, 


MASSACHUSETTS 









jewelry and umbrellas were some of the 
lines displayed. 

Held during the period of the ANRJA 
convention at the Waldorf Astoria (acrosg 
the street from the Belmont Plaza), the 
attendance was proclaimed extremely sat. 
isfactory by the exhibitors. Buying also 
was apparently quite pleasing to the man. 
ufacturers, who used expressions such as 
“we opened new accounts,” .. . “we have 
seen many new prospects for our line,” and 
“we have written a good many orders,” The 
general opinion was that jewelers were do. 
ing more than just touring the floors and 
looking. 


GOOD ATTENDANCE REPORTED 


Show manager, Arthur Tarshis, said that 
4,200 retailers attended the show during 
its four-day run. As was to be expected, 
from the announced purpose of the ex. 
hibition, best business was done among the 
companies with lines which were offered 
as leaders. Trial orders were placed for 
many items, thus accounting for the great 
number of small sized orders. 


The general market conditions to be 
found in high-quality, name lines of china 
today caused particularly keen interest in 
the china lines on exhibit. The difficulty, 
it was explained, of obtaining the well. 





Buying activity at Allied Lines Show cen- 
tered around booths offering good pro- 
motional leaders. 
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known brands, coupled with the increasing 
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ong the public for attractive 
desire among cage Megs 
hina, has caused credit jewelers, always 
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n the lookout for allied line income, to 
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be on the alert for vood promotional china 


Jines. | a 
It was generally agreed by those exhibi 


tors who were questioned by JEWELERS 
CIRCULAR-KEYSTONE S$ reporter that their 
participation was worthwhile and that they 
would definitely be back again next year. 
Many of them expressed the opinion that 
auch a show has been needed for a long 
time, and they believe that the exhibit has 
definitely proved its value. Manufacturers 
require new outlets, they said, just as 
jewelers want new types of merchandise, 
and the show provides a good opportunity 


for them to get together. 


PLANS LAID FOR NEXT YEAR 


According to Manager Tarshis, the Al- 
lied Lines show will be held again next 
year when the two ballrooms and 50 addi- 
tional rooms in the Belmont Plaza Hotel 
will be assigned for the event. 

As was the practice this year, no strictly 
jewelry lines will be shown. Attention will 
be focused on “allied lines” designed pri- 
marily for promotional purposes. The name 
of the exhibition will be changed for next 
year’s event to more clearly define its pur- 
pose, i.e., “Allied Lines Show for Jewelers.’ 





Manufacturers who participated in show 
expressed satisfaction and indicated they 
would be on hand next year. 
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Mele Continues Expansion, 
Purchases More Machinery 


In line with its vast expansion program 
now being carried out, the Mele Mfg. Co., 
Inc., 366 Fifth Ave., New York, manufac- 
turers of leather and musical jewel boxes, 
recently purchased approximately 75 per 
cent of the machinery and equipment (ex- 
cluding office equipment and dies) of the 
Tory Mfg. Co. at public auction. Included 
in the purchase were hinge machines, lock 
machines, gold-stamping machines, spray- 
booth equipment, riveting machines, leather 
stamping dies, etc. 

Founded in 1912 by Emidio Mele in a 
room less than 700 square feet in size, 
the Mele Mfg. Co. at the time employed 
only two young craftsmen. Today the 





jewel box division of the company encom- 
passes more than 30,000 square feet of 
modern production facilities and employs 
more than 330 engineers, designers and 
craftsmen. 

Copies of the company’s new 1949-50 
full-color jewel box catalog are available 
upon request. 


Name Lazrus and Davis 
To JIC's Board of Directors 


The election of Oscar M. Lazrus, trea- 
surer, Benrus Watch Co., Inc., and of 
Sereno P. Davis, partner, Jacobson 
Brothers, both of New York, to the Board 
of Directors of the Jewelry Industry Coun- 
cil was announced recently by C. D. 
Kaufmann, Chairman of the Council. 





















eb NEW HERMES 


Tracer controlled engraving is the most 
modern way of personalizing -- any 
, unskilled person simply traces the grooved 
guide letter and the New Hermes 
does the rest — a beautiful monogram 
or name engraved on any kind of 
precious jewelry, flatware, fountain pens 


— even stainless steel watches. 
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Fight for Tax Relief 
(From page 263) 


gland governors was known, the New En- 
gland Manufacturing Jewelers’ & Silver- 
smiths’ Association was on the job. 

They wrote to Rhode Island’s junior 
Senator J. Howard McGrath, and asked 
him to advise Mr. Sawyer of the jewelry 
industry’s excise tax burden. 

The association’s president, Edward O. 
Otis, Jr., told him: 

“We, in the jewelry business, are as- 
sured that the greatest detriment to a 
high employment level and to the prosper- 
ity of this industry at this time is, without 
a doubt, the 20 per cent excise tax. This 
tax has been largely responsible for a drop 
in business of much more than 20 per cent. 





We know that tax relief at this time would 
be one of the quickest and most efficient 
means of relieving the unemployment sit- 
uation in this section.” 

At a dinner given Secretary Sawyer in 
Boston, Fredrick A. Ballou concentrated his 
remarks on the 20 per cent excise tax. Urg- 
ing its repeal, he said he felt that the gov- 
ernment would receive income from other 
sources, if the tax were lifted, which would 
go far toward making up its loss from the 
tax revenue. 

He said it would help greatly in solving 
the unemployment problem in the jewelry 
industry and stressed that the tax was im- 
posed as a war-time measure to help meet 
an emergency condition which since has 
disappeared. 
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No. 1026 Assortment 
One Gross Assorted Jump Rinas 


Yellow Noble Quality........ .$2.25 
White Noble Quality......... 2.50 
Sterling Silver................ 2.75 





NOBLE 


JUMP RING 


ASSORTMENTS 


In durable partitioned 





hinged cover paper boxes— 
Individual size Jump Rings 
in Bakelite Screw Cap 
Glass Bottles—Convenient 
—Clean and time-saving— 
order now from your ma- 
terial dealer. 
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Budget Deficit Blocks 
Excise Tax Reduction 
Says Rep. R. L. Doughton 


Ways-Means Chairman Sees Delay 
Till Tax Study is Completed in '50 


Because of conflicting opinions expressed 
by various members of Congress and the 
pressure by many trade associations for 
immediate action on excise tax repeals, 
Representative R. L. Doughton (D, No. 
Car.), Chairman of the House Committee 
on Ways and Means, has released a pre. 
pared statement to clarify his viewpoint, 

He saw no immediate relief on excise 
taxes and hoped that consumers would 
not postpone any purchases subject to 
taxes in hope of an anticipated reduction, 

Said Congressman Doughton: 

“My reason for thinking it impractical 
to reduce taxes now is because expendi- 
tures of the Federal Government are rup. 
ning well ahead of receipts. In the spring 
of the year, it looked as if we would have 
a deficit of nearly three billion dollars for 
the fiscal year 1950 ending in next July. 
With the legislative calendar still incom- 
plete it now appears that the deficit will 
amount to at least four, and probably five 
billion dollars or more under the present 
tax law. A tax reduction would mean a 
further increase in the size of the deficit 
and the revenue loss would be felt not 
only in the year of the reduction but also 
in future years.” 

Citing tax reductions in 1945 and 1948 
as examples of sound Congressional action 
whenever possible, he pointed out the fol- 
lowing alternatives Congress must choose 
from: 

1. Reduce governmental expenditures 
sufficiently to eliminate the deficit and 
any loss from tax reduction. 

2. Offset any tax reduction by a com- 
bination of somewhat lower government 
expenditures and some tax increases. 

3. Adopt deficit spending as a_ policy 
of government. 

On the basis of present Budget require- 
ments running to July 1950 Congressman 
Doughton saw no immediate possibility 
of applying the first alternative. He also 
stressed the need for striving for a bal- 
anced budget as a bulwark for a sound 
national economy thus eliminating alterna- 
tive three. Only alternative two, he said, 
which suggests a reasonable reduction in 
government expenditures and an increase 
in taxes in forms which will not hurt the 
economy seems to offer a chance for “. .. 4 
reduction in those taxes which are crip- 
pling enterprise and interfering with busi- 
ness expansion. In the last group I place 
a great many of the war excise taxes, par- 
ticularly those imposed on the services of 
communication and transportation.” 

A study of methods of reducing taxes 
is now being prepared by the Joint Com- 
mittee on Internal Revenue Taxation in 
cooperation with the Treasury Department, 
and will be ready early next year. 
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43 Exhibitors Ask for One Show Only 


Credit Jewelers Make Reply 
and ANRJA Considers Action 


On August 17, the following letter was 
sent to Maurice Adelsheim, President of 
the American National Retail Jewelers 
Association, and H. A. Goldberg, Presi- 
dent of the National Association of Credit 
Jewelers. It contained the composite 
thoughts of manufacturers over whose 
names the letter was sent. The letter 


follows: 
“Gentlemen: 

“Your exhibitors have come to the 
end of your two separate jewelry shows 
and many of them have again become 
most forcefully impressed with the fact 
that the two shows are virtually dupli- 
cations of effort, and consequently are 
wasteful of time, money and energy, and, 
therefore, economically unsound. This 
applies not only to the exhibitors, but 
also to your own members. 

“We, the undersigned — exhibitors, 
therefore, wish to advise you that we 
have decided individually and of our 
own volition that we will no longer ex- 
hibit, participate or attend in any way 
at two shows. Neither will we choose 
between your two shows. 

“We respectfully request that your two 
associations immediately begin to for- 
mulate a plan for one show per year. 
When you have worked out your plan, 
the undersigned exhibitors will be glad 
to meet with you to work out necessary 
details. 

“Please note we are asking your con- 
sideration of the one-show idea—noth- 
ing else. We pledge you our whole- 
hearted cooperation to make this one 
show an outstanding success. 

“We again wish to impress upon you 
the fact that this letter is not the result 
of the thinking of any organized group, 
but expresses the individual thinking of 
each firm signing hereunder. 

“Will you kindly address your reply 
to Mr. Sylvan Gotshal, Weil, Gotshal & 
Manges, 60 East 42nd Street, New York 
City, thereby obviating the necessity of 
answering each one of us individually. 

“Very truly yours, 
“International Silver Co., Oneida Lim- 
ited, The Gorham Co., Eversharp, Inc., 
Parker Pen Co., Sheaffer Pen Co., Elgin 
American, Jacques Kreisler Mfg. Corp., 
J. R. Wood & Sons, Inc., L. Heller & 
Son, Inc., Victoria Pearl Co., Ltd.; Ben- 
rus Watch Co.; Bulova Watch Co., Cyma 
Watch Co., Inc., Elgin National Watch 
Co., Hamilton Watch Co., Longines-Wit- 
nauer Watch Co., Speidel Corp., Ameri- 
can Jewelry Distributors, Inc., American 
Safety Razor Corp., and Flex-Let Corp.” 
Additional concerns which subsequently 
expressed agreement with the thoughts in 

the letter, according to reports, are: 
Defender Watch Corp., Winard, Inc., 
B. & E. J. Gross Co., Inc., Helbros Watch 
Co., Inc., White Rose Jly. Mfe. Co., Inc., 
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The Mautner Co., Inc., Wadsworth Watch 
Case Co., Buffalo Jewelry Case Co., Ine., 
Victor E. Lederer Co., Leo Glass & Co., 
Inc., Morris Rivkin & Sons, Inc., J. H. 
Gross & Co., American Time Products, Inc., 
Louis Aisenstein & Bros., Inc., Rega, Inc., 
Kramer Jewelry Co., Edwin Freed, Inc., 
Keystone Silver Co., Colonial Mfg. Co., 
Wyler Watch Agency, Inc., J. J. Kagan & 
Co., I. Kassoy, Inc. 

The Gruen Watch Co. has not exhibited 
at either the ANRJA or the NACJ shows 
during the past two years. 


On August 22, H. A. Goldberg, Presi- 





dent of the National Association of Credit 
Jewelers, issued a statement in conjunc- 
tion with a press release. Said Goldberg, 
“Speaking as the president of the NACJ, 
I am sure that the NACJ would welcome 
the ANRJA’s participation in the National 
Jewelry Fair in Chicago in 1950 and that 
the NACJ would be willing to enter into 
an agreement to divide the profits from 
the trade show between the two national 
retail jewelry associations.” 

A formal statement of the NACJ was 
released at the same time. 

On August 23, a letter from NACJ, 
signed by President Goldberg was sent 
to ANRJA President Kenneth [. VanCott. 
Copies were also sent to the 21 original 
signers of the exhibitors’ letter which had 
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made a plea for one show. 

The letter follows: 

“This letter is addressed to you as presi- 
dent of the ANRJA by me as president 
of the NACJ in connection with the joint 
letter, dated August 17, 1949, addressed 
to Mr. Maurice Adelsheim, president of 
the ANRJA, and to me as president of 
the NACJ. 

The twenty-one firms that signed this 
letter exhibited at one or both of the trade 
shows held this year by the ANRJA and 
the NACJ. They ask- that the ANRJA 
and the NACJ begin immediately to 
formulate a plan for one trade show a 
year. 

About five years ago, the NACJ de- 
veloped what has become known more or 
less as the ‘Dreifus Plan. You may or 
may not be familiar with this plan, but 
perhaps some of the language which it 
contains may be used, at least in part, to 
find the answer to the economic problem 
that confronts the signatories to the joint 
letter. The Dreifus Plan provides that: 
—the American National Retail Jewelers 

Association and the National Associ- 

ation of Credit Jewelers shall form a 

Council of Retail Jewelers, each asso- 

ciation naming five members of the 

council and these members to select 
an independent chairman; that the 
council shall be a permanent policy- 
making group, ready at all times to 
deal with matters of national scope, 
such as excise taxes, national legis- 
lation, trade shows,  trade-practice 
rules, etc.; that the two associations 
shall continue as they are—the 

ANRJA serving the trade in its way 

and the NACJ continuing to look af- 

ter the interests of the instalment 
jewelry business. 

Within the framework of the foregoing 
proposal, there may exist a sound basis 
for discussion of the one-show proposition 
and for dealing with the situation pointed 
out by the firms that signed the letter. 

As president of the NACJ, it is my con- 
viction that the request to consider one 
trade show a year should receive attention 
at the hands of the two national retail 
jewelers’ associations. The firms that 
signed this letter form an important part 
of the jewelry business. 

I recognize, as you no doubt also do, 
that no commitments may be made at a 
conference which we may hold; but as 
presidents of our respective associations, 
we may be able to develop proposals which 
we can submit to our respective Boards 
of Directors. 

Inasmuch as the letter signed by the 
twenty-one exhibitors at one or both shows 
held in 1949 was addressed jointly to your 
predecesser in office and to me, I suggest 
that we arrange to meet within a week or 
ten days to discuss the letter informally. 

Awaiting your reply, I am, 

Sincerely yours, 

H. A. Goldberg, President 
National Association of Credit Jewelers.” 
On August 25, letters were received by 

the 21 firms who asked for one show, over 
the signature of Kenneth I. VanCott, as 
President of the ANRJA. 


This letter was as follows: 





“The Executive Committee of ANRJA 
has instructed me to advise you of the “4 
ceipt of an unsigned letter dated Augus 
17, 1949, addressed jointly to the Prost 
dents of the two National Retail] Jewelry 
Associations, advising that you have ‘de. 
cided individually and of your own Volition 
that we will no longer exhibit, Participate 
or attend in any way at two shows. Neither 
will we choose between your two shows’ 
The name of your firm is typewritten on 
the bottom of this letter. 

Our relations with your firm over the 
years have been most cordial. 

This unsigned letter was received near 
the close of our most successful conyep. 
tion and trade show. Our registration of 
13,090 exceeded all previous totals in 13 
years of convening at the Waldorf Astoria 
Hotel in New York. Exhibitors in genera] 
had already expressed themselves at being 
greatly pleased with results at the Waldorf 
show this year. 

You can appreciate, therefore, our cop.- 
cern at receiving a letter of this type, with 
your name listed thereon—and, since the 
letter reiterates that it is ‘not the result 
of the thinking of any organized group, 
but expresses the individual thinking of 
each firm,’ we feel it is only fair to request 
that you, as one of the individual firms 
listed, advise us directly concerning this 
matter. 

We hope that you will do this at your 
very earliest convenience so that your own 
firm’s statement may be considered in our 
thinking. 

Sincerely, 
(sed) K. I. VanCott 
President (ANRJA)” 


International Gem Group 
Elects G. Fine Chairman 


George Fine, president of the Diamond 
Manufacturers & Importers Association of 
America, was elected Chairman of the In- 
ternational Diamond Manufacturers Asso- 
ciation on July 28th at a conference held 
in London. J. C. Ginder, English repre- 
sentative at the conference, was elected 
Vice Chairman of the international or- 
ganization. 

Mr. Fine and Leo L. Kaplan, secretary 
of the Diamond Manufacturers & Import- 
ers Association of America, represented 
the United States at the conference. Rep- 
resentatives from South Africa, Israel, Hol- 
land, Belgium and England also attended. 

On the question of money manipula- 
tions in diamonds, Mr. Fine suggested 
that a Diamond Trading Co. representative 
be placed on each of the diamond control 
boards in the various centers with power 
to veto any exports and to examine bank 
payments in order to bring a halt to this 
type of practice. This suggestion is re- 
ceiving further consideration by the con- 
ference. In addition, a committee was 
appointed to consult with English govern- 
ment authorities concerning the loss of 
dollars suffered by England through money 
manipulations in the diamond industry in 
England. 

The Antwerp delegation announced that 
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4 The Mueck-Cary Co., Inc., silversmiths at 
91-23 East 4th St., New York, have opened 
a new showroom at 339 Fifth Ave., New 
York. The firm’s entire line is on display 
at the new showroom. 

q Harry Bomus & Son, who for the past 
17 years have been doing business at 425 
Fifth Ave., New York, are now located in 
new quarters at 15 East 39th St. 

q Enger-Kress Co. of West Bend, Wis., 
manufacturers of fine personal leather 
goods, announced the opening of their 
new salesrooms in New York. The new 
showroom, which is located at 47 West 
34th St.. opened on August 15th. Fred 
Riser, department store representative in 
Chicago and Ohio, has been put in charge 
of department store operations in New 
York City, having headquarters in the New 
York office. Also having headquarters 
in New York City will be: W. R. Weimer 
who covers the New England states; W. 
B. Wood who represents the firm in Phila- 
delphia, Baltimore and Washington; L. J. 
Macdonald who travels through Pittsburgh 
and New York State, and T. D. Schatzman 
who covers New York City. 

q It was so hot in Olean, N. Y., on August 
8th that a brick wall bulged out of place 
on the south side of the Darling Jewelry 
Store at 160 North Union St. The wall 
will have to be replaced at cost of $1000. 
q Louis W. Palinga has opened the Watch 
Shop at 1164 Lincoln, Utica, N. Y. He 
formerly was associated with Lennon’s, 
Inc,. and Walter J. Raymond, watchmaker. 
q “Dom’s for Diamonds,” a new jewelry 
store, has been opened at 124 Bleecker 
St., Utica, N. Y., by Dominic DiPollina, 
Jr. A veteran of nearly 14 years in the 
jewelry business, Mr. DiPollina was for- 
merly manager of the Sonne Brothers 
Jewelry Store in Utica. He also was as- 
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sociated with Klein’s Credit Jewelers and 
Charles Credit Jewelers. 

q Frank L. Spies, manager of the New 
York plant of Handy and Harman, refiners 
and dealers in precious metals, spoke on 
August 17, on “Gold and Its Properties” 
before the art teachers attending the na- 
tional Silversmithing Workshop Conference 
sponsored by Handy and Harman at the 
Rhode Island School of Design in Provi- 
dence. Mr. Spies’ talk was one of a series 
held at the school which was open to the 
public as well as to the conferees. 

q Max Gershberg of the Lasko Strap Co., 
200 Hudson St., New York, left August 
25th on an extended trip to South America 
where he will visit with his brother, Julio, 
who resides in Sao Paulo, Brazil. 

q The class in jewelry designing con- 
ducted by Christian A. Jakobb at the 
Mechanics Institute, 18 West 44th St., 
New York, will start on September 26th. 
Registration for the course is now in 
progress, 

q Bernard Rice’s Sons, Inc., silversmiths at 
325 Fifth Ave., New York, announced the 
appointment of two new salesman—Robert 
Allen, who will exclusively represent their 
firm on the Pacific Coast and Milton Samp- 
son, who will be their sole representative 
in the Middle West. Both are now cover- 
ing their respective territories 

q George Kramer, manufacturers’ repre- 
sentative for the French Jewelry Co., Inc., 
and Cyma Watch Co., Inc., announced the 
removal of his offices to 565 Fifth Ave. 
Mr. Kramer was formerly located at 20 
West 47th St. 

q Wilsons Jewelers, 310 S. Salina St., 
Syracuse, N. Y., has moved its appliance 
department from an upstairs location to its 
street selling floor for the greater conveni- 
ence of customers. 





on September Ist they will lift the ban on 
production. 

Israel made a special plea at the 
conference to have the Diamond Trading 
Co. again furnish Israel with rough, as- 
serting that Israel was again operating on 
a four dollar pound. 

The question of the German diamond 
cutting industry was referred to a com- 
mittee to develop an effective world policy 
on this matter. 

It was reported that the South African 
government is determined to expand the 
diamond cutting industry in that country 
and may shortly start an apprentice school. 





Baumgold Brothers To Resume 
Melee Cutting Operations 


Early in August, Baumgold Brothers, 
Inc.. New York diamond’ cutters, an- 
nounced plans to reopen its two big New 
York diamond cutting factories and re- 
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sume large scale operations. The com- 
pany issued this statement after three 
months of suspended activity in the dia- 
mond cutting industry in this country. 

It was reported that three other com- 
panies will reopen simultaneously, al- 
though Baumgold Brothers is expected to 
be the only one resuming melee cutting. 
The melee cutting industry has returned 
to Europe since the war and in a com- 
paratively small way to Germany, Pales- 
tine and South Africa. In this country 
total production of all diamonds has been 
only about 25 per cent, restricted to 
‘sizes.”” 

“For that reason,” a company official 
said, “the unusual feature of the Baumgold 
reopening plans is the fact that its mod- 
ern melee factory again will be in opera- 
tion—and again concentrating on _ the 
smaller stones. The reason for this,” he 
added, “is the desire for quality and not 
because of any particular shortage at this 
time.” 
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DIAMONDS 


All Sizes - All Qualities 
Imperted from Belgium, Holland and 
israel. Mail orders filled promptly. Ask 
for Price List No. 16 of Sept. 1949. 


576 Fifth Ave. 


HL. SORIN 2, Yort 12,4, 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 
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ENCRUSTERS 


and Drillers 


Special Order Work 


PAUL FINGERMAN & CO. 
35 Maiden Lane New York 7,N. Y. 
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CAPITAL, Custom-Made 


INITIAL RING 


**An initial success.’’ In 2 
or 3 letters. Piain or stone 
set. Prompt delivery. Pop- 
ularly priced. Write for il- 
lustrated price list. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 


ENCRUSTERS 


Stone Engravers 
Ruby & Onyx 
Drilling 



















Seauaeil “ Mehlman 
108 Fulton St., New York 7, N. Y. 








ONYX-STEEL 
MAINSPRINGS 


Longer lasting — Accurate timing — Pro- 
tected against rust—Individually packed 
in double envelope—marked with model, 
size, metric and dennison. 


YOUR JOBBER WILL SUPPLY YOU 
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LOWER PRICES 
BETTER WORKMANSHIP 
UICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
*‘Send Me Your Next Package.’’ 
M. J. STERN 
Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 






























LOST AND FOUND 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary part. 
ne. a complete supply house that specializes 
"'Hard-to- Get"’ watch parts. If you are hav- 
inn difficulty in obtaining a Swiss or American 
watch part, try JOHN A. POLTOCK & CO., 15 
Maiden Lane, New York 7, N. Y. Write ‘for 
FREE catalogue, ligne gauge and stationery. 
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PX Probers Make Military End Special Orders, 


Collect Excises,and CurbUnauthorizedOrder;s 


Months of effort by a Congressional 
subcommittee, prodded by private retailers, 
came to a fruitful climax in early August 
when the armed services threw in the towel 
and agreed to limit their retailing opera- 
tions to virtually the level intended when 
Congress set up the post exchange and 
commissary system. 

Some of the statutory authority dates 
back as far as 1864, stemming from sharp 
practices of camp followers. At that time, 
the services authorized privately owned 
mobile stores—“bum-boats” in the Navy 
and “sutler wagons” in the Army—to sell 
to the troops such goods as were not items 
of general issue. 

Inevitably, abuse of the privilege such 
as charging exorbitant prices for inferior 
goods led to authorization of the exchange 
system, controlled and operated by the 
services. History repeated. This time, how- 
ever, service methods of operation and 
enlargement of activity cut so deeply into 
commercial retailing in service areas that 
a full-scale investigation was launched by 
a subcommittee of the House Armed Ser- 
vices committee. 


HALF BILLION DOLLAR BUSINESS 
Months of hearings brought out what 
merchants already knew—that service re- 
tailing had expanded to a half-billion dol- 
lar business, that it included literally 
hundreds of items not limited to “personal 
convenience and necessity,” that generally 
applicable excises were not collected, that 


items not stocked could be procured 
through “special order,” and that goods 


were purchased at list by service personnel 
for relatives and friends. (See previous 
issues of THe JeEweLers’ Circucar-Key- 
STONE. ) 

In all fairness, private retailers them- 
selves contributed in some instances to the 
situation getting out of hand. There are 
instances particularly during National De- 
fense days prior to Pearl Harbor, when 
some less far-seeing retailers in service 
areas jacked up prices. Some even operated 
under a dual-price system 

Be that as it may, end of the struggle 
came when—after first offering to sharply 
restrict such activty—the military gave in 
and agreed to close its commissary stores 
in metropolitan areas and to completely 
abolish the “special order” service. 

This latter concession means that higher- 


priced, luxury-type items of jewelry, lug- 
gage, tableware and cutlery, appliances, 
radios and television, furniture, etc., can 


no longer be obtained through military out- 
lets. 

The final concession, elimination 
special orders, came after the military had 
beat an orderly but stubborn retreat under 
threat of legislative action. Actually, no 
legislative measures were pending and 
it is unlikely that any restrictive proposals 
could have been getten through during 
the 1949 session. But an equally potent 
weapon was the possibility of the Armed 
Services Committee refusing funds for 


of 


| operation of service retail outlets, 

| First, the services had agreed to Strictly 
supervise exchange sales using a new uni. 
form list of items in which new low maxi. 
mum price ceilings had been set. They 
offered new rules, some limitations, and 
strict supervision for commissary operation. 
They finally offered to set a $300 ceiling 
on special orders. 

But, as predicted by THE JEWELERS’ Cir. 
CULAR-KEYSTONE, the subcommittee was not 
to be satisfied until the whole special order 
service was tossed out. As it now stands, 
including changes agreed to since the first 
of the year, service retailing operations 
now will be substantially as follows: 

Special Orders. Abolished entirely as of 
October 1. The committee was in no mood 
to accept compromises. 

Excise Taxes. All services had agreed 
to collect all applicable excises, beginning 
August 1. While the subsequent abolition 
of special orders automatically eliminates 
the bulk of these, post exchanges will con- 
tinue to sell a number of lower priced 
items of jewelry, cosmetics, etc., and col- 
lect the excises. 
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FE R E E TO JEWELERS 


OFFICIALLY 
ADOPTED 
BIRTHSTONE 
LIST AND 
COSTUME 
JEWELRY 
CATALOGUE 


WRITE FOR 
ONE TODAY 


MFGR. TO RE- 
Tae 8 
5 PECIALISTS 
in RHINESTONE 

. Jeweled Creations. 
Necklaces, lenin Brooches, Dress Clips, Scatter Pins 
and Earrings (Pierced, screw or clip) Hand made, 
Prong set. 


Fantasy of Jewels 
MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. 























| WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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Post Exchanges. All such retail outlets 
will be designated as exchanges (Army, 
Navy, etc). They will stock a uniform list 
of goods largely in the nature of personal 
convenience and necessity but not items of 
veneral issue. In lines where there is a 
wide price range, ceiling maximums are 
set—considerably below previous maxi- 


mums in many instances. (See table on 


this page- 
Commissaries. Not later than January 1, 


next, all commissaries will be closed which 
now exist in “areas where it is determined 
that adequate commercial facilities are 
available at reasonable prices.” While 
commissary sales are limited largely to 
food items, some minor household goods 
are sometimes stocked. 

Personnel. A uniform system of identifi- 
cation of authorized patrons and closer 
supervision will be instituted. Also, buying 
privileges will be extended to all retired 
service personnel, widows and dependents. 
This will not materially increase patronage 
since it affects only Army and Air Force 
personnel (the Navy and Marine Corps 
previously permitted this). On the other 


Selected Items With 





hand, it corrects a discrimination or in- 
equity between the services which the com- 
mittee had criticized. 

The foregoing changes are estimated to 
cut in half the huge retailing operations by 
the services. While this is a relatively small 
matter to the national economy, it gives 
new life to merchants in service areas 
and particularly in those centers where 
cities and towns are relatively small in 
population. 

It is entirely probable that as long 
as the military forces remain at their pre- 
sent strength, the exchanges may do a 
gross annual business of $200 million or 
more. But in the future, they will pay for 
civilian services, utilities, and other costs 
formerly donated by the government, out 
of profits realized by a strictly regulated 
mark-up. 

Thus, no subsidization or special appro- 
priation will be necessary. The remainder 
of the profits, possibly around $10 million, 
will go into the special services fund as 
formerly, to buy recreation and athletic 
equipment for service personnel. 


Limitations Authorized 


For Sale By Army-Navy-Air Force Exchanges 


The following goods related directly and 
indirectly to the jewelry trade are included 
on the list of items authorized for sale 


Item Limitation 
JEWELRY 
Watches* ..... ee are $35.00 
RS er ere errr reer 35.00 
na ae ae 15.00 
Watch straps, bands, efc.* .. ............ 7.50 
SRR ET ey an nee MTC amare SeerT era 7.50 
eae eg eee ea 7.50 
Cece weer a ceek 2 ee eres Dae 5.00 
DT sccngugudeabedeades buna beds alackeues 5.00 
PE i datae Kaecedvaunk anewkusaseeune 5.00 
ES occ ckucwaueschsceansedacnaebeuses 5.00 
EI Rane re een mann men 5.00 
Clips or pins, tie or collar ............... 3.50 
I A a 2.50 
DIRT Sonbwgencche st sicukubnes o coteuies 1.50 
PHOTOGRAPHIC 
EN  ccinhG cicdewavnans ouddeuwakwicnds $75.00 
i ua diligent late 75.00 
SRS Cer res a 50.00 
ERE: I PETS Re 26.00 
6 6 hdd ala eee elena a eee 25.00 
I ers acer agi i seat ieee 15.00 
oi ad a egg el 15.00 
Sundry accessories, supplies .............. 15.00 
I og ee a ha ae 5.00 
ae Si or a re a ad 5.00 
WE Wetd de rica nuns unetebaieaieeueetoeds, None 
PERSONAL CARE 

en ee eee: $12.50 
nH eGertee ts: 10.00 
Perfumes Sree seaery 7.50 
Toilet waters (per bottle) ................ 5.00 
Shaving supplies ...............cccccceecce None 





by military post exchanges in the con- 
tinental United States, subject to price 
limitations as shown in the second column: 


6 tenn pean piaadehakeceieeeaeneee None 
So cet amie ek ad eden eae None 
SREP perenne ree er None 
Manicure items, including scissors and nail 

BY cdc cecuweenescen keene neeuesenesacenns None 

MISCELLANEOUS 

EE csi ennnchcsee wee bekeneeeyesesaein $35.00 
er ere er re rere: ret 35.00 
I 6h ea eee nek cael 30.00 
ED I io cohen eeeeweaeenend 25.00 
ee rer ee rene ee 25.00 
Sn. oc cccncccsoseeessecs 20.00 
SO I SE, WS cence sccceceaeens 10.00 
ot See tee ian denen ennaen eda 12.50 
i cs aeeckieenheeneennas 12.50 
eh ania eek es each cheek aawe 10.00 
Mechanical pencils .......... vheebedtenas 7.50 
Cigar, cigarette lighters* .... ............ 7.50 
RS I nc cc esc ccccne cnsccsewe 7.50 
EE ot cinengegelensswanebasceaeene 6.60 
ci os aa deeb a cdoaneedehkebaeaewhed 5.00 
> ae ere rr cern re 5.00 
 .. > cacedenmandnnddaneesanaesuua 4.50 
CY gee eee Cee ae ee eae wen 4.00 
i ek pein ekwaa 3.50 
Cigar, cigarette holders* ................. 2.50 
TD ct enhacscancten«eesannhas .25 
nih cakes tare nenksnn od new kes None 
I ee ee eee een .... None 
is ed eae cee Oe ee ees None 
bth oak ck Ceas Oke oR eh ERE RETRO! None 
EE sé ore hidnwacnwah cided ikke meen None 
Ree ee None 
Flashlights, accessories ................... None 
Envelopes and paper .................... None 


* No precious metals such as gold, platinum, to 
be used as cases or ornaments. 





Speidel TV Show Will 
Star Ed Wynn 


“The Ed Wynn Show,” CBS-TV’s spec- 
tacular new comedy-variety program star- 
ring Ed Wynn, King of Jesters, The Per- 
fect Fool, with a galaxy of top regular 
performers and guest acts woven into a 
hilarious funfest, will be sponsored by 
the Speidel Corporation, Providence, R. I. 

This first national television program to 
originate regularly in Hollywood will be 
presented each Thursday night from 9:00 
to 9:30 P.M., EST, with the premiere set 
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for Oct. 6. The telecasts will be carried 
live on the West Coast and presented over 
CBS-TV’s Eastern and Midwest inter-con- 
nected network by television recording. 

In sponsoring “The Ed Wynn Show,” the 
Speidel Corporation will be adding tele- 
vision to its ambitious watchband adver- 
tising program which already includes co- 
sponsorship of “Step The Music” an an- 
other network. 

Cecil & Presbrey, Ine., New York and 
Hollywood, is the advertising agency for 
the Speidel Corporatien. 








Never was there a 
silverware container so 
popular as the six-piece 
place setting roll! It is 
handy to use—lasts _in- 
definitely—is good look- 
ing and low in cost. Your 
name label on each con- 
tainer is a lasting adver- 


tisement for your store. 


Sample on request. Please 
mention color or _ color 
combinations you prefer. 


NoteNewAddress! 
Reeve & Mitchell Co. 


1898-1949 


300 Spruce St. 


PHILADELPHIA 6, PA. 





Reeve & 
Mitchell 


Kolls aud Gage 
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AUTHENTIC 


EMBLEMS 
created by 








AND COMPANY INCORPORATED 
546 So. Meridian St. © Indianapolis 4, Ind. 


A very popular and attractive ring mounting 
for setting your diamond to best advantage. 
Available in both 10K and 14K yellow gold; 
side eagles in white gold. Can be had with 
a prong top or closed bezel as shown. 

Emblems enameled in authentic colors — 
other combinations on special order. 





No. 1669 — 32nd Degree Ring Mounting. 
Memo and electros furnished on request. 
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RALPH BAYARDI 


Welcomes friends in the 
Jewelry Trade. Enjoy the 
superlative French-Italian 
cuisine and choice wines and 
liquors in this attractive, 
smart, mid-town restaurant. 


LUNCHEON * DINNER 
from $1.50 from $2.50 


Air-conditioned 
ELDORADO 5-9085 


MARIO’S RALPH 


58 East 53 Street New York, N. Y. 


























DIRECT 
MAIL 


Go direct. Get fast atten- 
tion for less! Our list of 
34,000 jewelers is finest in 











“Excise” Industries Hold 
Meeting In Washington 


Ruml, Henderson Reiterate Belief 
Repeal Still Possible This Session 


A strategy meeting was held in Wash- 
ington August 23 by representatives of 19 
industries which report rising unemploy- 
ment due to the continuance of the war- 
time excise taxes. 

During this meeting the representatives 
heard Leon Henderson, economic research 
director of the Jewelry Research Founda- 
tion, Inc., and Beardsley Ruml, Chairman 


_of that Foundation, retiring Chairman of 


the Board of R. H. Macy & Co., member 
of the American Retail Federation execu- 
tive committee and presently a director 
of the Bulova Watch Co., declare that 
there was still a definite possibility that 
Congress might yet take action this session 
to provide excise tax relief to those in- 
dustries demanding it. 

It was also stressed that unemployment 
will continue to rise this fall and winter 
unless these taxes are repealed during this 
session of Congress. The group agreed 
whole-heartedly to continue pressure for 
the repeal of these taxes, accenting the em- 
ployment aspect which is of particular 
concern to the present Administration. 

The group of organizations represented 
at the meeting were: 

American Hotel Association 

Air Transport Association 

American National Retail Jewelers As- 
sociation 

American Retail Federation 

Associated Fur Manufacturers, Inc. 

Gas Appliance Manufacturers Associ- 
ation 

Institute of Cooking & Heating Ap- 
pliances 

Jewelry Industry Tax Committee 

Jewelers Vigilance Committee 

Motion Picture Association of America, 


Ine. 


National Association of Credit Jewelers 
National Association of Music Mer- 
chants, Inc. 

National Association of Photographic 
Manufacturers 

National Association of Shoe Chain 
Stores 





New Gruen 
Sales Exec. 


A. S. Braude 


Assistant Sales 
Manager of 
Gruen Watch Co. 





Appointment of A. S. Braude as assis- 
tant sales manager of the Gruen Watch 
Co., Cincinnati, Ohio, is announced by 


National Authority Ladies Handbag Ip. 
dustry 

National Retail Dry Goods Association 

National Retail Furniture Association 

National Wholesale Jewelers Association 

Theater Owners of America 

An analysis of reports from the affected 
industries, fortified by governing statistics 
on current conditions, indicated that the 
steady decline in employment and sales of 
several months had experienced no inter. 
ruption in the summer period. Some ip. 
dustries reported that present employment 
ranged from 35 percent to 50 percent. 

The group was of the unanimous opinion 
that no further studies are needed to estab. 
lish the necessity of immediate excise tax 
repeal, and pointed out that elimination 
of these taxes had been promised within 
six months after Presidential declaration 
of the cessation of hostilities. These un- 
fair and discriminatory taxes have definitely 
proven to be taxes on employment, it was 
emphasized. 

The opinion was expressed that immedi- 
ate repeal of the wartime excise rates 
represents the next logical step in a well- 
rounded approach to peacetime taxation 
which will stimulate employment and pro- 
vide a base for more revenue. High taxes, 
like high prices, choke both production 
and employment. 

From reports available, the group was 
convinced that, given the opportunity, 
Congress would vote overwhelmingly for 
repeal of the 1941 and 1944 wartime excise 
taxes, and that only the opposition of the 
White House stands in the way of immedi- 
ate action. It was also pointed out that 
consumers all over the country have been 
voting against these excise taxes by their 
refusal to buy. 

The group will continue its collection 
of facts and figures on declines in en- 
ployment and sales, and will continue to 
bring these to the attention of the Admin- 
istration and Congress as they become 
available. with the expectation that the 
taxes will be removed before Congress 


adjourns. 


— ' 





cember. 1945—when he was discharged 
from the Army—as sales representative 
in southern Ohio and Kentucky. His head- 
quarters will be in the main office in Cin- 


cinnati. 








GEM STONE 
ENGRAVING 


FINE PORTRAITS - CAMEOS 
INTAGLIOS - SEAL ENGRAVING 
WARRIOR HEADS - REPAIR WORK 


° Original Designs Made to Order 

















U.S. Costs as little as $750 
per 1,000. Investigate! Profit! 


of o}-3 5 
LESS 


ACCURAT® ADDRESSERS CORP., 1233 6th AVE. N.Y. <. © Cl 55-5873 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 


Simon C. Gershey, Vice-President and Di- 
rector of Sales. 
Braude has been with Gruen since De- 
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EXPERT 
SPECIAL ORDER WORK 


Send your Special Orders to us and 
be assured of expert workmanship 
and speedy service at lowest price 


levels. 
In keeping with our policy of pro- 
gressive expansion, we are at this 


time enlarging our Special Order 
Department as a further means of 


serving you. 
Estimates Cheerfully Furnished 


METRO JEWELRY CORP. 
21 W. 46th St. New York City 











14 kt. Gold & Platinum 


Cigarette-Cases 
Powder-Boxes 
Lip-Sticks 
Bracelets, Rings 
Brooches, Clips 
Ear-rings 
Necklace Clasps 
Cuff-Links 
Styled and manufactured by 
GUTENSTEIN BROTHERS 


18 East 53rd Street 
NEW YORK, N. Y. 


Pacific Coast: 
Hubert A. Wood 


649 So. Olive St., Los Angeles, Cal. 














~_—____ 











HEAVY STERLING SPOON & FORK........ $1.25 
SAME PATTERN KNIFE, FORK & SPOON. . $2.25 


Attractively Boxed 


These are the fastest selling Baby Sets on 
the market. Frankly we are using them as 
account openers with the object of selling 
you other items later. The supply is limited. 
Order a quantity today. 


A. B. FRANK 


Manufacturing Silversmith 
2060A Fulton St., Brooklyn 33, N. Y. 




















SMELTERS & REFINERS 


Specialists in 
Processing Precious Metals 


JOHN STREET REFINING CO., INC. 


REctor 2-0853 


























| 244 WATER ST. NEW YORK 7, N. Y. 
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GOLD 


BANGLE WATCHES 
LINK BRACELET WATCHES 


EXCLUSIVE DESIGNS 





STYLED AND MANUFACTURED BY 
ERIC E. SIEBERT, INC. 
665 FIFTH AVENUE 
NEW YORK 22, N. Y. 








The World's Smallest 
KEY CHAIN and FLASHLIGHT 


now in 


GOLD FILLED 


(1-20-12 kt.) 
Engine 
turned 


$5.50 


Plain 
$4.80 
(Keystone) 













Also... 
° 14 kt. $56.00 ) 


¢ Plain sterling $4.20 /\ 


¢ Engine turned 
sterling $4.50 
(Keystone) 


HANDSOMELY BOXED 
Additional batteries free! 


cd 
LEWIS KIRSCHMAN CO., INC. 
501 Madison Ave., New York 22, N. Y. 
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ILVERWARE 
: RECONDITIONED 
~~’ : \ [ me 





a Nain rs SSS 


Let our organization, established 46 
years and staffed with the finest crafts- 
meti in the country, do your work and 
GUARANTEE IT! 


SILVER PLATING 
GOLD PLATING 
HOLLOW WARE 
NEW PARTS REPRODUCED 


ENGRAVING REMOVED,’ REFIN- 
ISHED, REPLATED AND  LAC- 
QUERED 


Repairing of the most intricate nature 
on sterling and plate, for the discrimi- 
nating jewelers from coast to ccast. 


Send pieces for accurate estimate, 
or for approximate estimate, write to: 


OXFORD SILVERSMITHS CO. 


REPAIR DEPT. 
Established 46 Years 
875 2ND AVENUE NEW YORK !7, N, Y. 
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7 PROFIT-MAKING MINIATURES 








the GREATEST Mini-Cam VALUE 


The TONE CAMERA 




















F:3.5 Anastigmat Lens EITHER 


e 
@ Focusing Mount—3 ft. to Inf. 

@ 1/25 to 1/100 sec. Cocking Shutter CAMERA 
@ Eye Level and Waist Level Finders LIST 
© Complete with Leather Case 


9 
MYC RO tay i 


above 








LOWEST PRICED 
MIDGET CAMERA 
ON THE MARKET 


MIGHTY 


Precision camera with 
f:4.5 lens and genuine 
leather ome 


SIMILAR TO / TO ABOVE 
SAME PRICES 





LIST 


$7.95 * $4. 77 


VESTA 











NOW! AT REDUCED PRICES 


RU BIX- 
RUBINA 


Professional 
Miniature 


© Color Corrected f:3.5 Anastigmat Lens 

®@ Precision Shutter, 1/25 to 1/100 sec. & B. 

© Finest Miniature Camera at NEW, RE- 
DUCED PRICE COMPLETE WITH CASE 


LIST $24.50—NET $11.97 














> A Precision Miniature Camera 


- STEKY 


@ Precision Pocket Camera 
@ F:3.5 Stekinar Lens 

@ Interchangeable Lenses 
® Automatic Film Counter 
@ All-metal Chromed Finish 





COMPLETE 


COMPLETE IST $09.95 — NET $14.97 








PHOTOMATIC 


precision lighter for all 
photo fans 


An amazing replica of a 
camera, boxed with de- 
tachable tripod for desk 








or pocket. Cable-release 
igniter. 
CAMRA-LITE preci- 


Retails at $4.95 
Your Cost $2.97 


sion lighter, with tri- 
pod. Retails at $5.95. 
Your Cost $3.57. 















el 


\4 


Nemwdh OCEAN PHOTO SUPPLY 
ES 7/11 Ww. 20th ST NEW YORK 11 














Levy represents the third generation of 





Jewelry Industry Council 
Appoints Promotion Manager 


As another step in the expansion of its 
nation-wide publicity and fashion program, 
the Jewelry Industry Council has ap- 
pointed Arthur G. Mathews as Promotion 
Manager, it is announced by Albert E. 
Haase, Executive Director. 

Before joining the Council’s _ staff, 
Mathews was Advertising Manager of the 
Pitman Publishing Corporation. With Pit- 
man, he was also Advertising Director of 
The Art Directors Annual of Advertising 
Art. 

Previously, Mathews served as Sales 
Promotion Manager of the Marketing & 


ARTHUR G. 
MATHEWS 


Appointed 
Promotion 
Manager 

of Jewelry 
Industry 
Council 





Research Division of Dun & Bradstreet. 
He was also Public Relations-Research Di- 
rector of The Fifth Avenue Association and 
Publicity Director of The Citizens Budget 
Commission of New York City. 

While with Dun & Bradstreet, he di- 
rected a nation-wide market survey of the 
newspaper field involving interviews with 
the top executives of 1470 daily news- 
papers and with publishers of weekly 
papers and commercial printers through- 
out the country. 

A graduate of Amherst, where he was 
Phi Beta Kappa, Mathews first entered 
newspaper work—serving on the staff of 
The Springfield Republican, Springfield, 
Mass., and then with The Gannett News- 
papers in upstate New York. 





Feature Lock Mats 


Feature Ring Co., Inc., is offering a 
new and elaborate Jewelers’ Promotion 
Kit and Mat Service on its nationally ad- 
vertised Feature Lock Diamond Rings. Ac- 
cording to Henry Peterson, President of 
the firm, to tie in with the Feature Lock 
national advertising which will run in 
eight big circulation magazines, starting 
early this fall. Look, Vogue, Charm, Seven- 
teen, N. Y. Times Magazine, True Con- 
fessions, Photoplay, and Modern Screen 
are listed on the schedule. 

The kit is available through distrib- 
utors, or Feature Lock Diamond Rings, 
126 West 46th St., New York City. 


N. B. Levy & Bro. Co. 
Elects New Vice President 


Miss Ann Jean Levy, who for the past 
three years has been employed in vari- 
ous capacities with N. B. Levy & Bro. Co., 
Scranton, Pa., was recently elected vice 
president and a director of that firm. Miss 


























the Levy family to be affiliated with the 
management of the store. The business 
was established in 1889. 

Irwin J. Levy continues in the capacity 
of president and treasurer. 


IMPORTANT 


Manufacturers — Importers 
and Wholesalers 


Thousands of questionnaires re- 
questing information and _ illustra. 
tions for the Sixth Edition of 
TRADE MARKS OF THE JEWEL. 
RY AND KINDRED TRADES, 
now in preparation, were mailed to 
concerns throughout the industry. 
This is the most widely used book 
in the trade and consequently it js 
imperative that the trademarks and/ 
or registered trade names used by 
every concern in the jewelry and 
allied trade be included in this ney. 
est edition. 

These marks and trade names will 
be published at no obligation to 
you. 

Have you returned your question- 
naire? If not, please do so at once. 

If you failed to receive a ques- 
tionnaire one will be sent to you im- 
mediately on receipt of your request 
written on your business letterhead. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street 
New York 17, N. Y. 











REPAIRS and PLATING 
in GOLD and SILVER 


30 Years of Continuous 
Service to the Trade 

















F233 trom 
Coast 
to 
ee Coast 
(Before) 
(After) 
Highest 
Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silve/smiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Collections on May Sales Drop 3% 


Collections of the 20 per cent retailers’ 
excise tax on jewelry declined approxi- 
mately three per cent during the month 
of May, according to figures supplied by 
the Bureau of Internal Revenue. 

The tax collected on jewelry sales made 
in May, 1949, amounted to $15,705,238.35, 
while that for May, 1948, was $16,249,- 
219.07. Thus, May, 1949, tax collections 
dropped $543,980.72 below those for the 
preceding year. . 

Compared with the preceding month, 
May, 1949, excise tax collections appear 
extremely favorable—they increased 17 per 


cent. 
Collections of the 20 per cent retail 





excise tax on jewelry for sales made dur- 
ing the month of May, 1949, are stil! con- 
siderably higher than the average May 
collections for a six-year period. 

Since jewelers have until the end of the 
month following a sale to submit their 
returns of the jewelers’ excise tax, and the 
figures published by the Bureau of Inter- 
nal Revenue represent collections of the 
tax during the month concerned, it has 
been necessary to make allowance for this 
discrepancy. Month-by-month data has 
been adjusted, and the figures indicated 
actually represent the tax paid on sales 
made during May, although the tax was 
collected by the Government in June. 








Waltham Stockholders 


Flect Five New Directors 


Stockholders of the Waltham Watch Co. 
held a meeting during August and elected 
4 new board of directors to the firm. They 
also authorized steps necessary to consum- 
mate the reorganization plan approved on 
June 10th by the Federal Court. 

The new directors are: J. Edson An- 
drews, vice president of the Gale Shoe 
Manufacturing Co., Boston; John G. Daley, 
plant manager of the New England Tele- 
phone and Telegraph Co.; James F. Fitz- 
gerald, president of the J. F. Fitzgerald 
Construction Co., Boston; John J. Hagerty, 
general manager of Waltham Watch Co., 
and Albert C. McMenimen, vice president 
of the Boston Edison Co. 

The ten stockholders present at the 
meeting in the Waltham plant held proxies 
for more than 190,000 shares. Among those 
at the meeting was Judge Samuel Eisen- 
stadt of Boston, representing the _ stock- 
holders’ committee. A majority of the 
stockholders had previously approved the 
plan of reorganization. 

The stockholders approved cancellation 
of presently authorized and issued stocks 
and warrants and creation of 5,000,000 
shares of $1 par new capital stock. They 
also voted to authorize issuance of new 
stock under the reorganization plan and 
stock not issued under the plan. Also 
authorized were instruments necessary to 
obtain a Reconstruction Finance Corpora- 
tion loan. 

Three of the five directors elected at 
the meeting will serve as voting trustees 
and will control the company until an RFC 
loan has been repaid. They are Messrs. 
Andrews, Daley and Fitzgerald, all ap- 
proved by the RFC. 

Completion of the $6,000,000 RFC loan 
will be followed by transfer to the Waltham 
Company of the assets now held by three 
court appointed trustees who carried out 
the reorganization. They are Daniel 
J. Lyne, Judge Jacob J. Kaplan and C. 
Keefe Hurley, all of Boston. 

Mr. Hagerty is expected to be elected 
president of Waltham. He has been general 
manager of the company as agent for the 
trustees under the reorganization since 
April 6th. 
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The stockholders meeting was adjourned 
to August 29th in the event further action 
by the stockholders may be needed. 





Norfolk and Portsmouth RJA 
To Hold Annual Dinner Meeting 


Approximately 125 persons are expected 
to attend the annual dinner meeting of the 
Norfolk and Portsmouth Retail Jewelers 
Association to be held on September 19th 
at Thalia Acres. 

Guest speaker will be Leon Engel, 
Chairman of the Jewelry Industry Tax 
Committee, who will discuss the retail 
excise tax on jewelry. 








Delphic Puzzle Ring 

















Now Profit From the Most 
Amazing Sales Success in Years 


FAVORITE abroad, this 

fascinating ring sells on 
sight at this low price and at- 
tracts customers like a magnet. 
Its 4 bands are at once a beau- 
tiful ring and an _ intriguing 
puzzle. Photographic instruc- 
tions with each ring. It’s a sure- 
fire attention and sales-getter. 


DON'T DELAY—ORDER NOW 
Only $12 doz. to retailer in Sterling 
Silver. ($8 ea. in 14K _ Gold). 
Specify sizes. plain or ornamented. 
Free display card. 


Jobbers write or wire for prices’ - 











STEIN-GOR PRODUCTS 


One Sheridan Square, N. Y. 14 








RUBBER DISCS ‘ 
for COSTUME JEWELRY CASTING 


CAST substitute alloys for 
WHITE METAL 


USE FP Gray Discs 
Simmon Black Discs . 
FP 362 (Black) 








. . . for low temperatures 
. . for low or high temperatures 
. . . for high temperatures 


STANDARD SIZES. Discs are accurately tre-cut and sold in sets 
of 2 discs to form molds 9" diameter x |" thickness. Discs for molds 
12"' diameter x |" thickness also in stock. Special sizes and sheet 


material also available. 


Prompt shipment. 


Complete casting installations 
quoted on request. 


ALEXANDER SAUNDERS 
& CO. New York 14, N. Y. 





95 Bedford Street 


Inquire for quantity prices. 
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C. THOMAS & CO. 


Incorporated 


33 West 30th Street 
New York 1, N. Y. 








—to the Jewelry Trade— 





w SA 


EWELERS’ ITEMS 
in finest Leather 
Goods, featuring super- 
lative quality and work- 
manship, — plain and 
14-kt. gold-mounted, 
including: 


BILLFOLDS 
WALLETS 
CARD CASES 
KEY CASES 


MEMO-ADDRESS 
BOOKS 


— and — 
Gold-tooled Leather 
Gift Novelties, suited 
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Earrings in various patterns in 14 KT 
Green and Red Gold. 

St. Christopher Key—14 Kt in three 
sizes ; 
Links to match. 
Love 
Green Gold Combination in four sizes. 
Earrings, 
match. 


| CLIFFORD A. MILLER & CO., Inc. 


64 West 48th Street « 


also Bill Clips, Charms and 


Knot Ring—14 Kt Red and 
Cuff Links and Studs to 


Our comprehensive line of 
Goid, Platinum and Enamel 
Nowelties, including Vanity, 
Cigarette and Card Cases 
are distinctive and have 


sales appeal. 


Manufacturers 
New York 
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| JIC Style Expert Reports 


(From page 261) 


ry—possibilities which offer the designer 
a plus piece for the highlighting of his 
work. In explanation she said: 

“The clothes shown in the past few 
days at the Paris openings confirm the 
fact that fashion-wise, this will be one of 
the most important jewelry seasons we 
have had in a long time. 

“This year of all years we in the jewelry 
industry can be happy about the fashion 
picture, because thanks to the dictates of 
fashion, jewelry, always an important ac- 
cessory, has been given a new significance.” 
Pointing to the various reasons why women 
will be checking their jewelry boxes this 
year, Miss Percilla said: “The simple, 
wearable beauty of the new clothes, their 
elegance of line and often heavy textured 
fabrics, call for jewelry not only in larger, 
more important pieces, but in_ larger 
quantity.” 

Discussing the fashion picture in gen- 
eral, she said: “Because of the fast-moving 
pace of our lives we have learned to like 
the short evening gown and since de- 
signers base their creations on something 
more than the mere whimsy of which they 
are sometimes accused, the new collec- 
tions are full of formal, bare shouldered 
evening gowns cut short of the ankle. No 
accessory in the world can provide the 
finishing touch of formality needed by 
these brief little gowns except jewelry, and 
lots of it,” she declared. 

“The fashion for short hair has only 
just begun,” Miss Percilla told the jewel- 
ers. “Once we finally got the courage to 
cut our hair despite the hue and cry of the 
male populace, we decided to go all the 
way. You may be sure, our hair, like our 
skirts, will get shorter before it gets 
longer. 

“Less hair means more earrings, espe- 
cially the long, drop ones which harmonize 
with the sleek smooth line of brief hair- 
dos and helmet-like hats with sharply ris- 
ing crowns.” 


Engel Presides Over 
General Tax Meeting 


The Thursday morning meeting took the 
form of a general tax meeting presided 
over by Leon J. Engel, Chairman of the 
Jewelry Industry Tax Committee. Engel 
reviewed the highlights of recent activities 
in the excise tax fight which would be of 
particular interest to retailers in their co- 
operation on this effort. 

Paying tribute to the many jewelers and 
organizations which had helped him in his 
work, he emphasized the necessity for 
alertness on the part of every retailer in 
taking advantage of opportunities to focus 
the attention of their legislators on the 
effect of the tax. 

Engel introduced Leon Henderson who 
has been retained by the Jewelry Research 
Foundation to gather pertinent facts re- 
garding the industry for use by the tax 
committee in its present tax fight. 

Henderson explained that the recently 
formed Jewelry Research Foundation has 
been trying to take its proper place in the 


fight for the repeal of the excise tax by 
bringing together in one place the facts 
which are essential if the efforts of the 
tax committee are to bear fruit. This effort 
said Henderson, has taken many forms and 
he emphasized that “now is the time” 

The main question is whether or not at 
the present level of the national budge; 
there should be further deficit financing. 
Henderson directed attention to a recent 
statement by CED that under some circum. 
stances it is advisable to have deficit 
financing. Henderson also felt that jt 
would not be necessary for the jewelry 
industry to suggest a substitute tax to re. 
place the cancelled excise income. He also 
pointed out that one of the restraining 
factors in changing President Truman’s 
attitude toward excise taxes was the rise 
in the June and July Federal income from 
excise taxes. Henderson felt that this was 
an important factor in fixing the Pregj. 
dent’s present attitude to postpone con. 
sideration of excise repeal to next year, 
Henderson said there were several reasons 
why the June and July income from ex. 
cises were higher even though those in 
the industry were laboring under reduced 
profits. He explained that there is always 
a lag in payment of taxes and that records 
in past years show that this June and 
July income is due to retail business done 
months before. 

Too, many promotions by department 
stores and jewelers during February, 
March and April would tend to keep the 
business income up while the profits ac- 
cruing from such sales and promotions 
would represent greatly reduced income 
or perhaps a loss to the jeweler. Thus, a 
high dollar volume of business could exist 
while the Treasury Department would be 
the only beneficiary. 

Henderson emphasized 


that although 

















HOME OF GOLDEN CIRCLE 





JEWELERS 
VISITING 
NEW YORK 
MAKE 


Hntel King Edward 
120 W. 44th St., N. Y. 18 
Your HEADQUARTERS 


Situated in the Center of 
THE JEWELRY TRADE 


BLOCK FROM FIFTH AVENUE 
BLOCK FROM BROADWAY 
NEAR ROCKEFELLER CENTER 


All 300 rooms with private bath and radio. 
Television available. 

Modern !7-story fireproof building. 
Singles from $4.00 and double rooms 
from $6.00. 

For reservations write or phone: 

Miss J. Pratt, LUxemburg 2-3900 
Jules B. Zeif, Managing Director 


HOME OF GOLDEN CIRCLE 
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everyone recognizes certain bad effects 
caused by the excise taxes, the arguments 
of the industry as presented to the legis- 
lative bodies are diluted by the lack of 
uncontrovertible evidence, and, therefore, 
he asked that wherever possible retailers 
should make suggestions to the Jewelry 
Industry Tax Committee as to how best to 
uncover such evidence which could be 
presented to Congress. 

Paying tribute to the unselfish and sus- 
tained effort of the Jewelry Industry Tax 
Committee and the personal sacrifices of 
its chairman, Leon J. Engel, Henderson 
repeated his plea that now is the time to 
get something done on the tax. He revealed 
that representatives of 21 industries will 
get together in Washington on August 23 
to plan a drive which would bring results 
during what is left of the present session 
of Congress. 


Committees Report— 
New Officers Elected 


The final meeting of the convention, the 
ANRJA Business Session, was seld in 
the Wedgwood Room of the Waldorf 
Astoria on Thursday afternoon, with 
President Maurice Adelsheim as chairman. 

The first item of business on the agenda 
was the report of the chairman of the va- 
rious standing committees. 

Louis Haimann, Morristown, N. J., 
chairman of the Fair Trade Committee, 
gave the first report, outlining the activi- 
ties of his group. Pointing out that the 
committee had investigated a number of 
instances where Fair Trade Laws were 
not being observed, and had written the 
manufacturers reporting violations, Hai- 
mann said that in some instances coopera- 
tion had been excellent (with consequent 
action) and that in other cases manufac- 
turers had been apathetic, concerned 
mainly with the volume sold by the offend- 
ing outlet. 

Reporting briefly on the work of the 
Finance Committee, Myron Everts, Dallas, 
Tex., stated that there had been no need 
for action on the part of the group, since 
no extraordinary crises had made addi- 
tional funds necessary. “In short,” Everts 
said, “our house is in good order.” 

Reporting on Trade Diversion, Phineas 
Peters, Brooklyn, N. Y., chairman of that 
committee, stated that there would be no 
trade diversion problem at all if certain 
manufacturers and wholesalers did not 


permit unethical retailers to handle their | 


products. He outlined the steps taken dur- 
ing the year to curb this ever-present evil. 

Arthur R. Kirby, Alexandria, Va., chair- 
man of the Sub-committee on Military 


Stores, spoke briefly, citing his Monday | 
afternoon address as his actual repert. He | 
reiterated, however, that there is no law. | 
at present, governing the operation of | 
PX’s and Ship’s Stores—they are con- | 


trolled exclusively by a Congressional Com- 
mittee which mav change its mind at any 
time. “The time has come.” he said, “when 
such matters should be subject to law, 
not the whim of a board, committee or 
individual making a directive.” 

The chairman of the Committee on 
Trade Marks and Qualities. Sidney L. 
Stevens. Salem, Ore., reported that a new 
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National Stamping Law is currently in 
the making and that no great activity on 
the part of this committee is possible until 
after its enactment. The only flaw in the 
upcoming law, he observed, is that it does 
not adequately cover silverplated flatware. 
This matter, he promised, will be straight- 
ened out in the future. 

In his annual report Charles T. Evans, 
ANRJA_ Executive Secretary, dispensed 
with a detailed account of his office, merely 
pointing out that it was functioning efh- 
ciently and well. “We are all one big 
happy family,” he said, “anxious to serve 
the membership of ANRJA.” 

Hoyt T. Purvis, Treasurer of ANRJA, 
stated in his report that the organization 
is in a sound financial condition. This he 
attributed to the leadership of Maurice 
Adelsheim, and the efforts of Myron Everts, 
Chairman of the Finance Committee. 

Reporting as Chairman of the Resolutions 
Committee, Durward Howes, Los Angeles, 
Calif., immediate past president of ANRJA, 
submitted the following: 

A resolution that ANRJA express its 
appreciation to the House Armed Services 
committee “for its thoughtful consideration 
of Retailing’s problem,” together with a 
resolution that ANRJA “continue its oppo- 
sition to the operation of military stores 
insofar as they abrogate the historic prin- 
ciple upon which their operations were 
originally autherized; 

A resolution memorializing the late 
Edward H. Hufnagel, ANRJA’s ninth 
President who passed away during the 
year; 

A resolution perpetuating the memory 
of the late A. W. “Andy” Anderson, who 
served ANRJA for 33 years; 

A resolution exhorting the President of 
the United States to alter his attitude 
toward relief from the excise tax and to 
so instruct Congress; 

A resolution urging Congress to study 
the Hoover Report and adopt as many of 
its recommendations as possible; 

A resolution expressing confidence in the 
work of the Jewelry Industry Tax Commit- 
tee and its Chairman, Leon J. Engel: 

A resolution expressing sincere gratitude 
to retiring President Maurice Adelsheim, 
together with the expressed hope that his 
sound counsel would be continuously avail- 
able toward the solution of ever rising 


problems; 
A resolution thanking outgoing Vice 
President Paul Morrison, Kalamazoo, 


Mich., and A. W. Molin, Portland, Oregon, 
for their constructive accomplishments; 

A resolution thanking the chairman of 
all ANRJA Committees, particularly Louis 
Haimann, Phineas Peters, Arthur Kirby, 
Oscar Kind and H. Victor Paul; 

A resolution informing all manufacturers 
of Fair Traded products that ANRJA is 
disturbed over non-observance, together 
with a resolution that this fact be made 
known to all manufacturers of products 
which are Fair Traded; 

A resolution pledging ANRJA support to 
the Jewelers Vigilance Committee, the 
Jewelers’ Security Alliance, the Jewelry 
Industry Council, the Horological Institute 
of America, and the National Jewelers 
Fire Insurance Company; 





A resolution expressing thanks to ey. 
hibitors, convention speakers, management 
and personnel of the Waldorf Astoria 
hotel, and convention bulletin advertisers, 
and 

A resolution that all members of the 
retail jewelry industry support the trade 
press because of its “unusually high degree 
of cooperation with ANRJA.” 

Harry G. Matthew, former ANRJA Re. 
gional Vice President, Asheville, N. C, 
Chairman ef the Nominating Committee, 
then presented the slate of ANRJA officers 
proposed for the coming year, as follows: 

President, Kenneth I. Van Cott, Bing. 
hamton, N. Y. 

Vice Presidents: New England—Robert 
A. Abbott, Lowell, Mass. (re-elected), 
North West—Harry L. Carter, Kansas City, 
Mo. (re-elected) , South West—B. C. Clark, 
Jr., Oklahoma City, Okla. (re-elected), 
South East—Leo Henebry, Roanoke, Va. 
(re-elected), Pacific—Sidney L. Stevens, 
Salem, Ore. (replacing A. W. Molin, 
Seattle, Wash., retiring), Central—H., C. 
Kirkberg, Fort Dodge, Iowa (replacing 
Paul E. Morrison, Kalamazoo, Mich., re- 
tiring), and Middle Atlantic—Oscar Kind, 
Jr., Philadelphia, Pa., (replacing Kenneth 
I. Van Cott, elected President). 

Treasurer, Hoyt T. Purvis, Jonesboro, 
Ark. (re-elected), and 

Secretary, Charles T. Evans, New York, 
a ws 

Following the installation of the new 
oficers by Myron T. Everts, Past Presi- 
dent of ANRJA, President Van Cott ad- 


journed the convention. 
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Jeweled Watch Price Cuts 
Seen Unlikely by Shennan 


Retail sales of fine jeweled watches are 
being retarded this year because the 
public is waiting for drastic price reduc- 
tions which are not likely to materialize. 

That is the opinion of James G. Shennan, 
president of Elgin National Watch Com- 
pany, one of the three exclusively American 
manufacturers of jeweled timepieces. 

In a statement issued recently at the 
annual trade show of the American Na- 
tional Retail Jewelers Associatien in New 
York, Shennan said the principal reason 
Elgin can’t reduce prices is that its prices 
have not been increased appreciably. 

“The base price of our line has not 
increased since the war,” he explained, 
“and the average prices of our watches 
have risen only 16 per cent since that 
time despite an increase of more than 
100 per cent in wages and general opera- 
ting costs.” 

“Although during the past several years 
the demand for fine watches has been 
greater than the supply, we considered it 
to our best long-range interest to maintain 
the lowest possible prices. This has been 
accomplished by better production and 
distribution methods, and by reducing our 
margin of profit.” 

Another factor influencing sales of the 
exclusively American manufacturers, he 
said, is continued heavy imports of Swiss 
watches. 
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Pointing out that only three manufac- 
turers have survived of the more than 
60 American firms which made jeweled 
timepieces during the past century, Mr. 
Shennan declared: “This trend, combined 
with continued heavy imports, and lew 
tariffs on imported watches, has an alarm- 
ing national-defense implication which has 
been recognized by the National Security 
Resources Board. 


He said that body recently listed the 
American jeweled watch industry as one 
of its four major industrial problems in the 
event of war. 


“National defense planners,” Shennan 
explained, “believe that in the event of 
anether war, the U. S. will be cut off com- 
pletely from Switzerland. This would mean 
that the American industry must not only 
produce all military timing instruments for 
the United Nations, as it did during World 
War II, but also America’s entire require- 
ments in commercial-grade timepieces. 


“Such production would require a large 
reservoir of highly skilled personnel,” he 
added. “If the present reservoir is allowed 
to diminish through the inroads of Swiss 
competition, American manufacturers sim- 
ply won’t have the trained manpower 
ready when and if it is needed. “That 
is why the industry views its skilled workers 
as one of America’s most important ‘stock- 
piles’ for national defense.” 


While conceding the general virtues of 
the federal government’s reciprocal trade 
program, Shennan said that American man- 
ufacturers had asked that the problem of 
Swiss competition be given special consider- 
ation by Congress because of its national- 
defense importance. 


“We agree with the objective of achiev- 
ing world peace through freer world ex- 
change of materials and_ ideas,” he 
emphasized. 

“But we are sufficiently realistic to be- 
lieve, with most thinking Americans, that 
skills and equipment essential to national 
defense must be preserved. 


“We do not ask for quotas, subsidies or 
embargoes. All we ask is that duties on 
Swiss-made movements be placed on a 
realistic basis, so that domestic manufac- 
turers and importers will have an equal 
opportunity in the American market. We 
ask equality of movement costs at the 
border. From that point on, the material, 
labor and other services required, are and 
should continue to be on a competitive 
basis.” 


Walter R. Thomas, Inc., Buys 
Reece Store in Albany, Ga. 


Walter R. Thomas, Inc., a chain of 
jewelry stores with headquarters in At- 
lanta, Ga., announces the purchase of 
Thad B. Reece, Inc., a retail jewelry store 
in Albany, Ga. Walter R. Thomas, presi- 
dent of the chain, said that his corporation 
has assumed all the assets and liabilities 
of the Albany store and would take over 
operations at an early date. Ray H. Ste- 
phens, formerly manager of the company’s 
store in Athens, Ga. has been named man- 
ager of the Albany unit. 
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q Boston’s summer-long drought has had 
far-reaching effects, but few hardly ex- 
pected it would reach the jewelry field— 
but it did. A rack of umbrellas has stood 
the test of time and dry spells in the 
Shreve, Crump & Low store, with scarcely 
a sale chalked up during the current dry 
spell. It recalled to old-timers in the 
store the days when, at the former location 
on West & Tremont Sts., this store used 
to carry a stock of from 300 to 500 um- 
brellas and gold-headed canes, and hired 
a special engraver to carve initials and 
monograms on the handles. In those days, 
few department stores stocked umbrellas, 
and residents of the Hub always picked up 
the rain sticks—and the canes, too, at their 
favorite jewelry stores. 

q This bit of reminiscing carried over to 
the neighboring store of John Kennard, 
who dug out from his archives a stack of 
old photographs, showing the old Bigelow 
& Kennard store on West St. back in 1897. 
One picture failed to show any umbrella 
racks—but it did show a showcase stacked 
full of hat pins which were featured at the 
time. “Try and find one today,” commented 
John Kennard. The old photos showed 
salesmen with full beards and moustaches, 
and errand boys in knee pants. 

q Sidney Fisher of Sidney Fisher & 
Brother, 906 Jewelers Building, was mar- 
ried in Brookline, Mass., on August 21. 

q Two big Boston Gift Shows—one at the 
Hotel Statler and the other at the Parker 
House—are already “musts” on the lists 
of many New England jewelers who plan 
to attend, during the week of Sept. 12 to 
16. 

q Paul Ingersoll has taken over the man- 
agement of the giftware department of 
Bigelow Kennard & Co. Willis Currier of 
the same store has taken his first vacation 
away from Boston in 20 years, spending 
it in Vermont, where he hopes, according to 
store associates, “to dig up talent for the 
store’s soft-ball team.” The B. & K. store 
figures that in its recent game with Shreve, 
Crump & Low that the latter team rung 
in a few “ringers.” 

q Jack Glaser of Glaser Brothers, 910 
Jewelers Building, together with son Stan- 
ley and family recently took an extended 
vacation trip to Canada and northern New 
York State. 

q Shreve, Crump & Low are displaying an 
“exclusive in Boston” line of hand-enam- 
eled “bird” brooches, colors of which are 
baked on and give true representations of 
blue jays, pheasants, and other colorful 
birds. 

q More sports honors accrued to Mrs. 
Rose Marshall, Secretary of the Travis 
Farber Co., 909 Jewelers’ Building when 
she won the women’s tennis championship 
while on vacation at Alton Bay, N. H., 
winning from Miss Patricia Goldberg of 
New York City, 6-3, and 6-1. 


q Harry Sederquest, formerly associated 


NEW ENGLAND 





with the D. C. Percival & Co., has joined 

the firm of Haselton & Co., 702 Jewelers 

Building, and will cover New England 

q Louis Swartz and Nat Ritter of Universal 

Watch Co., 703 Jewelers Building, recently 

purchased the D. W. Brennan jewelry store 

at 8 Scollay Square, Boston, and wil] oper: 

ate both places. 

q These “cruising jewelers” continue to cy; 

the waters off the New England coast. Roy 

S. Brooks of Mauran Watch Co., 712 

Jewelers Building, was aboard the cruiser 

Evangeline for several days around Cape 

Cod, and a week or so later was a guest 

aboard the U. S. Destroyer Balsalmo, in jts 

trial cruise from the Fore River Shipyard 

before the vessel was turned over to the 

Navy. A week after, he took his fellow 

directors of the Boston Jewelry Club— 

Allen Davidson, Ellsworth Read, J. Gould 

Cook, Albert Munnis, and John Kennard— 

for a cruise aboard his own boat, winding 

up with dinner at the Quincy Neighbor. 

hood Club. 

q Harry Webster and Mabel Sterling of 

the Mauran Watch Co. managed—between 

cruises of Mr. Brooks—to sandwich in a 

couple of vacations for themselves, 

q A bit of hot-weather cleaning up was 

in process during August along with 

redecorating and a complete overhauling, 

in the Louis A. Jacobson quarters, 607 
Jewelers Building, during which son Alvan 
Jacobs was off on an extended cruise. 

q Frank Reilly, salesman for New England 
for the Bella A. Glass Co., 609 Jewelers 
Building, became engaged recently to Miss 
Margaret O’Brien. 

q Stores of Lawrence H. Pearlstein and 
C. V. Keshishian, 502 Jewelers Building, 
were both closed for vacation—July 23 
to August 7. 

q When it came to closing down, however, 
it was the heat which slammed shut the 
doors of the Katherine A. Murphy Co. 
509-11 Jewelers Building, and caused them 
to hang out a cleverly made sign, headed 
by newspaper headlines of the day: “Hot, 
Hotter, Hottest” and followed by the clos- 
ing notice and a postscript to the effect 
“We say. hotter today.” 

q New tile flooring was laid during August 
on the halls of the third floor of the 
Jewelers Building. 

q Ralph Cohen of A. Frisch & Co., 306-7 
Jewelers Building, spent his vacation at 
East Brewster, Cape Cod. 

4 The H. P. Zeininger firm, 811 Wash- 
ington Building, was closed between Auw- 
cust 1 and 15 for the annual vacation. 

q Actually, when it came to vacations, 
postcard views in every store and office 
with their usual “wish-you-were-here, hav- 
messages, bespoke of vaca- 


9 


ing-a-fine-time’ 
tions near and far. 

q Frank E. Morrow of Camden, Maine, 
recently a patient at the Pratt Diagnostic 
Hospital, Boston, is back home _ con 
valescing. 
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q Leslie H. Porter of the fourth floor, 
Jewelers Building, long has expressed his 
wish for “a farm down in Maine.” This 
vear, he has been raising vegetables, and 
doing a bit of watchmaking on the side, 
in Thorndyke, Maine, hoping sometime to 
ome a full-time farmer. 

of Jones and Hopkins, formerly 
Boylston St., Boston, and which 
recently went to 20 Park Square has moved 
again into the quarters at 16 Province 
St., Statler Office Building, formerly occu- 
pied by the Thomas J. Fagan jewelry store. 
The latter recently moved to the C. H. 
Singleton jewelry store, 292 Boylston ‘St. 
4 Eugene Sanger of Sanger & Co., 509 
Washington Building, has been telling a 
new “Philadelphia Story” since his return 
from the City of Brotherly Love, where 
he went right after the convention of the 
New Hampshire Retail Jewelers Associa- 
tion in Portsmouth, N. H. Mr. Sanger was 
able to tell his daughter and granddaughter 
(the latter on her first visit to New En- 
gland) something of New England history, 


bec 
q The firm 


located on 


too. 
4 Henry Kamlot, of the same firm name, 


307-10 Washington Building, has _ been 
attracting a lot of attention with his 


display of an old-time alarm clock, the 
face of which shows a fisherman with his 
rod and line. Every 30 seconds, he catches 
a fish which he hauls out of the water be- 
low. 

q A real “mecca” for hot-weather custo- 
mers—and visitors, too—has been the air- 
conditioned quarters of Barry & Epstein, 
401-4 Washington Building; an ideal place 
to cool off. 

q Leo Satz of Ware, Mass., has been in the 
Faulkner Hospital, Jamaica Plain, Mass., 
with a broken arm. 

q Leo Rosman of Hub Materials Co., 408-9 
Washington Building, returned recently 
from a vacation trip to the Saguenay River. 
q Earl Lyons, formerly of Whitman, Mass., 
has bought a jewelry store and is now 
operating it in New Port Ritchie, Fla. 

q Bernie Smith of Smith & Zaff. 309 
Jewelers Building, and Louis LeMay, of 
LeMay Brothers, Manchester, N. H., (re- 
cently named president of the New Hamp- 
shire Retail Jewelers Association) have 
heen on a fishing trip together in the 
Laurentians in Canada, along with their 
mutual friend “Andy.” 
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q Employees of the Thomas Long Co. went 
on their annual summer outing on June 29, 
and included a sail down Boston Harbor, 
dancing aboard ship, and a dinner at the 
Boston Yacht Club. 

q The New England Guild of the Ameri- 
can Gem Society will hold its first fall 
meeting on the second Wednesday of Sep- 
tember—the 14th—at the Smorgasbord 
Restaurant, Province St. Annual election 
of officers will take place at that time, 
when a large turnout is expected. 

q Richard Chesley of the Thomas Long 
Co., president of the New England Guild 
of the American Gem Society, was recently 
elected to membership of the Information 
Committee of the American Gem Society. 
q Miss Margery Reynolds, display manager 
of the Smith-Patterson Co., was proud to 
be included as one of the special prize 
winners in the recent 1847 Rogers Silver- 
ware contest. 


New England Manufacturers 
Hit Jewelry Making in Homes 


Jewelry manufacturers in Rhode Island 
have been chafing at the bit for a long 
time because they have reason to believe 
that jewelry manufacturing in homes is 
heing allowed to continue in the New York 
area—both in the cities of New York and 
Newark. 

They got a chance to do something about 
it July 27 when a Department of Com- 
merce team visited Providence to learn 
from manufacturers in various lines how 
the area could be helped with government 
business. 

There were no requests for subsidies or 
for special favors. The department team 
was told that all the area wanted was a fair 
deal. This included, they were told, repeal 
of the discriminatory excise tax, and proper 
enforcement of the federal statute pro- 
hibiting manufacturing in the 
home. 

Such homework is prohibited in Rhode 
Island by State law, the department was 
told. “We are glad that it is. It should only 
be condoned anywhere as it is in Rhode 
Island—when it involves a truly handi- 
capped person,” they explained. 

The Commerce Department men were 
urged to bring about a complete investiga- 
tion of the reported homework in New 
York and Newark. The Wage and Hours 
division of the Labor Department has 
authority to enforce the statute, the trio 
was advised. 

The department group signified that 
the request for an investigation would be 
turned over to the proper authorities. 


jewelry 


The Eddie Nelson Company 
Moves to New Quarters 


The Eddie Nelson Co., wholesale jewel- 
ers formerly located on the fifth floor of 
the Mullin Building, Cedar Rapids, Iowa, 
are now located in new quarters on the 
third floor of the same building. 

In their newly decorated and larger 
sales room, the company will be better 
equipped to serve the trade. Many new 
lines have been added and the firm has 
extended an invitation to all their friends 
to drop in and see their new quarters. 
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q A. Jos. Baltin & Co., Inc., wholesale 
jewelers at 740 Sansom St., Philadelphia, 
recently announced the addition of Harry 
Newman to their sales force. Mr. Newman, 
who has been in the jewelry business for 
the past 16 years, is well-known through- 
out the trade. 

q Trophies sold by Enright’s to Villanova 
College from 1896 until the present were 
displayed for one week during August at 
the Enright’s store, 3074 Kensington Ave. 
The exhibit received recognition in city, 
suburban and college newspapers. 

q F. C. Bode & Sons will stress “gifts in 
sterling silver” in advertising for the com- 
ing fall and winter season and throughout 
the year. The first step in this direction 
has been taken with the addition of this 
phrase to the telephone directory ad this 
year. 

q Jerome Bass, who has been a salesman 
for M. Sickles & Sons for almost two years, 
has resigned to cover the Pennsylvania 
territory for Spear & Susskind of Provi- 
dence, R. I. Mr. Bass will be replaced at 
M. Sickles & Sons by Miss Meg Myers, 


JEROME BASS 


Appointed Sales 
Representative 
for Spear and 

Susskind 





the first girl ever to occupy a position 
behind the counter in the jewelry depart- 
ment at this establishment. Miss Myers is a 
graduate of Ursinus College and has been 
employed in the jewelry department of the 
Strawbridge & Clothier store in Ardmore, 
Pa. 

q John Gagliardini went to the ANRJA 
convention in search of high fashion, nov- 
elty and other “newsworthy” items to spur 
interest in his store. Now that he has 
returned to his shop at 1161 S. 12th St. 
and placed his orders, we can look for 
the news-type of ads which will tell read- 
ers of neighborhood and perhaps city-wide 
newspapers of this “new stress on the 
new.” 

q Greater emphasis on the coin collecting 
phase of the Frank A. Jaskiewicz store 
at 2701 E. Allegheny Ave. will be used in 
the coming season to impress customers 
with the personality of this store. 

q Charles E. Ashlock of Philadelphia com- 
pleted his course in engraving at the Phila- 
delphia College of Horology during Au- 
gust. The following students received diplo- 
mas from the scheol upon the completion 
of a course in watchmaking: Walter Loeh- 
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ren of Lakewood, N. J.; James C. Longaker 

of Langhorn, Pa., and Borden Maise] of 

Wilmington, Del. 

q The Horological Guild of Philadelphia 

will hold the first meeting of the fal] Season 

on Tuesday, September 12th, at the Frank. 

lin Institute. Business of the evening yj] 

include making arrangements for a demon. 

stration in this area of the WatchMaster, 

the watch timing machine manufactured by 

American Time Products, Inc., New York. 

q During the fall-to-Christmas season, Dan. 

zig & Romain will appropriate a consider. 

ably smaller amount of money to advertis. 

ing than they did last year. However, a 

spokesman for this organization says they 

are planning to get more results per adver. 

tising dollar by more effective use of direct- 

mail advertising. For instance, mailings 

will be addressed by hand with no return 

address on the outside envelope, thus assur- 

ing that they will at least be opened with 

keen interest. The Danzig & Romain store 

is located at 4054 Lancaster Ave. 

q “A card department is a grand traffic 

builder but when it grows and spreads out 

like ours did it occupies too much of our 

time and space with smaller sales, exclud- 

ing the larger sales on which we should 

be concentrating,” says a spokesman for 

the J. H. Getzow & Son store at 1609 W. 

Venango St. So, the Getzows have just 

condensed the card department and used 

the additional space to enlarge the gift 

department. New shelves and special light- 
ing have set the stage for silver hollowware, 

glassware and china to shine where cards 
were once on display. A few new lines 
may be added soon. 

q Saul Rosnov of 719 Sansom Street re- 
turned in August after three weeks in 
California where he “looked over condi- 
tions in the trade.” 

q Miss Elaine Cooper spent part of August 
in Cape Cod. 

4 Herbert’s at 104 South 13th St. featured 
a pre-inventory sale during August and 
found that catering te the public’s search 
for reduced prices, wherever possible, 
moved that which had been slow-moving 
before. 

4 Mrs. David Greenberg, co-owner of the 
store bearing the same name at 218 South 
52nd St., has returned from an extended 
trip to the west coast where she combined 
business and pleasure. As soon as Sam 
Friedman of the Greenberg store returns 
from his vacation in Atlantic Gity, David 
Greenberg will take a long business-plea- 
sure trip to a destination he has not yet 
announced. 

4 The Skulnick Brothers of Camden, N. J., 
are planning new details and different 
prizes for their annual photo prize contest 
for this Christmas season. Each year shop- 
pers are photographed in the store and 
those whose pictures are selected by a dis- 
interested third party receive prizes. This 
year more extensive and intensive use of 
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direct-mail advertising will be used by the 
Skulnick’s and this contest may be an- 
nounced through this media. Previously the 
local newspaper only told the story. 
4 Braiger’s, Inc., of Wilmington, Del. are 
in the midst of a carefully planned, smooth- 
ly flowing transition from an “all around 
jewelry store” to one specializing in higher 
priced items. Several new representatives 
have been employed in areas within 20 
miles of the store. The appliance depart- 
ment in the basement of this store will 
soon be closed out, and the space devoted 
to jewelry and storage. 
4 Harrison Groll and several other Wil- 
mington jewelers are still counting their 
profits and rearranging the merchandise 
after the annual “Dollar Day Package Sale” 
removed items which had dwelt too long 
in the shops. In this sale items are attrac- 
tively wrapped without identification and 
customers pay one dollar for each package 
regardless of former retail price. Many 
church groups and those from other organi- 
zations buy prizes this way for events to be 
held during the forthcoming season. Sev- 
eral larger jewelers report that they expect 
to have sold about one thousand packages 
through this promotion, by the time you 
read this. 
q Millard F. Davis of the store bearing 
his name is away on an extended vacation. 
He’ll tell us where he’s been when he gets 
hack—no sooner. Mrs. Jacobs, his daughter, 
is taking his place and may continue to 
take an active interest in the store from 
now on. 
4A collection of antique souvenir spoons 
which have been gathered from Jerusalem, 
Denmark, Paris and other parts of the 
world for the past 25 years now grace the 
window and show case of The Jewel Box 
of Wilmington. Although the spoons are 
offered for sale to those who inquire, their 
main purpose is to attract favorable atten- 
tion and build prestige for The Jewel Box. 





Fred Langbein of New Haven 
Mentioned on Radio Show 


In a recent radio address, George Law- 
ton, Ph. D., author of “Aging Successfully,” 
cited the New Haven Clock and Watch Co. 
as one firm “which doesn’t reject older 
workers but actually prefers them.” Speak- 
ing on the July 30th broadcast of the 
weekly radio program “Life Begins at 80,” 
Mr. Lawton stated that a good percentage 
of the workers and supervisory staff with 
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the company are over 50 years old. 

He said that the general manager of the 
New Haven Clock and Watch Co. told him 
that one of his most valuable workers is 
Fred Langbein, a man of 83. Mr. Lawton 
congratulated the firm for recognizing how 
often the older worker is competent and 
valuable and also congratulated Mr. Lang- 
bein for setting such a wonderful example 
for other older workers to follow. 





Elected 
President 
of Leather 
Goods Group 


THOMAS A. BUCKLEY 


President of 
Buxton, Inc. 


LN 


Thomas A. Buckley, president of Buxton, 
Inc., was installed as president of the 
Luggage and Leather Goods Manufacturers 
of America, Inc., at the opening of the 
Luggage and Leather Goods Show in New 


York. 





Gifford Says Sound Selling 
Is Challenge to Buyers’ Market 


K. C. Gifford, president of Schick, Inc., 
Stamford, Conn., makers of the Schick 
Electric Shaver, recently called on Ameri- 
can business leaders and retail merchan- 
disers to face the challenge of a buyers’ 
market with “confidence.” 

“Our company,” said Gifford, “is accept- 
ing this challenge without reservation.” 

Using forthright language, in a message 
to be run nationally in key trade publica- 
tions, the Schick president sees no reason 
for long faces among businessmen. 

“This country,” he said, “is the richest 
country in the world. Its people have 
money to spend. But they are spending it 
intelligently. They must be shown, he 
added, the value of a product before they 
will buy. 

The confidence that Schick Inc., has in 
its product, the Schick Electric Shaver, 
is being demonstrated, according to Gifford, 
by the September launching of the biggest, 
most aggressive sales and advertising cam- 
paign in the history of electric shaving. 

“This fall,” he said, “in addition to a 
full schedule of magazine advertising, we 
are using coast-to-coast newspaper, radio, 


and television advertising. That’s what 
I mean by cenfidence.” 
Gifford expressed the conviction that 


1949 can be an outstanding year for all 
business if all other leaders, distributors 
and retailers will join with Schick in 
creating the sales and profits that must 
be made if America is to maintain both its 
prosperity and its world leadership. 

In his call for “confidence,” Gr. Gifford 
stated, “This is not a time for the chicken- 
livered—but a time for men . . . there’s 
nothing wrong with this country that 
good products backed by sound selling 
and merchandising can’t cure.” 
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q Goldstein Brothers of Birmingham, Ala., 
recently announced the opening of their 
newest store at 320 North Twentieth St., 
that city. 

q Walter R. Thomas, Inc., with headquar- 
ters in Atlanta, Ga., has purchased the 
jewelry firm of Thad B. Reese, Inc., Al- 
bany, Ga. Mr. Thomas revealed that his 
corporation had assumed all assets and 
stated liabilities of the Albany store and 
would take over operations at an early 
date. Ray H. Stephens, who recently man- 
aged a store of the Thomas jewelry chain 
in Athens, Ga., has come to Albany as 
manager of the Reese unit. 

q Kropp Jewelers has opened at 1116 Tay- 
lor St., Columbia, S. C. Herman J. Kropp, 
proprietor, has been a jeweler and watch- 
maker for 20 years. His technical ex- 
perience includes study in Geneva, Switzer- 
land, and in Germany. He is also a 
graduate of the Bowman Technical School 
at Lancaster, Pa. 

q Philip’s Credit Jewelers, of Greenville, 
S. C., has been organized with capital 
stock of $20,000 to operate a retail jewelry 
business. Philip Zaglin is president. 

q Henebry’s of Roanoke, Inc., Roanoke, 
Va., has purchased the jewelry establish- 
ment of J. A. Thomason at 215 Main 
St., Salem, Va. The Thomason concern, 
oldest in the county, was established in 
the 1880’s. It was acquired from the es- 
tate of the late Jack Thomason. Company 
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officials said the Salem store will be made 
into a branch of Henebry’s of Roanoke. 


. q Bines Jewelers, Greensboro, N. C., after 


a complete renovation which resulted in 
enlarging over two and one-half times their 
original space, opened July 29 jin their 
new Center Theater building quarters in 
the 100 block of South Elm St. The in. 
terior of the store is finished in natural 
birch, has indirect lighting, and is com. 
pletely air-conditioned. 

q R. G. Hannah has recently been ap. 
pointed assistant manager of Stanley Jewel. 
ers, 25 East Broughton St., Savannah, 
Ga. He has had varied experience with 
prominent jewelry concerns in Savannah, 
He not only is well known in the jewelry 
field, but also has had extensive experi- 
ence selling home appliances. Before his 
promotion to assistant manager, Mr. Han- 
nah was appliance manager of Stanley 
Jewelers. 

q Fitzpatrick Jewelers, 1364 Poplar, 
Memphis, Tenn., has leased space at 3393 
Summer for the opening of a second 
store there. The new jewelry store was 
scheduled to open about September 1. 

q Mr. and Mrs. A. R. Jester, formerly 
of Memphis, Tenn., have opened Jester’s 
Jewelry Store at Stamps, Ark. 

q Hausmann’s, Inc., New Orleans, La., has 
been granted a charter by the Secretary 
of State to engage in the jewelry business, 
Authorized capital stock is $250,000. 





New York Licensing Bill 
Discussed at Meeting 


Representatives from both national horo- 
logical associations, prominent jewelers 
from the greater New York area, and 
other interested parties, gathered on Au- 
gust 16th at the Hotel Statler in New York 
to suggest changes in the proposed New 
York State watchmaker licensing bill be- 
fore it is again presented to the state leg- 
islature. 

A bill calling for licensing of watch- 
makers was submitted to the state legis- 
lature at their last session. Due to an 
overload in the licensing division at that 
time, the bill was shelved in committee, 
but the association has been assured of 
favorable consideration at the next session. 

The purpose of this special meeting was 
to secure the approval of all allied groups. 
The New York State Retail Jewelers Asso- 
ciation has endorsed and supported the 
bill at two past conventions. 

Robert G. Taylor, immediate past presi- 
dent of the New York State Watchmakers 
Association, opened the meeting by briefly 
outlining the history of the bill. He then 
threw the meeting open for discussion. 

B. W. Heald, secretary of the Wisconsin 
Board of Examiners in Watchmaking and 
the Wisconsin RJA, stated that watch- 
makers licensing could best be defined as 





“establishment of minimum standards.” 
Mr. Heald said, “A successful repair de- 
partment is the foundation of a successful 
jeweler. If the watchmaker prospers, the 
jeweler prospers.” 

Urging those attending to lend support 
to the measure, Mr. Heald added, “Check 
with jewelers in any of the seven states 
that have watchmaker licensing. They not 
only supported enactment of the legisla- 
tion, but are still supporting it today.” 

Orville R. Hagans, executive secretary 
of the United Horological Association of 
America, stated that one of the major 
problems the association faces is educating 
those who have objections to the bill till 
they understand that it will benefit them. 
“Make the thing clean and clear,” Mr. 
Hagans said, adding, “get the cooperation 
of all concerned.” 

He concluded by urging the establish- 
ment of a minimum set of standards for 
watchmakers to protect them from the in- 
roads of incompetency. 

After various objections to the bill had 
been aired in a frank, informal discussion, 
Mr. Heald and Howard L. Beehler, past 
president of the Horological Institute of 
America, conferred briefly to re-write vari- 
ous changes that had been suggested. Upon 
their return Mr. Heald read the revised 
portions of the bill and the meeting ad- 
journed. 
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Florida Watchmakers Ass'n. 
Elects Segal President 


ul. M. Segal, of Orlando, second vice 
, of the Florida State Watchmakers 
Association, was named president at the 
annual convention of the organization held 
at the George Washington Hotel in Jackson- 
ville, July 11 and 12. Mr. Segal replaces 
Wm. E. Kader of Sanford. 

In addition to Mr. Segal, other new 
oficers are: W. L. Wood of Tallahassee, 
first vice president; W. H. Clark of Or- 
lando, second vice president, and Walter 


president 


R. Grundmann, secretary-treasurer. 


M. M. SEGAL 


Named President 
of Florida 
W atchmaker's 
Association 





The report of retiring president Wm. E. 
Kader, introduction of delegates and a 
talk by Wm. O. Smith, president of the 
Western Pennsylvania Horological Insti- 
tute, featured the Monday morning session. 

Forrest E. Peters of Washington, D. C., 
regional vice president of the Horological 
Institute of America, was guest speaker 
at a luncheon that afternoon. Fred W. 
Sage of Mount Dora, retiring secretary- 
treasurer of the association, made_ his 
annual report at the afternoon session. 
The showing of technical motion pictures 
and demonstrations concluded the after- 
noon program. 

In outlining association plans for the 
coming year, President Segal stated that 
the immediate aim of the group would 
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again be towards the enactment of a watch- 
makers’ licensing law, which was once 
passed by the legislature, but vetoed by the 
covernor. He said the association will 
make a concerted effort to strengthen 
local watchmaker guilds, form new ones, 
and increase membership in order to 
accomplish their aim. 





Oskamp-Nolting Co. Elects 
Biedenharn Vice President 


Several changes in the official personnel 
of the Oskamp-Nolting Co., wholesalers at 
26 West Seventh St., Cincinnati, Ohio, have 
been made following the death on July 
27 of Earl R. Bose, vice president. 

Stanley W. Biedenharn, who started with 
the firm as a shipping clerk 27 years ago, 
and who had been secretary and treasurer 
since 1945, has been elected vice president. 


STANLEY W. 
BIEDENHARN 


Elected 
Vice President 
of Oskamp- 
Nolting Co. 





He was succeeded as secretary and 
treasurer by Miss Hilda Sparnberg, who 
has been with the company for 33 years, 
and formerly was Mr. Biedenharn’s assis- 
tant. Melvin J. Koehler, a seven-year em- 
ployee, has been named assistant secretary- 
treasurer. 

Mr. Bose, 51, died in Good Samaritan 
Hospital in Cincinnati shortly after he had 
collapsed in the lobby of the Terrace Plaza 
Hotel following luncheon there. Death was 
believed due to a cerebral hemorrhage. 

A native of Cincinnati, Mr. Bose had 
been with the Oskamp-Nolting Co. for 
more than 25 years, and previously had 
served as secretary and treasurer. He was 
a veteran of World War I, and treasurer of 
the Cincinnati Wholesale and Manufac- 
turing Jewelers Association. 

Survivors include his parents, Mr. and 
Mrs. Emil A. Bose, with whom he lived. 





Elgin Watchmakers College 
Graduates 72 Students 


Seventy-two students, representing 13 
states, Canada and Hawaii, have been 
graduated from the Elgin Watchmakers’ 
College, Elgin, Ul., upon completion of an 
ll-month course in watchmaking, engrav- 
ing and jewelry watch repair. Certificates 
were presented by W. H. Samelius, director 
of the school. 

The majority of the graduates are 
veterans who attended under the G. I. bill. 

The college, first school of its kind to 
be accredited by the United Horological 
Association of America, was established by 
Elgin National Watch Co. in 1920 and is 
operated under the direct supervision of 
Samelius, one of the country’s foremost 
watchmakers. 
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“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 illinois 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 











CENTRAL WATCH CO. 


ESTABLISHED I[9!! 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
, ‘*arnish for many 


FREE TEST SAMPLE 


WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 29, Chicago 47 
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Chicago Institute of Watchmaking 


is pleased to announce a six months’ course 
in Jewelry and Advanced Watch Repair. 
A few benches are available in our 
regular course in watch repair. 
CHICAGO INSTITUTE OF WATCHMAKING 


Appr 
Acoredited by U.H.A.A. and Certified by H.1.A. 
Dept. JC-9, 6 East Lake St., Chicago |, Ill. 
Telephone Sacraments 2-6680 
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HOROLOGIST HONORED 
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On behalf of the faculty of the Chicago 
Institute of Watchmaking, Richard McKee 
(right) instructor at the school, presented 
Henry B. Fried with a leather brief case. 


Henry B. Fried, noted horologist, was 
guest of honor at a banquet given on July 
13th by the faculty and officers of the 
Chicago Institute of Watchmaking, Chica- 
go, Ill. The banquet was given at the con- 
clusion of Mr. Fried’s seminar of 21 lec- 
tures for the faculty on “Methods of 
Teaching.” In addition to his discussions 
with the school’s faculty, he also conducted 
a series of lectures for the students them- 
selves. 

Mr. Fried is author of the Watch Re- 
pairer’s Manual and a series of articles 
on watchmaking which he prepares special- 
ly for THE JEWELERS’ CIRCULAR-KEYSTONE 
every month. He is president of the New 
York State Watchmakers Association and 
is a member of the Advisory Council of the 
Horological Institute of America. 





Jewelers Asked to Tell Clients 
‘Have Valuables Photographed’ 


Jewelers were tipped off to a scheme 
earlier this month which should greatly 
facilitate the recovery of stolen jewelry. 
It might prove to be an invaluable ser- 
vice if they were to pass it on to their 
clients. 

Prompted by the theft of the Aga Khan 
jewels, a leading insurance company off- 
cial was led to remark on the advisability 
of owners photographing their valuables 
so as to make identification positive. 

Thousands of custom agents, detectives, 
jewelry store operators and pawn brokers 
might catch a glance of the stolen goods, 
H. L. Bloom, vice president of Lumber- 
men’s Mutual Casualty Co., said. But, 
he added, that would mean little to them 
unle$s they actually know what the stolen 
items looked like. 

“In attempting the return of stolen val- 
uables, complicated written descriptions 
of them are fine for experts but small help 
to anyone else,” he commented. “Experts 
can pass judgment on the Khan’s stolen 
gems once they are found. But there 
aren’t enough experts to cover the borders 
over which the stolen goods might be 
taken.” 
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Anyone with insured valuables should 
have them photographed, Bloom concluded 
“Certainly the cost of such photographs 
would more than repay a theft victim for 
the return of his possessions whether they 


be of monetary or sentimental value.” 


—_—________. 


Stipanovich Gets Lab-Bench 
For High Grade in UHAA Exam 


John Stipanovich of Mayville, Wisc, , 
student at the American Academy Schoo] 
of Horology in Denver, received the high. 
est grade in the June examination for the 
Certificate of Proficiency conducted by the 
United Horological Association of Ameri. 
ca, according to an announcement by Car] 
Hurst of Oklahoma City, director of the 
testing laboratory and examining board of 
the association. 

As a result of his superior examination 
report, Stipanovich was awarded the Alfab 
Lab-Bench donated by Jess Horn, presi. 
dent of the Alfab Manufacturing Co, of 
Houston, Texas. Mr. Horn offered the Al. 
fab Lab-Bench to the United Horological 
Association of America through its presi. 
dent, Frederick A. Morey of Cleveland, to 
be awarded to the student of any accredi- 
ted watchmaking school in the United 
States who earned the highest grade in 
the UHAA proficiency test during the 
month of June. 

Stipanovich received his certificate in 
complicated watch repairing from the 
American Academy in August. Since his 
boyhood and later during his high school 
days, Stipanovich has been interested in 
precision mechanics, scientific instruments, 
and watch and clock repairing. During the 
war, his skill and ability with ordnance 
instruments attracted the attention of the 
training command officers and he was se- 
lected to teach the design, assembly and 
maintenance of radar instruments and 
equipment at the United States Army 
radar school at Boca Raton Field, near 
Ft. Lauderdale, Fla. 

In the most recent national competition 
of student watchmakers, Stipanovich won 
first place in the Jeweled Watch classifica- 
tion of the National Student Workmanship 
Competition sponsored by the United Horo- 
logical Association of America at their 
annual convention last May. 





Two West Coast Jewelry Shows 
Are Scheduled For Next Year 


Los Angeles has been chosen as the 
site for the first West Coast jewelry shows 
which have been scheduled for the weeks 
of April 23rd and September 24th, 1950 
at the Hotel Biltmore. 

These shows are to be under the spon- 
sorship of Allied Exhibitors, Inc., 712 
South Olive St., Los Angeles 14, Calif., 
who have for many years successfully 
held similar shows in Dallas, Denver and 
New Orleans. 
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Moore-DeGrazier Company 
Moves to New Quarters 

The new home of Moore-DeGrazier Co. 
(established in 1908) is conveniently lo- 
cated in the M & W Tower, at the corner 
of Akard Street and Wood, Dallas, Texas. 
Here one finds probably the most modern 
and handsome of wholesale distributors 
offices and display rooms in the country. 

All wood used is light with a tint of 
pink to tone with the floor and walls. The 
chairs are of pink upholstery with the 
same wood frame as the cases. Three walls 
are blue with one wall pink to harmonize 
with the maroon floors. On one wall a 
draw curtain gives the needed window 
effect in the room. The portrait of Charles 
A. Moore hangs between these draperies. 


SS 
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Charles A. Moore, president and treasurer 

of the Moore-DeGrazier Co., Dallas, Texas, 

is shown standing before his portrait which 

hangs in the display room of the firm's new 
quarters. 


The firm. an authorized Hamilton watch 
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G. D. FERGUSON R. C. Humphreville 
Secretary Vice President 
Moore-DeGrazer Co. Moore-DeGrazier Co. 


~ 


wholesale distributor, has always distrib- 
uted nationally known carefully selected 
lines to its retail jewelry trade. Among 
the products carried are diamonds, loose 
and mounted, wedding rings, mountings 
of a!l descriptions, pearls, genuine and 
cultured, precious stones, and Swiss 
watches. 

Moore-DeGrazier Co. has always been 
exclusively wholesale. Therefore, nothing 
has been left out of this new set-up of 
the company to fulfill the needs of the 
retail merchants. 

One of the outstanding things this com- 
pany offers is private salesrooms for the 
use of their merchants. Many of the 
merchants either bring or send their con- 
sumer customers in and make use of the 
large stock that Moore-DeGrazier Co. car- 
ries. This is proving increasingly valuable 
to the retailers. 

Salesmen who are endeavoring to sell 
Moore-DeGrazier Co. will enjoy special 
space provided for them. All traveling 
representatives of Moore-DeGrazier Co. 
have their private rooms. 

Charles A. Moore is president of the 
company, R. C. Humphreville is vice presi- 
dent, and G. D. Ferguson, secretary. 





Ohio RJA Switches Convention 
To Attract Pre-Holiday Buying 


“Market Time For °49” is the slogan for 
the Ohio Retail Jewelers Association con- 
vention and jewelry show to be held at 
the Deshler-Wallick Hotel in Columbus on 
September 18, 19 and 20. 

Raymond Hay, president of the associa- 
tion, announced that all the regular exhibit 
space used in previous years has been 
“sold,” and additional space has been 
acquired from the hotel. 


RAYMOND HAY 


President of 
Ohio RJA 





In changing the convention dates from 
the spring of the year to the fall, the 
convention committee believes they will 
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attract a larger crowd than ever before, 
thus establishing the convention as a truly 
pre-holiday market. Jewelers from all over 
the state have indicated that they expect 
to attend the convention. 

The convention committee, according to 
Mr. Hay, is planning an outstanding edu- 
cational program of round table discus- 
sions, clinics, and convention sessions to be 
addressed by outstanding authorities in the 
field of sales promotion, advertising, etc. 

Gladys Babson Hannaford, well-known 
diamond authority, is scheduled to speak 
at one of the convention sessions. Mrs. 
Hannaford, who visited the South African 
mines this summer, will outline present 
conditions in the diamond market there. 
She will also discuss the promotion of 
diamonds and show her famous collection 
of rare colored diamonds. 

Armin Friedman, who addressed the 
Ohio RJA convention two years ago, will 
present down to earth suggestions to 
jewelers for capturing their fair share of 
the purchasing dollar. 

Additional subjects are to be discussed 
at the convention at the various clinics 
and round table meetings. 












GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 





SPECIALIZING 
IN 
® 
818 LIBERTY AVE. PITTSBURGH 














24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
FINEST WATCH REPAIRING 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 
Rm. 418 5 S. Wabash Ave. 


CHICAGO 3, ILL. 




















“THE PATHWAY TO SUCCESS" | 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 














Walch, Case Fepaning 


Our work costs no more 
than ordinary work * 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 

















ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 
20 years 
6956 North Ashland Ave., Chicage 26 
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We SPECIALIZE... 


in special order oo § a us your 
specifications. W. a subenil a design 
nithont obligation. 





SCHUMER BROTHERS CO. 


Whe n ufa clurin g peu i 


5 EAST THIRD STREET 







> CINCINNATI, OHIO 








DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI *© NEW ORLEANS 











DIAMOND-CUTTING 


EXPERT WORK 
SY MY 4.8 414 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 


700 EAST MCMILLAN ST. CINCINNATI 6, OHIO 











SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinum offering the following prices for your 
scrap gold and gold-filled: 

22K $1.48 per dwt. or $29.60 per oz. 

18K 1.21 per dwt. or 24.20 per oz. 

14K .94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 

Gold-filled optical 1.00 per oz. 

20 yr. G.F. watch cases 1.25 per oz. 

25 yr. G.F. watch cases 2.00 per oz. 
Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 


323 West 5th St. Los Angeles, Calif. 
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q Despite the intense heat during August, 
local retail jewelers report that business 
was surprisingly good, and that the out- 
look for autumn and winter business is 
bright. Many local manufacturers and 
wholesalers likewise believe a business up- 
swing is ahead; this optimistic feeling 
being based on substantial early fall orders 
received from salesmen, by mail and from 
retailers who have been visiting the local 
market in large numbers during recent 
weeks. One wholesaler reported that orders 
received on one day during August were 
the largest in the history of the firm. 

q All officers of the Gruen Watch Co. were 
re-elected at an annual meeting of directors 
on July 15. They are: George J. Gruen, 
chairman of the board; Benjamin S. Katz, 
president and treasurer; Simon C. Gershey, 
vice president and director of sales; Henri 
Thielaub, vice president in charge of manu- 
ufacturing; George T. Gruen, secretary; 
Alfred T. Reis, comptroller, and Thomas 
EK. Jeary, auditor. 

q Thomas Hummel, who has been a city 
salesman for the last three years for the 
Gerwe Brown Co., wholesalers in the 
Temple Bar Building, has resigned to enter 
Ohio State University for post-graduate 


studies. He plans to become a college 
mathematics professor. Robert Herbers 


takes over Mr. Hummel’s territory. 

q Mr. and Mrs. Frank Krohme of Litwin 
and Sons, Inc., and Mr. and Mrs. Robert 
Seifert of the Albert and Seifert Co., were 
luncheon guests recently at the beautiful 
new home of Amor Neubauer, prominent 
retail jeweler in Dayton, Ohio. 

q Tony Warendorf of William F. Grass- 
muck Sons Inc., retailers at 34 East Fourth 
St., played the role of jockey in a “Plug 
Horse Derby” staged at the nearby River 
Downs racetrack for the benefit of the 
American Cancer Society. 

q Armin Friedman, associate editor of the 
American Weekly, was to be the speaker 
at the monthly dinner meeting of the 
Greater Cincinnati Retail Jewelers Associa- 
tion in Hotel Sinton on Sept. 7. Mr. Fried- 
man was to discuss “Today’s Economic 
Conditions.” 

q Miss Phyliss Stewart, the very popular 
secretary-hostess for the Victor Corp., 
wholesalers in the Enquirer Building, is 
to be married on Sept. 10 to William 
Wright, who is studying at Ohio Wesleyan 
University for the Methodist ministry. 

q A meeting of the sales force of A. G. 
Schwab and Sons, Inc., wholesalers at 229 
East Sixth St., was held in Hotel Nether- 
land Plaza late in July, preceding the 
departure of the salesmen on their fall 
trips. 

q Frank Garrett, retailer at 504 Broadway, 
and Mrs. Garrett attended the national 
convention of the American Disabled Veter- 
ans in Cleveland, Ohio, during the week of 
Aug. 14. 

qC. L. Bridges of Forrest City, N. C., 


has been appointed a salesman for the 


CINCINNATI 





Albert and Seifert Co.. wholesalers at 18 
West Seventh St. He will coy 
east territory. 
q Miss Roberta Hahn of A. C. Schwab and 
Sons, Inc. has announced her enoac 
to Lee Faely of Wilmington, Ohi _— 
» Ohio. 
q Raymond G. Seifert, secretary of the 
Albert and Seifert Co., wholesalers, made 
a week’s business trip to Indiana Cities 
late in August. 
q Ralph E. Goebel, wholesaler in the 
Provident Bank Building, made a business 
trip to southwestern Ohio towns during 
August. , 
q Combining business and vacations, Carl 
Leser, retailer, 4144 Hamilton Ave., and 
Anthony Hug of Schemel’s Jewelry Store, 
2014 Mohawk Place, together with their 
wives, attended the recent ANRJA conyep. 
tion in New York. 
q Herman Lodde, prominent jewelry t¢. 
tailer of Lafayette, Ind., spent several days 
recently in this city. He was accompanied 
by his wife and two sons, all of whom 
were entertained by several of the manufac. 
turers and wholesalers. 
q Morris Reis of the Harry Greenwold 
Co., wholesalers at 18 West Seventh St, 
was married late in July to Miss Georgia 
Faden. 
q Joseph Faigle, junior partner of Joseph 
Faigle and Sons, manufacturers, 2219 
Quebec Road, surprised his friends re. 
cently with the announcement of his 
marriage on January 8 to Miss Florence 
Zats. 
q Mrs. Harry Pelzer, wife of Harry Pelzer, 
city salesman for A. Sauer and Co., manu- 
facturers at 329 East Eighth St., is in St. 
Elizabeth Hospital with a heart condition. 
q Ray Koehne, a former salesman for the 
Albert and Seifert Co., wholesalers at 
18 West Seventh St., is now with the Victor 
Corp., wholesalers in the Enquirer Build- 
ing. 
q Jewelers in suburban Norwood, Ohio, 
donated the trophies awarded winners in a 
baby show, which was a feature of Nor- 
wood Day at nearby Coney Island on July 
27. 
q Following conferences in the office of 
the Klein Brothers Co., wholesalers in the 
Enquirer Building, Ray Eibel, southwest 
salesman, and Robert Gau, middle west 
salesmen, have returned to their territories. 
q Recent local visitors included Fred Rex- 
ford of the McGraw Co.; Ed Utz, Western 
Clock Co.; Leonard Taylor, Telechron, 
Inc.; Jerry Guerin, International Silver Co., 
and Wallace Newman, New York diamond 
merchant. 


er t he South. 


ee 


A TOPFLIGHT TIP 





More and more new uses and users every day 
make self-adhesive cellophane advertising strips 
by Topflight, tops in this field. Easy to apply- 
Costs less per day. 


TOPFLIGHT TAPE CO. YORK, PA. 
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4 Numerous vacationers fled from } the 
August heat in this city to cooler regions. 
Among those who journeyed to Florida 
wai George Scherer and Elbert Esberger 
of Esberger Brothers, retailers; Alvin &. 
Roetepohl, retailer, who caught a 2o- 
pound fish: John J. Behr of Behr and 
Flaspohler, retailers, and family ; Al Reich- 
man of T. Knoebber and Co., manufac- 
turers, and Clarence Akron of Ralph E. 
Goebel, Inc., wholesaler. 

¢ Vacationers in Michigan included Hu- 
bert Esberger of Esberger Brothers, re- 
Mark Herschede of the Frank 


tailers; 
Herschede Co., retailers, and_ family; 
Lawrence Hundemer, retailer, and E. P. 
Sohngen, retailer; while Canada lured 


Edward Herschede, Sr., of the Frank Her- 
schede Co., retailers, and family; Louis 
Dolf of Beck and Dolf, retailers, and wife; 
Adolph Wiebell, Sr., retailer, and family; 
Victor Hagen of Louis F. E. Hummel, 
retailer, and Harvey Faller, retailer, and 
family. 

q Other vacationers included Frank Remke 
of the Gerwe Brown Co., wholesalers, at 
Virginia Beach, Va.; Marie O’Donnell of 
Lind Jewelry Co., Inc., manufacturers, in 
California; John Kramer of George H. 
Newstedt and Co. in Yellowstone National 
Park, with his family; Ted Gangl, retailer, 
in Atlantic City; Richard Brand, retailer, 
in Buffalo, N. Y.; Mrs. Henry Doepke of 
Henry Doepke and Brother, retailer, in the 
Smokey Mountains; Jack Laumann, re- 
tailer, on a tour of the national parks in 
the West, and Dave Sharp, retailer, in the 
Alleghany Mountains. 

q Albert J. Laumann, retailer, 
Yellowstone National Park; Ed Sohngen, 
retailer, traveled to Wisconsin; George E. 
Brown of the Gerwe Brown Co., whole- 
salers, was at his summer home on Lake 
Erie with his family; Walter Stenger of 
the Frank Herschede Co., journeyed - to 
Bermuda, and Todd Michaelson, manufac- 
Indian Lake, Ohio. Other 


visited 


turer, was at 


August vacationers included Jerome N. 
Dattilo, retailer; Miss Hilda Sparenber 
of the Oskamp Nolting Co.; and C. 


Bischoff. manufacturer. 
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Kansas City Watchmaking 
School Extends Training Period 


The watchmaking curriculum of the 
Kansas City School of Watchmaking has 
been extended from 60 weeks to 78 weeks 
in order to add an 18-week specialized 
course on Electronic Position Timing. 
There is no repetition nor duplication of 
work in the added training period, and at 
the end of the training period the United 
Horological Association of America’s pro- 
ficiency examination will be given. 

With the extension of the watchmaking 
course the Kansas City School of Watch- 
making meets the requirements of the 
United Horological Association’s stipula- 
tions for 18 months training in watch- 
making. 

The extended course offers an advantage 
to students expecting to take the State 
Board examinations, as it materially short- 
ens the terms of apprenticeship. 

It is also an opportunity for alumni to 
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return and apply earned-credit on their 
previous training, and continue with this 
specialized phase of watchmaking. Of con- 
siderable importance is the opportunity 
offered to established and practicing watch- 
makers to enroll in the school for this 
training. By applying experience-credit, 
they can take the course and learn the 
latest scientific methods of rating in the 
shortest possible time. 
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Richter's Beauty Entrant 
Cops First Prize in Contest 


Charles Richter, proprietor of — the 


Richter Jewelry Co. at Sixth and Main 
Sts., who is Cincinnati’s most promotion- 
minded retail jeweler, has done it again! 

Blonde Helen Grau, entered by the store 
in the 25th annual bathing beauty con- 
the Sixth 


Street Businessmen’s 





For the fifth time during recent years, the 
Richter entry in the annual bathing beauty 
contest of the Sixth Street Businessmen's 
Club has been the contest winner. This year's 
entrant, blonde Helen Grau (above, right), 
was the winner over 36 other entrants. 


Club, was the winner over 36 other entrants 
at nearby Coney Island on Aug. 2. Among 
her numerous prizes was a diamond wrist 
watch presented by Mr. Richter. 

The contest was filmed by Pathe News 
and shown during following weeks in movie 
houses across the country. Mr. Richter 
also had numerous contest pictures in three 
of his store windows which attracted large 
crowds. 


Cincinnati Jewelers Ass'n. 
Holds Late Summer Picnic 


Members of the Cincinnati Wholesale 
and Manufacturing Jewelers Association 
enjoyed a late summer picnic on August 
25 at the Cincinnati Gym Boat Club on the 
Ohio River. An afternoon of swimming and 
other sports was followed with a_ steak 
dinner, and the evening was spent at cards. 

The picnic was arranged by the enter- 
tainment committee, of which Clarence 
Loeb of Litwin and Sons, Inc., is chairman, 
at the request of President Robert Seifert, 
and the boat club was secured through 
the courtesy of Boris Litwin and Ray 
Frohmeier, who are members of the club. 
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ENJOY USING-——— 
THE FINEST 


Type WW Wire Chucks 5 mm 
capacity always in stock at 
leading material dealers. 


No. 1 re 
a 
No. 2 1tcouee 
PU ee ccoccces BW 
Ne. $66 ..ccccce DE 
TYPE WW 
GENUINE E VIN TOOLS 


CARRY THIS TRADEMARK 
TYPE D 





Type D Wire Chucks 8 mm 
capacity. 


No. 1 ee 
No. 1% ..... 8.10 
No. 2 eceee Cae 
No. 2% ..... 6.00 
No. 3-80 ..... 4.80 


ASK YOUR DEALER FOR 
1949 LEVIN CATALOG ’’E”’ 




















Largest Selection of 14 K Earring 
and Scarf Pin Mountings. 
For Immediate Delivery 
Plan to see us when in Chicago 


JACK T. GOLDMAN & CO. 


29 E. MADISON ST., CHICAGO 2, ILL. 
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Where to Bay 
China and Glass 














PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRtSH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. ¥. 

















Send for illustrated literature 


MIDHURST IMPORTING CORP. 


129 FIFTH AVENUE 


Fine English Tableware 


NEW YORK 3, N. Y. 














TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 

















. importers of 
.7 ENGLISH CHINA 
and 
EARTHENWARE 

Stoek end Import 


FONDEVILLE & CO., 
149 Fifth Ave. 





INC. 


New York 10, WN. Y. 
AL. 4-0104 














ei2 Fifth Ave. 


ROYAL DOULTON 


Eegclish Bone China and Harthenware 


DOULTON and CO., Ine. 


Successors To 
WM. 8. PITCAIRN CORPORATION 


New Yerk, N. Y. 
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OBITUARY 


q Louis A. ScuHwos, 60, president and 


founder of the Schwob Watch Co., 22 W. 


48th St., New York, died on August 18th 
at his home in Pelham Manor, N. Y. 

Mr. Schwob was born in New York. He 
attended Phillips-Andover Academy and 
Princteon Preparatory School and was 
graduated from Princeton University in 
1911. He was a member of the Twenty- 
Four Carat Club of New York, the Maid- 
en Lane Historical Society, the Pelham 
Country Club and the Men’s Club of 
Pelham. Mr. Schwob was elected trea- 
surer of the American Watch Assemblers’ 
Association in March of this year. 

He is survived by his wife, a son and 
daughter, and a brother, Magistrate Henry 
Schwob of New York. 

WALTER J. BUFFINGTON, 76, vice presi- 
dent, general manager, and director of C. 
D. Peacock, Inc., Chicago, Ill, died on 
July 18th. Mr. Buffington was a member 


WALTER J. 
BUFFINGTON 





of the Chicago Athletic Association and the 
Chicago Art Institute. He was active in 
many church and civic organizations. Sur- 
viving are his two daughters. 

Frep N. Day, 85, who until 11 years 
ago actively managed his own jewelry 
business at 428 North Trade St., Winston- 
Salem, N. C., died on July 27th. Mr. Day 
had been in declining health for the past 
six years. He established his own business 
in Winston-Salem 56 years ago and for 
the past 30 years his store has occupied 
its present Trade Street site. In addition 
to his widow, he is survived by six sons and 
one daughter. 

WiLu1AM P. FAssLer, watch case maker, 
528 Walnut St., Cincinnati, Ohio, died 
July 30th. Survivors include a_ brother 
and two sisters. 

WILLIAM Garrick, 72, who was associ- 
ated with J. E. Caldwell & Co., Philadel- 
phia, Pa., for 58 years before he retired 
in 1948, died July 30th. Surviving are his 
widow, a son, a daughter, a brother and 
four sisters. 

Miss Mary EMMA GIDDENS, a daughter 
of the late Lewis D. Giddens who in 1839 
founded the Giddens Jewelry Store, Golds- 
boro, N. C., died July 29th after a short 
illness. Miss Giddens had been active in 
the operation of the store since the death of 
her brother, Ross I. Giddens, in December, 
1931. Giddens Jewelry store is one of the 
oldest jewelry concerns in North Carolina 
and is the oldest business in Goldsboro, 
N. C. The business will continue under 
the management of Marvin L. Smoot, a 





partner in the firm since 1934 and a grand. 
son of the founder. 

WittiaM T. GrarNer, a partner ip the 
firm of Grafner Brothers, prominent Whole. 
salers of Pittsburgh, Pa., died suddenly 
on July 22nd. He is survived by his father, 

AtrreD R. HIcBEE, 76, retired whole. 
sale jeweler and co-founder of the Los 
Angeles wholesale jewelry firm of Higbee 
and Dorrer, died on July 23rd, at his ranch 
in Glendora, Calif. A pioneer in Logs Ap. 
geles jewelry circles, he first came to the 
city in 1892 and had been active in various 
phases of the jewelry trade since 1900, Ip 
1921, with Walter B. Dorrer, he founded the 
firm of Higbee and Dorrer, Wholesale Jewel. 
ers, one of Los Angeles’ leading jewelry 
firms. Mr. Higbee retired from the firm ip 
1937, and it has continued operation under 
the management of Mr. Dorrer. From 19]9 
until the formation of this firm, Mr. Hig. 
bee represented the Barber Jewelry Mfg. 
Co. Prior to this, he was with the firm of 
Field and Cole. Survivors include a son, 
a daughter, and a brother. 

HERMAN Kor, owner of the Kur Jewelry 
Co., wholesale jewelers of Washington, 
D. C., died on July 6th. He had been ijl 
with a heart condition for two years, A 
native of Latvia, Mr. Kur came to this 
country at the age of 16 and manufactured 
jewelry in Philadelphia for a few years 
before he moved to Washington. In 1909 
he entered the wholesale jewelry business 
in Washington, and his firm has been 
located at its present site, 417 Seventh St., 
N. W., since 1919. He is survived by his 
widow, his mother, and a sister. 

Henry I. CouHeNn, Northwest representa- 
tive of the Flex-Let Corp., East Providence, 
R. I., died on July 19th at his home in 
Minneapolis after a brief illness. A mem- 
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ber of the jewelry industry for more than 
a quarter century, Mr. Cohen’s ready 
smile and genial disposition helped him 
win a host of friends, both in and out of 
the jewelry industry. 

Cart W. Linpouist, 77, one of Connec- 
ticut’s oldest jewelers and best known 
watchmakers, died on July 29th at his 
home in Hartford, Conn. Mr. Lindquist was 
born in Skane, Sweden, and went to Hart- 
ford in 1907. He conducted a shop at 18 
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Asylum 5t., Hartford, for many years. He 
‘ survived by his widow, a son, three 
daughters, a brother and three sisters. 

MicHAEL H. Propp. a salesman for 20 
years in Chicago for Swank, Inc., manu- 
facturers of men’s jewelry, leather and 
other accessories, died at his home recently, 
after a Jengthy illness. 

Mitton H. SABIN, 46, vice president 
and secretary of Alexander Sabin & Sons, 
wholesale jewelers. located at 20 West 
47th St., New York. died of a heart attack 
on August 17th. His brother, Ralph, who 
is president of the firm, was on a European 
buying trip at the time of Mr. Sabin’s 
death. In addition to Ralph, Mr. Sabin 


leaves his widow, a son, a daughter, his 





mother, another ‘brother and a sister. | 


Metropolitan Training Center 
Offers New Advanced Courses 


The Metropolitan Training Center, 650 
Avenue of the Americas, New York, re- 
cently announced the inauguration of its 
first course in advance problems in horology 
for practicing watchmakers. 

The course is known as Electronic Ma- 
chine Timing and Adjusting and Position 
Rating of Watches and is completed in 350 
hours—day or evening sessions. 

Admission to the course is open to 
watchmakers with at least three years ex- 
perience “at the bench” or to graduates 
of a course of at least 1200 hours offered 
by a reputable school. 

To be admitted to the course one must 
pass a written and a practical test. There 
are no charges for such test. 





Swiss Watch Headquarters Building Dedicated 





The striking new world administrative 
center for The Watchmakers of Switzer- 
land in Bienne, Switzerland, was recently 
dedicated. 








Maurice Vaucher, above foreground, and 
other officials at dedication. 


—E 


CRYSTAL by BRODEGAARD 


Swedish crystal stemware patterns, all 
carried in open stock — available for 











prompt delivery. Write for our new 1949 
catalog which gives full details. | 
R. F. BRODEGAARD & CO., Inc.| 
225 FIFTH AVENUE NEW YORK 10, N. Y. 





i 
| 





FOR SEPTEMBER, 1949 


At the ceremony, Maurice Vaucher, 
president of The Watchmakers of Switzer- 
land, declared that the Swiss watch in- 
dustry helps Switzerland buy more than 
twice as much from the United States as 
she sells to America. 

President Vaucher explained that the 
watchmaking industry there represents ap- 
proximately 25 per cent of Swiss export 
trade, and therefore is a means for main- 
taining more than a “time” relationship 
with the United States and the rest of the 
world. 

On this, the 25th anniversary of The 
Watchmakers of Switzerland, President 
Vaucher told the international horological 
trade, “The building, which we here off- 
cially dedicate, marking our 25th anni- 
versary, is far more than a mere edifice 
of stone and steel, of which we can be 
justly proud as the headquarters of The 
Watchmakers of Switzerland. 

“It is more than a place in which the 
administrative decisions of this organiza- 
tion can be accomplished. For to all of 
us, who justly take pride in the four-cen- 
tury-old tradition of Swiss quality watch- 
making, it is a symbol of a unique achieve- 
ment. 
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A little used part of one of the watchmaker’s most versatile tools, 
the staking set, are the stumps supplied with each set. Of various 


sizes and shapes, these stumps are each designed for a specific use. 


by HENRY B. FRIED 
Executive Secretary 


The Horological Society of N. Y. 


(Drawings by the author) 


Means watchmakers often have jobs calling 
for an increase of the endshake in a barrel, the staking of 
rollers or staffs for old 3-arm balances, hole closing, and 
other odd jobs. To perform these tasks they resort to the 
use of makeshift tools or methods, not realizing that in 
their own staking sets are stumps that were made speci- 
fically for the job they intend to perform. 








Fig. 1. Large flat-faced solid stump can be used as an anvil 
for straightening bent pieces such as the clutch lever shown. 


Staking sets have always been supplied with many 
stumps of various sizes and shapes, each one to serve a 
specific purpose. However, they are included in these 
sets with the premise that the buyer has a full knowledge 
of their use. Possibly for this reason no manual of in- 
structions is included. It is intended here to describe the 
various stumps and their use. 

Generally, in the modern staking set, the punches go 
through different tempering processes. Not all punches 
are of uniform hardness. For instance. a cross-hole punch, 
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Uses of Staking Set Stumps 















used in conjunction with a roller remover and in other 
staff work, is annealed after hardening to a much greater 
extent than a round-faced solid punch. Mouth tapered 
punches also are not as hard as riveting punches or the 
flat-faced punches. These facts must then be considered. 

Because stumps must often act as miniature anvils and 
take a great deal of abuse, they are left much harder 








































Fig. 2. This stump is used to stake on single 
rollers and lower part of two-piece rollers. 
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THE KIND OF INSPECTION THAT LETS CUSTOMERS SEE FOR THEMSELVES 


National promotion of “Watch Inspection Week” will lead 
thousands into somebody’s jewelry store throughout the 
country. If you are a WatchMaster owner, think what you 
ean tell your public! You can say:— 


“If you come in here, YOU CAN SEE FOR YOURSELF what is 
wrong with your watch. You don’t have to take our word 
for it. The WatchMaster, recognized for its accuracy, gives 
you a PRINTED record, a scientific, electronic test. It takes 
only 30 seconds and costs you nothing.” 


Think how convincing that is. Think of the highly profit- 
able watch repair business you will get. Think of the NEW 
merchandise sales you will make. Think of the friends you 
will make for future business. 


If you are a WatchMaster owner, advertise it loudly. Ask us 
for window poster, newspaper mats, etc. 


If you are not a WatchMaster owner, 
better write us for the name of your 
nearest representative. 






/ 


American Time Products. Ine. 


S80 FIFTH AVENUTUE NEW YORK. sae ws 


Distributors of. Western-Electric Watch-rate Recorders 
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after the necessary tempering process is completed. 

To use the punches unnecessarily as stumps when a 
stump is handy, invites the shattering of the punch be- 
cause it was too brittle, or spoiling it because it was of 
necessity, made softer for the sake of toughness. 

Stumps should not be abused so that their surfaces 
become badly nicked, dented, scratched or rusted. The 
work resting on a stump will directly reflect the condition 
of its surface. Scratches and dents on the stumps mar 





Fig. 3. A type of stump still included in 
staking sets for use in removing rollers. 


the finish of objects that rest upon them. Rusted or dam- 
aged flat stumps may be refinished with a screwhead 
polishing tool. 

When using flat-faced stumps, it is advisable to use one 
with the largest diameter the work will permit. In this 
way, the work rests on a large, flat surface, giving it 
stability and easier manipulation. 

In Figure I, is shown a high grade clutch lever rest- 
ing upon a flat-faced solid stump in preparation for tak- 
ing out a bend. With a stump of this diameter, it is pos- 
sible to rest the piece on the flat, raised table without the 
possibility of it falling off or shifting while the lever is 
being pressed. Where possible in the use of flat-table 
stumps, the largest size available should be utilized. 

In Figure 2 is shown a stump used to stake on single 
rollers and the lower part of two-piece rollers. Staking 
sets come equipped with these stumps graduated in hole 
size, outside diameter, and also in width and depth of the 
slot which accommodates the jewel. 

In selecting a stump for this operation, the staff’s roller 
post must fit into the center hole of the stump with ample 
room around it. The stump must also have its slot wide 
enough and sufficiently deep to accommodate the roller 
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jewel. The slot must also be cut close to the center hole 
in the stump, so that the roller jewel will have clearance 
from the rear as well as from its sides and depth. Other. 
wise this jewel might crack or break when the roller jg 
pressed downward. 

To use this stump, the roller table or disc is placed 
upon the staff with the tweezers, pushing it down fay 
enough so that it will not fall off when the balance jg 
turned over. The stump is placed in the staking die, cep. 
tered and then locked in place. The staff and roller are 
then placed over and on the stump. A flat-faced hollow 
punch is then fitted over the hairspring shoulder of the 
staff and as the hammer taps the punch lightly, the bal. 
ance is pushed down onto the roller so that when the job 
is done, the roller rests snug against the balance staff hub. 

Some watchmakers prefer not to use the roller stump 
for this operation, but rather to rest the balance on 
stump so that the hairspring shoulder of the staff is in 4 
flat-faced hollow stump. Or by inverting the staff, and 
with a punch, bearing the same characteristics as the 
stump in Figure 2, the roller is pushed downwards. 

In Figure 3, is shown a type of stump that is still ip. 
cluded in staking sets and is used to remove rollers. While 
roller removers are sold as separate items and tools, stak- 
ing set manufacturers still include them in order to give 
versatility to their product. 

These roller-removing stumps are not adjustable for 
rollers of many sizes. That is, they cannot be made wider 
or narrower. To remove the roller, the balance must be 
manipulated so that it is edged between the jaws of the 
stump, and the roller rests on the stump as shown in 
Figure 4. Here, the roller’s edges rest upon the stump, 








Fig. 4. Use of roller-removing 
stump. Balance arm is below 
slot while as much of the roll- 
er as possible rests on stump, 





while the balance arms or spokes are below the lips of 
ithe stump. To fit the balance to the stump, it is tilted so 
that the balance arm, which is often wider than slot » “y 
(Fig. 3) may be edged in under the slot and thus permit 
as much of the roller to rest on the stump as possible. 
If the roller is supported merely at its extreme edges, it 
may crack or bend, and furthermore, it may be difficult 
to remove. This is due to the slight bending of the roller 
disc, causing the warped hole to pinch the sides of the 
roller post. 

To make use of these stumps, the slot “A,” (Fig. 3) 
must either be wider than the balance arm, or the thick- 

(Please turn to page 302) 
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' DEALERS EVERYWHERE tell us that the Sessions line 
of electric alarm clocks is their favorite for “trading up” to 


the higher-priced models. 


That’s because even the low-priced “Pussy-Footer”, indi- 
vidually packed in self-selling display carton, has so many 
cood points it starts the ball rolling—and from there on it’s 
a snap to sell the handsome, upper-bracket models in fine 


wooden cases. _Square_ Modern 
453A 


P Retails $8.85* 
Of course all Sessions alarms have the same unbeatable a 


sales points. They sleep you better—kitten-quiet, without 
even a pur-r-r—for they have fewer moving parts than ordi- 
| nary clocks. They wake you more pleasantly, for they have 
| a melody-bell (not a buzzer!), a patented bell that others Sittin 


— (477A) 
may not imitate. Retails $7.90* 


So check your own inventory against the Sessions Clocks 


on this page. If you don’t stock one in each price range 





you're missing a sound bet .. . don’t waste a minute in see- 
Curved Modern 
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ETEMPERING HEATER—(1) How can I make a 
good heater for taking the temper out of a staff be- 
fore drilling it for pivoting; what shape and of what 
metal should the tool be made? (2) When hardening 
and tempering pivot drills in a single operation by 
plunging them red-hot in beeswax, is there any definite 


length of time the drill should remain in the wax before 
withdrawing it? (Question No. 6159) M. A. 


Answer—(1) For detempering balance staffs, pinion 
arbors, etc., you may make a heating tool of either silver 
or copper, each of which has great heat-conductivity 
which is important for the purpose. 

Take a piece of wire of either metal about 3 milli- 
meters thick and one inch long. Drill one end and fit into 
it a piece of steel wire about a millimeter thick and three 
inches long, on the free end of which a small wooden 
handle may be fitted. On the free end of the silver or 
copper wire, saw a slot deep enough to allow slipping the 
tool over the piece that is to be detempered. Heat the tool 
in your bench-lamp flame and press it on to the work. 
This will carry the detempering heat exactly where it is 
needed without getting it on to the balance arms or wheel 
spokes. 

(2) In hardening pivot drills in wax, it is not neces- 
sary to keep them in the wax until the latter cools: they 
may be withdrawn immediately after plunging in. There 
is not enough metal in these drills to retain heat enough 
to carry the tempering too far if immediately withdrawn. 


INTING DIAMONDS—Please send full- directions 
how to tint diamonds to improve their color. Also. 
how to detect when this has been done. (Question No. 


6160) D. J. A. 


Answer—Alteration of gem stones to improve their 
color and make them more salable, may be considered 
legitimate perhaps in the case of semi-precious material 
such as amethyst, zircon, topaz. etc., but in case of dia- 
monds, the practice would be very definitely fraudulent. 
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We must ask to be excused from circulating technical 
instructions on how to color diamonds to “improve” 
their natural color temporarily, more than to say that in 
the (we hope few) cases in which this is attempted, it is 
done with aniline dyes, that dry on the surface of the 
stone, and will be dissolved off during any of the cus- 
tomary cleaning operations used on jewelry. 

In any case of a diamond suspected of having been 
tinted, you can quickly test the matter by dipping the 
stone in alcohol, which would dissolve dye if it had been 


applied. 


OLDER DISCOLORATION—What causes discolora- 

tion of solder where we have changed sizes of 10k 
gold rings? The solder shows as a dark line soon after 
the job is done, although this tarnish does not appear at 
first. We have always used solder sold as “10k gold 
solder.”” Would it be better to use say 14k or 18k solder? 
(Question No. 6161) W. L. A. 


Answer—The two main factors in soldered joints to 
assure invisibility are good workmanship in filing the 
surfaces of the joint so that they will meet without any 
readily noticeable space between them, and solder of the 
best possible quality. If these matters are taken care of, 
it may be safe to count upon the joint remaining practi- 
cally invisible on a ring kept in use. 

A well-matched joint can be made by using an “equal- 
ing file” which is a thin flat file with its sides parallel to 
each other. After sawing the ring, use this file by work- 
ing it in the saw-cut while holding the two halves of the 
ring with pressure toward each other, with the moving 
file between the cut ends of the ring. This assures a close 
matching of the surfaces to be soldered together. 


It would not be advisable to use higher “karat” solder 
than made for the gold in the ring as this might risk 
melting the ring before the solder melts. In gold as low- 
grade as 10k, the appropriate solder has so small a pro- 
portion of gold in it that the metal readily tarnishes. This 
is visible if the area of solder-surface is considerable as 
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$3.44 each, retail $5.50). 9.62 15.40 


3 Diamond Chrome Wrist Watches (2 Plain Dial @ 
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@ $3.09 each, retail $4.95). 8.71 13.95 
$38.25 $61.25 
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it is in the wide spacing of a poorly fitted joint. The 
matter of quality of solder of course has to be left to be 
taken up between you and your material dealer; there 
are a number of brands of solders well known as reliable, 
and we do not single out any one of them to recommend. 


POT PLATING—We have in stock some rings made 

of sterling silver, with decorations like leaves, etc., 

that are of gold, either inlaid or plated, on shoulders and 

sections. What is this kind of work? If it is gold plated, 
how is it done? (Question No. 6162) G. H. K. 


Answer—Concerning what you describe as “rings made 
of silver, with gold plated shoulder and sections,” as far 
as we can tell from this description, these rings are elec- 
troplated with gold, on silver stock, so that parts of the 
surface appear as silver, and other parts as gold. This 
work is done by coating the parts that are to appear as 
silver with any soluble lacquer, putting them through a 
regular gold-plating process, and then dissolving off the 
lacquer. 

The lacquer can be of clear celluloid dissolved in amyl 
acetate, or bought ready-made from jewelers’ supply 
dealers. You can buy amyl acetate at any drug store (the 
celluloid of which cheap combs are made will do). This 
should be cut into small pieces and added gradually to 
the amyl acetate until the result is a medium thick var- 
nish. Apply this with a camel’s-hair or sable artists’ brush 
to form the design that is to appear as silver. After plat- 
ing, the lacquer can be dissolved off by immersing in 
amyl acetate or denatured alcohol. 


ISSOLVING SHELLAC—Can you tell me why some- 
times in boiling off shellac from a staff held in 
cement-brass, the job is done quickly, and other times the 
cement dissolves very slowly and takes a lot of boiling? 


(Question No. 6163) J.C. S. 


Answer—First let us suggest the best way to detach a 
staff from the shellac on the brass, to minimize the 
amount of cement adhering to the staff and requiring 
dissolving off. Instead of softening the entire bulk of 
cement on the brass and removing the staff with a ball 
of cement sticking to it, warm the staff with a pivoting 
de-tempering tool, and pull it out as soon as it has melted 
the shellac in contact with the steel. This will bring the 
staff out with a thin film of shellac on it which is easily 
dissolved off. 

About the occasional case in which the shellac is very 
hard to dissolve, this could be due to having overheated 
it when chucking up the job in the cement brass. Watch 
the shellac while heating it and do not overheat, which 
would be indicated by bubbles forming in the melting 
shellac. 


OUNTERPOISED PALLET—A fine old Swiss watch 
came to us for repair. In it the pallet piece has a 
beautifully made steel part extending toward the escape- 
wheel, but this part does not contact anything in the 


action, and we cannot see anv use in it. Is it just for 
ornament? (Question No. 6164) R. L. O. 


Answer—The part you describe is a counterpoise to 
balance the weight of the lever and fork. If this pallet- 
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fork-and-arbor assembly is in condition as originally 
made, and you will place it on your poising tool, yoy 
will probably see that the entire piece is “in poise,” in the 
same way as a balance in good order is in poise. These 
counterpoised pallets were placed especially in fine Swiss 
watches of 75 to 100 years ago, when the designers 
favored very long fork-levers, before the vogue changed 
to the present-day short levers, in which there is not a 
need for a counterpoise. 

The idea in counterpoising was of course to prevent 
position errors that the long fork-lever’s weight would 
cause without being offset by the opposite weight of the 
counterpoise. The objectionable feature in this old design 
was that the entire piece including the long fork and the 
counterpoise was of excessive mass and weight that had 
to be moved at each beat of the balance. The natural 
corrective trend in designing was to shorten the lever and 
abandon use of a counterpoise. 


y= MOISTURE—We have some new Swiss 
watches that show water after removing them from 
an open safe where they have been stored for several 
months. Yet we have other makes of watches in the same 
safe for the same period of time that don’t do this. Can 
you give us any reason why? Also can you give us a 


remedy? (Question No. 6165) H. C. J. 


Answer—Replying to your letter of July 15th, let us say 
first of all that the appearance of droplets of water inside 
the case of a watch, particularly on the under surface of 
the crystal, is due to humidity or excess moisture in the 
air that was inside the watch when the case was closed. 
Colder weather cools the case from the outside and this 
results in condensation of the moisture in the air inside 
the case, in the form of droplets which fortunately gather 
entirely, or mostly, on the inside of the crystal, where 
they do no harm. 

The oddity of this thing happening to watches in one 
separate lot taken from your safe, and not to other 
watches in the same safe, is due no doubt to that par- 
ticular lot having been cased on a day when humidity 
was high. The thing to do is to open the cases on a dry 
clear day, to let out the “wet” air, which may be accel- 
erated by moderately warming the watches. After closing 
them, the air inside the cases will not be excessively 
moist and under average weather conditions the con- 
densed moisture will not appear inside the watches. 





Staking Set Stumps 


(From page 298) 


ness of the lips “B” must be thinner than the height of 
the balance hub of the staff. Figure 4 shows how the 
balance must rest on the jaws of the roller stump before 
the roller can successfully be removed. In the upper sec- 
tion of Figure 3, is shown a silhouette of a set of three 
roller-removing stumps. Notice that they vary not in 
diameter but rather in the distance between the jaws. Thi: 
variation provides for the differences in both roller diam- 
eters and balance arm widths. The cross slot is to provide 
for clearance of the roller jewel, should it project slightly 
below the roller disc. 
(To be continued) 
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You'll be surprised at these figures 


@ 80 million Americans own $48 billion of 
U. S. Savings Bonds. 


® 20,000 of the nation’s 38,000 firms 
employing 100 or more persons are oper- 
ating Payroll Savings Plans. 


® 7,500,000 workers are buying an indi- 
vidual average of $20 of Bonds per month. 


® For the year 1948, sales of Series E Bonds 
exceeded redemptions by $495,148,000. 
The net figure for all Series after redemp- 
tions and maturities was $2,151,140,000. 


What does all this mean to you? Well, 
it means first of all that your Treasury 
Department is successful in its program 
of increasing the nation’s economic 
security by spreading the national debt. 
Secondly it means that most of the nation’s 
business leaders recognize the value of 
the Payroll Savings Plan sufficiently to 
promote it within their companies. 





For example... 


To give you some idea of the Plan’s 
growing popularity: 86,384 employees of 
a prominent electrical manufacturing com- 
pany were investing in Bonds at the rate 
of $30,005,270 as of the end of 1948. This 
is a gain of nearly 100% over 1947, when 
45,000 employees participated in that com- 
pany. The treasurer of a well-known shoe 
company reported that, of his concern’s 
19,060 employees, 9,240 were in the Plan 
and had invested $146,807.32 in Bonds 
via deductions during the preceding month. 


Why promote it? 
We all know how buying Bonds builds 


an individual’s future security. But there 
are company benefits too! Nation-wide 
experience shows that Payroll Savings 
increases each participating employee's 
peace of mind—makes him a more con- 
tented, more productive worker. It re- 
duces absenteeism, lowers accident rates, 
increases output, and improves employee- 
employer relations. 


It’s easy to boost participation 


I. See that a top management man spon- 
sors the Plan. 


2. Secure the help of the employee 
organizations in promoting it. 


3. Adequately use posters and leaflets 
and run stories and editorials in company 
publications to inform employees of the 
Plan’s benefits to them. 


4. Make a person-to-person canvass, 
once a year, to sign up participants. 


These first four steps should win you 
40-60% participation. Normal employee 
turnover necessitates one more step: 


5S. Urge each new employee, at the time 
he is hired, to sign up. 


Nation-wide experience indicates that 
20% of your employees can be persuaded 
to join—without ir thansteont selling. 
All the help you need is available from 
your State Discaben, U. S. Treasury 
Department, Savings Bond Division. 


The Treasury Department acknowledges with appreciation the publication of this message 
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This is an official U. S. Treasury advertisement prepared under the auspices of +e Treasury Department and The Advertising Council. 
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Manufacturers 


tt re 


News 





New Elgin Packages 
Repackaging of the entire line of Lord 
and Lady Elgin watches in rich, red jewel- 


box cases was recently completed by Elgin 
National Watch Co. 


~+--- 





The three new packages for the Lord 
Elgin wrist and pocket watches, and 
Lady Elgin wrist watches, are constructed 
of lucite and plexiglass, the boxes are 
“Elgin red.” 

“The new cases were designed specifi- 
cally to give dealers the most attractive 
and convenient display packaging Elgin 
could provide,” said H. D. Shaeffer, Vice- 
President. 


Kingston Names Weisberg 


Kingston Watch Co. of 48 West 48th 
St., New York City, have announced the 
appointment of Albert Weisberg Adver- 
tising, 80 Madison Ave., New York City. 





Whirl-Cleaner Builds 
Store Traffic 


This fountain pen whirl-cleaner, just de- 
veloped by the Parker Pen Co. of Janes- 
ville, Wis., is designed to build interest 
in the pen department. 





Parker in tests on his display, found 
that dealers can “turn growls into grins” 
with a quick treatment on the whirl- 
cleaner, which cleans pens perfectly in a 
few seconds. 

By tying the whirl-cleaner to a dis- 
play for the company’s Quink and Super- 
chrome ink, Parker has found that retail 
ink sales are stimulated. 

The device can be used to clean new 
fountain pens which have been used for 
demonstration purposes, before they are 
returned to display case. 


Swank Opens Modern Showrooms in New York City 


customers 


design to 
better is keynote of the completely re- 


Functional serve 


modeled New York showroom and sales 
ofices of Swank, Inc., manufacturers of 
men’s jewelry, leather and accessories. 

Individual sales booths, enclosed with 
sound-deadening glass walls for privacy, 
are equipped with concealed drawers and 
shelves from which a salesman can quickly 
produce for display part or ail of the 
complete line. 
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A folding wall divides two of the sell- 
ing rooms in the new Swank office. This 
wall may be pushed back to create a sales 
conference room for the accommodation of 
large groups of buyers and other execu- 
tives. Complete lines of jewelry, belts and 
wallets are cleverly contained in custom 
built selling tables. All available display 
material and advertising of current promo- 
tions are exhibited to provide a complete 
presentation. 











Str 


News on Gotham Watches 
Given Sales Force 


The recent fall sales meeting of the 
Ollendorff Watch Co., makers of Gotham 
watches, was highlighted by the introdyc. 
tion of numerous new watch styles and 
a revision in prices, 

Herbert Ollendorff spoke particularly of 
the increased success of the Gothamatic 
Self-Winding watches, saying that they 
presented the widest assortment of prices 
and styles offered by any watch company, 

Morton Ollendorff, Treasurer, mentioned 
the introduction of numerous new diamond 
watch numbers in the popular price brack- 
ets. He also called attention to the tact 
that white gold watches are once again in 
considerable demand. 

In showing the new line of Gotham 
watches for fall, Adolph Ross, Vice-Presi- 
dent, spoke specifically of the regular line 
in all price classifications from $17.95 to 
$2500, retail, and of the unusual line of 
novelty watches designed for the trade 
this fall, including blindman’s watches, a 
line of lapel watches, and a complete line 
of Chronograph and Calendar watches. 

Advertising plans for fall were outlined 
by Alexander W. Macy, Advertising Man- 
ager, and included a continuance of na- 
tional magazine advertising in Look, Life, 
Colliers and The Saturday Evening Post, 
including full color pages and black and 
white advertising. 

He also said the trade campaign would 
be continued as also the very heavy use 
of direct mail, and dealer helps, including 
a complete mat service. In addition other 
material will be available for use in con- 
nection with the “Watch Parade” spon- 
sored by the Jewelry Industry Council. 

Herman C. Morris, President of H. C. 
Morris & Co., Advertising Agency, also 
told of window displays, counter pieces, 
etc., to be made available. 


— 


Westclox Week Resumed 


One of the familiar promotions in the 
clock and watch industry reappears this 
fall— Westclox Week—which was set aside 
after 1941. 

The dates are September 24 to October 
1. The announcement says an _ attractive 
window display will be supplied and there 
will also be a national $1000 window dis- 
play contest in which 45 cash prizes will 
be awarded to retailers. 





Booklet on Reopening 
Paid-Up Accounts 


Brown and Travenson, Inc., Advertising 
Agency, of 101 West 31st St., New York 1, 
N. Y., has just published a 32-page book- 
let entntled “How Any Jeweler Can Re- 
open 14% to 27% of his Paid-up Ac- 
counts.” This booklet is offered to 
jewelers writing for a copy on their let- 
terhead. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





























Prices Reduced 20% on 
C&G Ring Clasps 


The only clasp on the 





market that will clamp 
two rings firmly together. 


Has tested and proven if- 

self over a period of years 

@ Easily Applied 

@ Prevents Rings 
turning 

@ Prevents wear be- 
tween Rings 





Retail Price $2.75 F.T.1. 


The C&G Dual Ring Clasps Are Sold By All 
Leading Material Houses 


GUARANTEED AGAINST BREAKING 


Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufaciured By 


FRANK R. CAMPANA CO. 


704 Market Sf. San Francisco 2, Cal. 
Wholesale Distributors 


M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 
F. H. NOBLE & CO., 559 W. 59th St., Chicago, III. 

















A New Swiss-lyYPeE LAPous manne 


Curvature Lap- 9a ": 
ping, Round, | > 
Flat Facets, for 
Watches, Rings, 
Bracelet Parts. 





A quiet running 
machine. 


We have developed a 
New Alloy for lapping 
| Stainless Steel Watch 
| Cases to a Mirror Finish, 


| ALKA PRECISION TOOLS & EXP. WORK 


22-44 122 ST. COLLEGE POINT, N. Y. 
Tel. Flushing 3-6125 
































WATCHES ( CLOCKS 


in G., NEW SEerord, MASS. 
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A CHARACTER ALL ITS OWN 


Its French Quarter symbolizes the tra- 

ditions, the gay and gracious mode of 

living that makes New Orleans so “‘dif- 
£8 ferent’’, so colorful and prominent a 
a |i part of the American scene. 











oe he 


\i 



























CHARACTER FOR YOUR ‘STORE a 


“To keep your store prominent in the shopping 
___ scene, do what is different. Display a Revere 
«floor Clock in operation. Its distinguished, su- 
-___ perior beauty, its authentic Westminster Chimes - 
| coll step. up the character of your trade, at- 
tract those who will mean the most in the com-_ 

_ petitive times. ahead. Rovere Mantel Cinch, 
__ of the floor clocks. For full, aecieable ‘alleles 
: ‘ton write, 









, to “ day, 7 for complete ata 





NEW “-YorK orFice: 
x y West 47th ‘Street 




















The BENNINGTON (floor model 
shown) has Westminster Chimes 
on tubular bells. 7934” high. 
Retails for $475 plus tax. 


* 


MANTEL CLOCK is the smart, 
modern R-939. Westminster 
Chimes. Retails for $50 plus tox. 





West Coast prices slightly higher 


. 


Available through Revere Authorized Distributors 

















ee CHIMES OF [MIZT WESTMINSTER 
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Keepsake Plans Announced 


Fall advertising and sales promotion 
plans for Keepsake diamond rings got un- 
derway officially when Keepsake eastern 
and western territory managers recently 
assembled for their semi-annual sales meet- 
ings in Syracuse and Chicago. 

Highlighting both sessions was the pres- 
entation of Keepsake’s dramatic fall cam- 
paign of 35 insertions in 15 magazines. 
The campaign, which again, according to 
the company, leads the diamond ring field 
in magazine space, will be carried this fall 
by Life, Look, Good Housekeeping, The 
American Weekly, Cosmopolitan, Glamour, 
Charm, Mademoiselle, Esquire, Seventeen, 
Photoplay, Screen Stories, Modern Screen, 
Motion Picture and Movie Story. Heavy 
emphasis is again placed on Keepsake’s 
unique dealer-localized national advertising 
plan which puts the prospect in touch with 
the jeweler and the jeweler in touch with 
the prospect. 





The display piece shown here was in- 
troduced at the meetings. It is in white 
and gold platform base, blue center panel 
accented with pink trim and pastel flowers. 
The center panel is reversible. One side 
displays an invitation to receive Keepsake 
Etiquette Book while the other side sells 
Keepsake quality. 

At special premiere viewings held in 
Syracuse and Chicago, Keepsake territory 
managers saw a colorful new series of 13 
Keepsake Movie Playlets. These movie 
playlets are made available to all Keep- 
sake Jewelers free of production charges, 
for use in their local theaters. 


Keepsake executives presiding at the 
eastern and western sales meetings were 
Robert A. Pond, President: Robert O. Bea- 
del, sales manager; and A. W. Doolittle, 
advertising manager. John B. Flack, presi- 
dent of Flack Advertising Agency, Inc.; 
and William P. Conklin, account execu- 
tive, presented the Keepsake fall adver- 
tising and merchandising program. 


New GE Grill- 
Waffle Iron 


A new combination sandwich grill-waffle 
iron which will cook two plate-size waffles 
has been announced by C. K. Rieger, man- 
ager of the General Electric Company’s 
heating device and fan divisions. 


The new appliance has a waffle baking 
area of 66 square inches, twice the area 
of the standard round waffle iron. De- 
signed for grilling, toasting, frying or 
waffle making right at the dinner table, 
the appliance has a new streamlined ap- 
pearance and is fair traded at $14.95. 
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New “Outdoorsman” Display 


Universal Geneve has just completed a 
series of six displays for their “Outdoor- 
man” watch. 





The display backgrounds are four-color 
reproductions of Lynn Bogue Hunt’s fa- 
mous “Fishing in America” paintings pre- 
pared for Field and Stream Magazine. 
Sand glued on the foreground surface, 
and an actual fishing fly calls attention 
to the headline, “Good Timing.” The copy 
relates the features of the “Outdoorsman,” 
Universal Geneve’s 17-jewel, steel, water- 
resistant sport watch. 

These displays, each measuring 12 
inches wide, are available free of charge 
to Universal Geneve dealers. 


Hamilton Offers New 
Materials Assortment Cabinet 


The Hamilton Watch Co. is offering a 
new materials assortment cabinet to jew- 
elers, watchmakers and repairmen. De- 
signed and executed in accordance with 
materials wholesalers’ specifications, it is 
mahogany enameled steel and contains two 
drawers. Height—3%4 inches; width— 
13%, inches; depth—10%4 inches. 





The drawers are lined with red velour 
and each one contains 140 labeled bot- 
tles and 10 clear plastic boxes of parts 
from the earliest to the latest (Grades 
747 arid 748) Hamilton movements. Also 
included are guide-charts showing part 
names and numbers corresponding with the 
labels on the bottles and with the part 
listing in the Hamilton Materials Catalog. 


At the same time Hamilton announced 
that case replacement parts for the CLD 
model watches, formerly distributed from 
the factory are now available to watch- 
makers and repairmen through their 
wholesale materials dealer. 





International Resumes 
Extra Matching Pieces 


A number of extra matching silverware 
pieces that have been unavailable for the 
past eight years will return to consumer 
markets in time for the Christmas gift 
season, according to an announcement by 
the International Silver Co. 

The extra matching pieces, to be offered 
in a number of unique gift combinations 
were displayed for the first time at the 
American National Retail Jewelers’ Aggo. 
ciation convention at the Waldorf-Astoria 
Hotel. 

On view at the International Silver dis. 
play in the Sert Room were a sterling 
smorgasbord set, hors d’oeurvre set, after. 
noon tea set, buffet set, bridge snack set, 
tomato server, letter opener and olivewood 
set. They will be available in various 
patterns of the company. 





International also displayed extra match- 
ing pieces of 1847 Rogers Bros. silverplate 
in new Christmas gift sets. Retail prices 
of these gifts will range from $5 to $10 
and are expected to prove popular with 
the holiday buyers looking for *inexpen- 
sive Christmas silverware gifts. 

The 1847 Rogers Bros. Christmas gift 
packages can be used for other purposes. 


Flex-Let Traveling Exhibit 


An exciting new traveling exhibit em- 
ploying lights, color and action and fea- 
turing the replica of a theatre stage has 
been developed for retail jewelers by the 
makers of Flex-Let watch attachments. 





Measuring 30 in. x 18 in. x 12 in. it 
prominently displays an expanding and 
contracting band linked to a meter which 
registers the number of expansions the 
band has endured. 

Eighty traveling displays are now be- 
ing distributed to Flex-Let jewelers on a 
rotating plan. 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own sfore 







WHEN YOU BUY A KINGSLEY, 
you geta time tested, trouble-free machine 
and areliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


Kings!eq 


DIAMONDS rox EXPORT 
BARBER saxo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 






EASY TO OPERATE 
STAMPING MACHINE CO. 


CALIFOR RIA 


BOLLYWOOD 728, 





LONDON, 8 Se 
SLUBAR - LONDON 


CABLES: 


ALL QUALITIES. AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP anno AMSTERDAM 











JEWELRY IS MY FIELD. FULLY EXPERIENCED 
IN CHAIN AND INDEPENDENT STORE MANAGE- 
MENT, ADVERTISING, DISPLAY, MERCHANDISING. 
PROVEN SALES ABILITY. INTERESTED IN MAN- 
AGERIAL POSITION WITH BONUS ARRANGEMENT 
COMMENSURATE WITH INCREASED BUSINESS. 


Address Box ‘'K. 3324,'' Care 
JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd S+#. New York 17, N. Y. 





——. 


IT'S NEW ... FASCINATING ... PROFITABLE 


Enrollments now being accepted for fall term. Study Gem- 
Setting the correspondence way. All tools and materials fur- 
nished. Learn Today with Bo-Day. A free booklet and full in- 
formation will be forwarded upon request. 
BEAUDET'S JEWELER'S ARTS, INC. 
1940 North 3rd Street Milwaukee 12, Wisconsin 
The original School of Correspondence in Gem-Setting 
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Zorn wots NOW 


on Chronograph watch repair 





Easy payment plan puts complete 
ESEMBL-O-GRAF working library 
within reach of every watchmaker 





Now without further delay . . . without prolonged study or 
heavy expense, you can open a profitable new avenue of watch 
repair business. Order the revolutionary new 22-volume 
ESEMBL-O-GRAF working library from your local material 
dealer today: pay just $7.00 down and have immediate access 
to complete step-by-step procedure for servicing every chrono- 
graph on the market. You pay only $7.00 per month for 21 
months thereafter. Not just the product of a publishing house, 
the ESEMBL-O-GRAF library is backed by an active research 
organization of chronograph technicians . . . ready to advise 
you on specific difficult problems. 


ESEMBL-0-GRAF procedure is simple! Merely open the appro- 
priate volume in your bench tray and disassemble each part 
according to the brief instructions and diagrams shown on 
the page devoted to that part. There is a page for every part. 
Assembly of the chronograph movement simply reverses the 
procedure. 
ESEMBL-0-GRAF procedure is thorough! Every screw, every in- 
tricate adjustment and oiling procedure is described in short, 
clear instructions. Nothing is left to guesswork or memory. 
* ESEMBL-0-GRAF procedure is fast! Following the ESEMBL-O- 
GRAF guides cuts two-thirds from repair time. The 
ESEMBL-O-GRAF is not a textbook, but a tool, serving when 
needed, like any other tool on your bench. 


—_-————- only $7.00 down-————— 4 


brings you the complete 22-volume 
ESEMBL-O-GRAF working library 


If your watch material dealer cannot supply you, fill in the form 
below, giving the name of your dealer. Your order will be at- 


tended promptly. 


TO 
STREET. 
SIE TE hiisenssacssepnsse 


YOUR DEALER .. 






Let the ESEMBL-O-GRAF earn while you pay! 


A VOLUME FOR EVERY MOVEMENT | 
A PAGE FOR EVERY PART | 


fy J . )- Lpaf 


“RESEARCH LABORATORIES 








' Desk 18, 807 Ridge Ave. Pittsburgh 12, Pennsylvania 


307 





Forstner TV Weather 
Forecast Show 


Suppiementing its other advertising and 
merchandising media, the Forstner Chain 
Corporation, Irvington, N. J., is sponsor- 
ing a television weather forecast show, 
every Thursday and Friday at 10:30 P.M. 
on the network station WNBT. The Forst- 
ner commercials point up Komfit Watch 
Band for men, Lady Komfit, Bracelets of 
Charm, and Key Chains. 

In addition to the “Forstner Forecast” 
show, the Forstner Chain Corporation has 
also contracted for television “spot” an- 
nouncements in a number-of key cities, to 
give local TV support to Forstner dealers. 


French Jewelry Expands 
Line and Production Area 


Attilio Castiglioni, head of French 
Jewelry Co., Inc., makers of Airflex watch- 
bands, prior to his leaving on a four-week 
flying trip to Italy, Switzerland and South 
America, announced the addition of three 
new Airflex watchbands, Combi, Everrada 
and Trophy, to their line. This conforms 
with the company’s new policy of continu- 
ally increasing the number of Airflex 
styles. Castiglioni also announced Airflex 
watchbands will be nationally advertised 
and negotiations are now underway for a 
television program covering the principal 
cities of the United States. French 
Jewelry Co., Inc., recently expanded and 
have taken an additional 25,000 square 
feet in their present location at 137 S. 
8th St., Philadelphia, Pa. 


New Men's Rings 
Stress Palladium 

An extensive new line of men’s signet 
rings emphasizing palladium for gem set- 
tings and highlight accents is now being 
introduced to the retail trade by K. 


Polishook & Son, 31 West 47th St., New 
York. 





The new line is designed to stimulate 
sales of men’s rings, “that relatively dor- 
mant but potentially most profitable 
jewelry market,” the company states. It 
adds that retail jewelers are already show- 
ing considerable interest in the collection 
as indicated by orders received from Kay 
Jewelry Stores; Tappen’s; D. Weiman’s, 
Philadelphia; Leon Levi, Baltimore; 
Brandt’s, Chicago; Crescent Jewelers, Oak- 
land, Calif., and Granville’s, San Fran- 
cisco, among others. The ring retails for 
$39.75 with rubies, and $69.50 with dia- 
monds. 
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Gruen Distributes Fund 


A profit sharing fund of $122,465.44 was 
recently divided among employees of the 
Gruen Watch Co., Cincinnati, Ohio, it 
was announced by President Benjamin S. 
Katz. 

This fund was sufficient to give em- 
ployees with more than five years’ service 
10.35 per cent of their total earnings dur- 
ing 1948, and qualified employees with 
less than five years’ service, 6.90 per cent 
of their total earnings last year. 

The company each year contributes five 
per cent of its consolidated profits before 
taxes to the profit sharing fund. 


~— 


Rockwell Painting 
In Swiss Ad 


The consumer advertising of The Watch- 
makers of Switzerland during September 
will feature a full-color Norman Rockwell 
painting of a veteran watchmaker at his 


bench. 
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The advertisement is scheduled to ap- 
pear during a period which will help the 
jewelry industry promote Watch Inspec- 
tion Time, Sept. 12-17. The Watchmakers 
of Switzerland have also made a window 
display, featuring this advertisement, avail- 
able to jewelers and also have provided 
a contest with valuable prizes for windows 
utilizing this display. 


Babe Ruth Watch 
$150,000 Sales Contest 


What has been termed the biggest and 
richest sales contest in company history 
has just been announced by Hermann 
Segall, President of Exacta Time Corpora- 
tion of New York, manufacturers of the 
Official Babe Ruth Wrist Watch. 

The contest starts on August 
will run 60 days to October 15. 

Each entrant vies against himself to win 
his own prize—instead of the usual con- 
test against the entire field. 

In addition to amounts of money in 
bonds there is a grand prize of a 21-day 
all-expense luxury trip for two to Rio de 
Janeiro aboard a liner, then back to the 
United States via Pan American Airways. 
A duplicate trip for two will go to the 
Sales Manager of the winning salesman. 


15 and 








Parker Display Suggestion 


One of several new Parker back-to. 
school window suggestions is this attrac. 
tive display designed especially for the 
jewelry store. 





Linked in headlines and illustrations to 
Parker’s national advertising, the display 
of Parker “51” and “21” pen and pencils 
utilizes an autumn motif. 


Eaton Leather Accessories 


The Eaton Paper Corporation, of Pitts. 
field, Mass., has appointed Bolender and 
Company, 1551 Merchandise Mart, in Chi- 
cago, as sales representative in the Mid 
West for their Laura Lee Linder line of 
decorative leather accessories. 

In the South West, the Laura Lee Linder 
leather line will be represented by 
Samuel F. Johnson, of the Johnson Sales 
Company, with display rooms at 6615 Main 
Boulevard, Houston 5, Texas. 


Two New Cory Coffee Brewers 


Two new Cory automatic coffee brewers 
made their bow last month to the trade. 















According to N. H. Schlegel, Cory Vice- 
President in Charge of Sales and Adver- 
tising, “the trade has been calling for a 
quality automatic brewer priced under 
$20.00 for years, for mass market accep- 
tance. The Coralume model is the answer 
(above right), with a satin silver coralume 
finish at $19.95, plus Federal tax. We've 
also introduced the Custom model (above 
left), in luxury copper chrome at $28.50 
plus tax. In our opinion the development 
of these two units make the automatic 
coffee brewer as important an appliance 
volume item in the immediate future as 
the automatic toaster is today.” 
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Schick Money-Back 
Campaign Breaks 

Keying its campaign to a purchase price 
refund if the customer doesn’t agree the 
Schick Electric Shaver is better than his 
present razor. Schick Incorporated is in- 
stituting a new sales drive. 

Announcing the company’s market-ex- 
panding program, President K. C. Gifford 
asserted Schick is doubling its advertising 
appropriation, setting a new high for the 
electric shaver industry. Daily newspapers, 
national consumer magazines, trade publi- 
cations, radio and television will be used. 
In addition, an elaborate dealer-aid cam- 
paign has been planned. 

Opening the campaign, Schick sched- 
uled ads in leading trade publications, 
expressing Gifford’s confidence in the abil- 
ity of American industry to meet the chal- 
lenge of a buyer's market. “Confidence,” 
in fact, was the title of the ad. 

“There is no reason for long faces,” 
Gifford wrote. “This country is the rich- 
est country in the world. Its people have 
money to spend. But they are spending 
it intelligently. They must be shown the 
value. the reason why of a product, be- 
fore they will buy.” 


Romance of Pearls Televised 


Helen Murphy of Dumont Television and 
David Goldstone of the Imperial Pearl Syn- 
dicate, participated in the Woman’s Club 
Television Program, when for the first 
time, the television audience was told the 
fascinating story of the romance of pearls. 
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While Mr. Goldstone was distinguishing 
between the various types of pearls, an 
extra camera was showing the process 
whereby Imperial cultured pearls are 
grown in living oysters. 

A highlight of the program was _ the 
Imperial “Queen of the South Seas” neck- 
lace, which required eight years to as- 
semble, weighs over 2000 grains and is 
valued at $35.000. 


Michaels Uses 
“Jeweler Advertiser" 


Irving Michaels & Co., operators of the 
Michaels chain of retail jewelry stores, 
have contracted for the exclusive use of 
Jewelry Advertiser, a newspaper advertis- 
ing service published by Cramer-Tobias- 
Meyer Publishing Corp., of New York, for 
all their stores and associated stores on a 
long-term contract. 

This service is used by almost 300 other 
better grade retail jewelers throughout this 
country and Canada. 
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Short and Long Speidel 
Ass't. in Ornate Box 

Speidel Corporation, Providence, R. L., 
has arranged a special new Short and 
Long assortment of its watchbands and 
watch bracelets. 





The design of this plastic wood chest is 
taken from an original Chinese pattern. 
The carved figures are brought out by an 
antique white finish. The assortment of 
Speidel merchandise in the chest includes 
three each, short and long men’s watch- 
bands; five short and three long ladies’ 
watch bracelets. Including 14 pieces of 
merchandise, it is available separately at 
a cost of $66.46, or may be purchased as 
part of the “Speidel Grand” Unit along 
with other displays. 


Elgin Selects "Dymo" As 
Diamond Compound Trade Name 


The Industrial Products Division of the 
Elgin National Watch Co. has selected 
“Dymo” as the new trade name for its 
diamond compound. 

The new name was adopted to eliminate 
confusion with other diamond lapping and 
polishing compounds. Elgin “Dymo” 
diamond compound is available in the com- 
plete range Bureau of Standards abrasive 
erades. 


a 


Souvenir Compact of R.R. Fair 
Designed by Elgin American 

Visitors to Chicago’s Railroad Fair will 
find Elgin American’s Railroad Fair com- 
pact a delightful souvenir to take home 
with them. 





Carrying out the Fair’s theme, these 
pert accessories are designed with trains 
of yesterday and today in four gay colors. 
Smartly fashioned of satin-finished jewel- 
ers bronze in popular 2%4 inch square 
shape, they retail for $2.95. 





Fall Heirloom Sterling 
Ad Campaign Ready 


The fall advertising schedule of Heir- 
loom Sterling has been announced by 
Oneida, Ltd. It follows the successful 
formula of the spring campaign on the 
sterling patterns. 

The advertisements retain the same in- 
teresting format showing the _ full-page 
color treatment of a 6-piece complete place 
setting of Heirloom Sterling. Lavish color 
scheme with a floral centerpiece incorpo- 
rate unusual use of flowers and fruit which 
can be copied by the average hostess. 

Magazines with a total circulation of 
9,275,000 and an estimated total reader- 
ship of 30,000,000 will be used in the cam- 
paign. They include Ladies’ Home Jour- 
nal, Better Homes & Gardens, Vogue, 
Harper's Bazaar, Mademoiselle’s Living, 
Bride’s Magazine, Guide for the Bride. 





Eigin Fashion Award 
Sparks Campaign 


Heralding the announcement that Elgin 
National Watch Co. has won a Fashion 
Academy gold metal award for “special 
design achievement,” Fran Mathews dis- 
plays elaborate mailing piece telling the 
trade about new Lord and Lady Elgin 
watches. To honor the achievement, Elgin 





has developed a big advertising campaign 
in magazines and newspapers that will 
continue through the Christmas season. 


New Easel-lid Display 
Boxes for Ronson's 


A new type box with a hinged easel-lid 
which makes it especially effective for use 
in window and counter display of Ronson 
pocket lighters has been introduced by 
Ronson Art Metal Works, Inc., Newark, 
N. J., and is being included among current 
shipments to dealers and distributors. The 
new box accommodates the Whirlwind 
lighter, while a second size fits the Stand- 
ard and Princess Lighters. 

Advantages of this more costly container 
are immediately apparent. Besides reflect- 
ing a substantial improvement in the ap- 
pearance of Ronson gift-packaging, the 
boxes are particularly suitable for point- 
of-sale display purposes. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted”—*‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word, 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
werd. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as werds and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not he deli. -red. 

Special notice forms .:ose 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 











WATCHMAKER;; _ experienced ; several 
years at bench, desires position; refer- 
ences. Address “G., 3408,” care J C-K. 





FIRST class watchmakers, experienced in 
all types of chronographs and timers; 
available at once. Write “A., 3301,” 
care J C-K. 





EXPERIENCED retail jewelry salesman ; 
married; reliable; best of references; 
desires connection with a reliable con- 
cern. Address “Y., 3467,” care J C-K. 





SALESMAN ; retail; 25 years’ experience ; 
thorough; desires permanent position 
with reputable concern. Address “V., 
3388,” care J C-K. 





WATCHMAKER:;: 30 years’ experience; 
can do clock and light jewelry repairs; 
good references. Address “J., 3411,” 
care J C-K. 


JEWELRY designer; part time or free 
lance ; all types of jewelry ; wax models, 
creative, original. Miriam Levine, 24 
W. 8th St., New York City. 








WATCHMAKER and jeweler; manager 
repair department over 25 years; sal- 
ary $60; married; best habits and ref- 
erence. Address “D., 3395,” care J C-K. 





FIRST class jewelry jobber, stone setter 
and engraver; over 35 years’ experi- 
ence; best references; East preferred. 
Address “E., 3396,” care J C-K. 





DESIGNER; presently employed, wishes 
to make change; helpful with repairs 
and office routine: salary desired $65. 
Address “A., 3399,” care J C-K. 





ORDER and repair clerk, female, thor- 
ough experience in wholesale diamond 
jewelry line; knowledge of colored 
stones. Address “L., 3413,” care J C-K. 





ASSISTANT watch repairer and expert 
licensed dispensing optician; 20 years’ 
experience; wishes position with jewel- 
er and optician. Address “P., 3441,” 
care J C-K. 


WATCHMAKER: first class; 15 years’ 
experience, all types, makes of watches; 
37 years old; A-1 physicial condition; 
married: optical dispenser: selling. Ad- 
dress “M., 3319,” care J C-K. 








WATCH and clockmaker; 10 years’ ex- 
perience at bench: Bowman trained; 
age 38, single; salary $45 weekly. 
Write, 301 Ohio St., or telephone 5864, 
Reynoldsville, Pa. 











GEMOLOGIST; registered jeweler; avail- 
able for high type cash store in QOhio, 
New York or northeastern states: finest 
a Address “R., 3456,” care 

“Kr. 





WATCHMAKER, jewelry repairer; Elgin 
trained; 16 years’ experience; Oregon 
license; desires bench job on West 
Coast: available 30 days; references. 
Address “C., 3344,” care J C-K. 





SALESMAN; married; experienced ; 
wishes to connect with retail store, 
catering to the better class of trade; 
New York City, Westchester. Address 
“N., 3354,” care J C-K. 





BUYER-manager-sales, young woman, 
keen style sense; 10 years’ jewelry ex- 
perience, seeks position to assist owner 
or department store; Metropolitan New 
York. Address “L., 3325,” care J C-K. 





WATCHMAKER; Swiss and American 
expert; chronographs, repeaters; sales- 
man, manage department; B.T.S. gradu- 
ate; 20 years’ experience; best of ref- 
erences. Address “P., 3380,’ care J C-K. 





JUNIOR salesman; 28; single; three 
years’ experience New York retail 
store; desires position with opportunity ; 
best references; presently employed. 
Address “Y., 3390,” care J C-K. 





DEPENDABLE, sober, efficient; experi- 
enced watchmaker seeks employment in 
better type jewelry store; timing ma- 
chine essential. Address “G., 3244,” 
care J C-K. 





A-1 watchmaker; experienced, sober, cap- 
able of working without supervision or 
instruction; seeking position in first 
class store only. Address “L., 3246,” 
care J C-K. 


WATCHMAKER, school graduate, desires 
position; available for “on-the-job” 
training: best references; own tools: 

£0 oe Address ‘“Il.., 3230,” care 








RETAIL salesman, age 31, fully experi- 
enced in all phases of cash-credit jewel- 
ry business, seeks position in New 
York City area; reliable references. Ad- 
dress “L., 3376,’ care J C-K. 


SEEKING position with future, not just 
an ordinary job; top level credit store 
manager; experienced every phase of 
business; salary and percentage. Ad- 
dress “‘N., 3257,” care J C-K. 








DIAMOND setter and all around jewelry 
repairman of 25 years’ shop and store 
experience; age 50; married; prefer to 
connect with a high class store. Ad- 
dress “T., 3329,’ care J C-K. 





WATCHMAKER; 12 years’ experience; 
sober; conscientious; capable of doing 
first class watch repairing and some 
jewelry repairing ; salary expected, $100 
per week. Address “J., 3245,” care J C-K. 





EXPERIENCED watchmaker, engraver 
and jewelry repairman, wants perma- 
nent position in private owned store in 
Pennsylvania or New York; can furnish 
reference. Address “A., 3468,” care 
J C-K. 





EXPERIENCED diamond assorter; ex- 
cellent references; valuable, ambitious ; 
desires to apply diamond knowledge to 
selling, buying or assorting with jewel- 

ry concern. Address “K., 3449,’ care 

*-K. 





REGISTERED jeweler American Gem 
Society; 15 years’ experience in fine 
jewelry, wishes to make a change; 
capable, aggressive, buying, selling and 
other detail; 46 years of age. Address 
“G., 3348,” care J C-K. 





WATCHMAKER:;: European trained; age 
44: married; fast and accurate on all 
makes, desires position in better class 
store, where good work is first considera- 
tion; best references. Address “G., 
3444,”’ care J C-K. 











WATCHMAKER; highly _ skilleg 
chanic; 85 years’ experience with ese 
American jewelers, competent On all *e 
and small watches; have tools and bane 
of references; credit stores exc] rr 
Address “E., 3442,” care J C-K. — 





Trait 

MANAGER; 20 years’ extensive exper; 
ence, buyer, merchandiser, , peraaees 
and supervisor; capable producer rages 
phases of retail operation: Will lo an 
anywhere for manageria position «3 
merit. Address “Y., 3427,” care J CK 





Siar. 
YOUNG lady; years of diversifieq ex 
perience in all phases of jewelry Office 
detail; knowledge of special order work. 
repair department; some bookkeeping’ 
stenography and typing; Metropolita” 
area. Address “W., 3426,” care J C-K. 





a rcere 
DIAMOND setter and jewelry repairman 
A-1 mechanic; over’ 30 years’ experi’ 
ence; excellent reference; age 50: 
married ; desires position; prefers West 
or Northwest. Address ‘“‘N., 3320,” care 


e - 








JEWELER; eight years’ experience, plat. 
inum and gold; can do some sgpecia] 
order and light repairing ; wishes pogj- 
tion anywhere; moderate salary. “¢. 
G.,”” Watchmaker’s Store, 59 W. 30th 
St., New York. 





—— 


OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager; results absolutely guaran. 
teed; finest references. Address “B, 
919,” care J C-K. 


—E a 





————=» 


YOUNG man; veteran; with three and 
one-half years’ experience in first class 
engraving shop, would like position: 
will go anywhere for right opportunity, 
Dick Roberts, 4204 Latona Ave., Los 
Angeles 31, Calif. 





Eee eee - 


WATCHMAKER;: 14 years’ experience: 
four years’ Watchmaster experience; 
best of references; married; repair all 
makes of watches; desires a permanent 
position with a reliable store. Address 
“P., 3420,” care J C-K. 


————EE —— 





JEWELER; model maker on rings, able 
to create original, own designed line; 
years prewar experience; familiar tool 
and casting production; Metropolitan 
area preferred. Address “B., 3400,” 
eare J C-K. 





JEWELER; A-1 man, with 25 years’ ex- 
perience on platinum and gold, special 
orders, sample and model making, also 
repairs, desires permanent, responsible 
position; New York City preferred. 
Address “H., 3275,’’ care J C-K. 





EXECUTIVE; young; thorough knowl- 
edge wholesale jewelry and watch im- 
porting; experienced at supervising 
watch production, repair department, 
distribution, inside sales; stock control. 
Address “R., 3126,’’ care J C-K. 


— 








WATCHMAKER, plus timing machine 
with store and factory experience on 
engraving, diamond setting and jewelry 
repairing, clockmaker; 309 years’ eX- 
perience and good _ reference; sober ; 
West preferred. Address “V., 3368, 
care J C-K. 


— tT 





EXPERT watchmaker; first class rater 
on railroad work and small watches, 
looking for position where first class 
work is appreciated; with present em- 
ployer over six years; desires to make 








change for personal reasons. Address 
“B., 3373,” care J C-K. 
ENGRAVER: desires position in high 


class store or shop; finest monogram 
and inscription work; trophies, etc.,; 
on gold and silver, ornamental work; 
25 vyvears’ experience; best reference, 
Eastern section. Address “Gotham, 
3382,” care J C-K. 


———— 
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SITUATIONS W ANTED—Continued 


oOo — 
"KLER repairer and diamond setter ; 
— class mechanic; 29 years’ experl- 
~e: ean give the best of reference ; 


e; + ee 
emarried ; now employed, but desires a 
change ; seeking a permanent position 


in a better class store. Address “E., 
9337,” care J C-K. 





eee = ’ 

TAN 7R-salesman; 25 years _experi- 

MANAG thorough knowledge of diamonds 
and colored stones; fine jewelry and 
watches; special order work; now em- 
ployed ; desires change; employment 
with high class retail firm only. Ad- 
dress ‘“B., 33038,” care JI C-K. 





<a: eigenen 
MAKER or sales manager; know 
oer shane of retail cash and credit 
jewelry; am willing to move to any 
city, providing _proposition is right; 
14. years’ experience; married; I can 
satisfy the most critical jeweler. Ad- 
dress “M., 3415,” care J C-K. 





- secineeannsa 
MAKER, jeweler and engraver ; 
ee: 27 years old; four years’ ex- 
perience at bench; have completed 18 
months course of jewelry designing, en- 
graving, jewelry repair ; will take posi- 
tion anywhere in the U.S. that has a 
future. Address “H., 3456,” care J C.K. 
dette pale cese Aaa tBtion 
CERTIFIED Master Watchmaker; 20 
vears’ experience; sober, industrious ; 
married; go anywhere that I can be 
assured of a decent place to live; salary 
or commission, with an $80 per week 
guarantee; no second watchmaker job. 
Address “Ll... 3312,” care J C-K. 





TOPFLIGHT jewelry man now avail- 
able; complete knowledge of install- 
ment jewelry business; buyer, mer- 
chandiser, credits, collections, sales 
promotions and general manager; 
12 years with large New York chain. 


Address “R., 3215,” care J C-K. 





WHO can’t use a proven pre-wartime 
credit hustler: am thoroughly familiar 
with sale promotions, merchandising, 
window trimming, credits, collections 
and some buying; diamond, stone ring 
and watch T.O. man; proven results in 
eight and a half years’ experience. 
Address “J., 3310,” care J C-K. 











WATCHMAKER-salesman, thoroughly ex- 
perienced both capacities; three and a 
half years with present employer; good 
appearance; benchwork only, or bench- 
work and selling; tools including 
Watchmaster: prefer South Texas rail- 
road shop. Address “D., 3241,” care 
J C-K. 








BOOKKEEPER; full charge; young, at- 
tractive; eight years’ diversified experi- 
ence in jewelry and diamond line; 
thoroughly familiar with manufacturing 
procedures, outside labor, taxes, pay- 
roll; assume responsibility: Midtown 
Manhattan only. Address “J., 3437,’ 
care J C-K. 





———————————— —— 


DYNAMIC retail executive, 40, enviable 
background, independent, chain, depart- 
ment store; brilliant record manage- 
ment, buying, merchandising; avail- 
able now for Chicago, Midwest or South- 
west proposition; excellent credentials. 
Address “Circular 156,’ Room 1415, 
Heyworth Bldg., Chicago 2. 

SALESMAN: experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application are appreciated ; thoroughly 
familiar with all departments of retail 
store; no preference on location: will 
£0 to any city. Address Circular 155, 
Room 1415, Heyworth Bldg., Chicago 2. 











WATCHMAKER and jewelry repairer: 16 
years’ experience; Elgin trained: age 
39; employed as instructor in best 
watchmakers’ school on the West Coast ; 
wish to return to Middle West: prefer- 
ably licensed state; available 30 days; 
fo. Address “P., 3321,” care 





YOUNG lady, manager-bookkeeper; 15 
years’ experience with diamond and 
Stone ring manufacturer: complete 
knowledge all phases of merchandise 
and office detail: purchase stones; 


knowledge stenography and typing: ex- 
cellent references. Address “M., 3377,” 
care J C-K. 


MORE sales and better profit can be 


yours; general manager large retail 
jewelry store, 25 years’ successful ex- 
ecutive experience, certified gemologist, 
gemological institute; registered jewel- 
er, American Gem _ Society: prestige 
store preferred; minimum $9,000. Ad- 
dress “X., 3029,” care J C-K. 





WATCHMAKER;: graduate accredited 
school, two and one-half years’ experi- 
ence; veteran: married; sober: 29 
years old; student of Gemological In- 
stitute of America; have complete set 
of tools including Paulson Time-o- 
graph; good references; desires relia- 
ry) ne Address “A., 3372,” care 
e “Kr. 





MANAGER, or salesman, desires perma- 
nent position with high class retail 
store; 20 years’ retail experience with 
New York’s finest Fifth Avenue jewel- 
ers and one leading department store; 
thorough knowledge of diamonds, fine 
jewelry and watches; also special order 
estimates; excellent salesman; neat ap- 
pearance and conscientious: highest 
references; resident of New York. Ad- 
dress “P., 3451,” care J C-K. 








STUDENT of gemology, near completion 
of course, desires position with reputable 
firm in the East; married; four years’ 
experience in retail buying and selling, 
window trimming and counter displays, 
store management and jewelry repairs; 
capable of managing or assisting man- 
ager, and making gem identifications 
and appraisals; full promotional ideas 
and Address “K., 3317,” care 
J C- 7, 





DIAMOND expert; 34 years’ experience 
all phases diamond business, including 
practical diamond cutting; desires em- 
ployment with a reputable, established 
firm; three to 15 year contract, at 
$5,000 first year, containing six months 
cancellation clause and providing for 
reasonable increases; American veteran 
enjoying excellent health and reputa- 
tion; 50 years voung. Address “U., 
3385," care J C-K. 





A-1 jeweler and diamond setter: special 
orders in gold, palladium and platinum ; 
43 vears old, 26 years’ experience: 
married: have three children; pleasant 
disposition, hard worker, seeking loca- 
tion with reputable well established re- 
tail store where ability and integrity 
are recognizable; salary secondary, 
providing a workable future can be 
offered: prefer the West, but will con- 
sider proposition elsewhere: available 
about Sept. 15: reply giving full de- 
tails: no union. Address “D., 3374,” 
care J C-K. 





ED 


EXPERIENCED watchmaker, desires 
permanent position with high class 
jewelry store in West or Southwest; 
capable of handling work on all types 
of watches, including minute repeaters, 
chronometers, chronographs, and all 
complicated timepieces, making parts, 
etc.; have had charge of high grade 
shop, supervising repairs, estimating, 
etce.: age 34; single; 17 years at watch- 
making: good references: able to earn 
good salary, but salary is secondary to 
pleasant living and working conditions. 
Address, George FE. Christensen, 655 
Milwaukee Ave., Chicago, II. 








ARE you looking for a young man who 
is very versatile in the jewelry field, 
progressive, conscientious, who is de- 
sirous of making connections with a 
progressive manufacturer, advertising 
organization, wholesaler, or retail jewel- 
er, and who has the following qualifica- 
tions; over 12 years’ experience in the 
jewelry field consisting of three years 
as a retail salesman, seven years as a 
buyer-manager of a large retail credit 
store, one year as a buyer-manager of 
a large New York credit department 
store, two years as a merchandiser for 
the largest advertising agency of syn- 
dicated jewelry mat services, catalogues 
and direct mailing pieces in the coun- 
try; Knows and talks with jewelry 
sense; knows the top manufacturers 
personally; knows retail jewelers: 
knows what the public wants, and above 
all can produce and get along with 
people; minimum $6,500. Address “‘J., 
3447,” care J C-K. 











Lines Wanted 








PACIFIC Coast representative, with es- 
tablished retail store following, open for 
strong line, if possible already estab- 
lished; A-1l references. Address “M., 
3352,” care J C-K 





SALESMAN ; experienced, open for manu- 
facturer’s line; large following among 
jewelry wholesalers, material jobbers, 
watch importers, New York and the 
East. Address “L., 3450,” care J C-K. 





JEWELRY salesman; experienced; now 
carrying important diamond ring mount- 
ing line to wholesale trade; wants good, 
non-conflicting line. Address “E., 3405,” 
care J C-K. 





PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches; 
commission basis. Address ‘M., 2830,” 
care J C-K. 





FIRST class line required, by first class 
representative, for Pacific Coast; a real 
volume producer; finest references: if 
you want a real job of selling, write 
“H., 3315,” care J C-K. 
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PACIFIC Coast salesman; have covered 
better stores for over 20 years; desires 
factory line of platinum or 14kt. jewel- 
ry: commission basis. Address “K., 
2829," care J C-K. 





SALESMAN; am interested in a top line 
in any type of jewelry, for I am ex- 
perienced in every phase; will move into 
territory for a good proposition: mar- 
ried and have a ear. Address “K., 
3414,” care J C-K. 





TOPFLIGHT jewelry representation; ex- 
ecutive type salesman, firmly estab- 
lished on West Coast, desires an addi- 
tional line sold exclusively to whole- 
ries Please address, “J., 3350,’ care 





MANUFACTURERS’ representative; fol- 
lowing jobbers, Chicago, Midwest, de- 
sires additional line costume jewelry, 
tailored or rhinestone; popular priced. 
Address Circular 157, Room 1415, Hey- 
worth Bldg., Chicago 2. 





CXPERIENCED manufacturer’s repre- 
sentative, setting up Pacific Coast office 
January 1, 1950, wants good line for 
wholesale jewelry trade on commission 
basis. Address Circular 151, Room 1415, 
Heyworth Bldg., Chicago 2 





PACIFIC Coast representative desires 
first class cultured pearl line; able to 
influence important volume of business 
among rated accounts; particulars to, 
A. Myers, 9925 Robbins Drive, Beverly 
Hills, Calif. 








DIAMOND bunch ring salesman, reputa- 
tion and ability to sell diamonds, well 
known, desires outstanding delivery 
stock, retail $50 to $750, for Midwestern 
States; large loyal following for 25 
years. Address Circular 152, Room 1415, 
Heyworth Bldg., Chicago 2 








SALESMAN: wishes to represent an es- 
tablished manufacturer making a 
high class line of jewelry; have ex- 
cellent following among the fine 
jewelers in Midwest. Address Circu- 
lar 154, Room 1415, Heyworth 
Bldg., Chicago 2. 





AM 29 years old, neat appearance, ll 
years’ wholesale experience, four years 
in jewelry; Knowledge of buying and 
selling, also office management; to rep- 
resent reputable manufacturer’s line in 
Midwest; my headquarters in Chicago; 
would also be willing to work with 
manufacturer’s representative as long 
as there is a chance for future ad- 
vancement; references furnished. Ad- 
dress “C., 3401,” care J C-K. 





(Continued on page 312) 
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JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
goods stores. Address “H., 2006,’ care 


Side Lines 











SALESMEN wanted, by Swiss watch im- 
porter, to carry line popular priced 
watches as side line ; commission basis ; 
all territories open. Address ‘H., 3308,” 
care J C-K. 

SALESMEN: Middle West, West Coast, 
with established retail store following, 
to carry short, single tray of unusual 
hand carved 14K wedding rings. Ad- 
dress “V., 3425,” care J C-K. 








SALESMAN for celluloid ring tags, Arch 
Crown, watch repair tags; Kum-Kleen 
price labels; established line; commis- 
sion. E. Pergament, 3224 Grand Con- 
course, Bronx, N. Y. 





SALESMEN:; all territories; with estab- 
lished retail or wholesale following, to 
carry one tray of a fine 14K gold pierced 
earring line; commission; give full de- 
tails. Address ‘‘N., 3440,” care J C-K. 





MANUFACTURER of ladies’ and gent’s 
10K stone rings, mountings, and wed- 
ding rings, 14K crosses, wants salesman 
for jobbers, chain stores, on commission 
basis; territory Chicago, also Pacific 
coast. Address ‘“‘N., 3378,’ care J C-K. 





SALESMAN; carrying side line; manu- 
facturer desires experienced salesman to 
carry 10 and 14K, gold zircon jewelry, 
and cultured pearl necklaces; merchan- 
dise is competitive and salable ; commis- 
sion basis. Address “N., 3419,’ care 
J C-K. 





SALESMAN wanted; to travel Chicago 
and Middle West, to carry as a side 
line, to fine retail trade, old established 
manufacturer’s line of high grade ladies’ 
and men’s 14K gold jewelry and novel- 
ties: commission. Address “T., 3384,” 
care J C-K. 





SALESMEN; Middle West and Far West 
territories open: leading manufacturer 
of 14K hand carved and faceted wed- 
ding rings, desires representation to de- 
partment stores and credit jewelers; 
high commission; our price list leads the 
fleld. Address “M., 3327,” care J C-K. 





SALESMEN wanted, by manufacturer 
of metal jewelry boxes and display 
pads for silver settings; excellent 
opportunity for experienced men, 
as side line; all territories open. 
Attleboro Box Co., 241 Weybosset 
St., Providence 3, R. I. 





SALESMAN; with following among bet- 
ter jewelry, department and gift stores, 
for exclusive line of fine Swiss eight 
day 7J and 15J guaranteed alarm clocks, 
as side line: Midwest and Southern ter- 
ritories: commission. Address | 
3214,” care J C-K. 





WELL known manufacturer of ladies’ 
and men’s 10K and 14K gold stone 
set rings wants salesmen, with fol- 
lowing, calling on retail jewelry 
stores on commission basis; good 
opportunity for the right men, Ad- 
dress “*H., 3445,” care J C-K. 





SEVERAL established, protected _ terri- 
tories open; one of country’s largest 
lines of G.F. and sterling rings selling 
to pawn shops, jewelers, department 
and gift stores; must have car; only 
top notcher with strong following con- 
sidered; excellent deal for right man. 
Address “E., 3305,” care J C-K. 





SALESMEN ; all territories; to carry out- 
standing line of jewelry boxes and dis- 
plays; suitable advances on commis- 
sions; this is your opportunity to con- 
nect with an aggressive, fast growing 
organization; our men are aware of 
this ad; all replies held in_ strictest 
confidence. Address “C., 3470,” care 
J C-K. 





MANUFACTURER, wants salesmen 

- with established trade, to carry line 
of highest grade rosaries, to retail 
jewelers and department stores; 
commission basis; give full particu- 
lars in first letter. Address “R., 
2954.” care J C-K. 





SALESMEN; manufacturer of sterling 
silver novelties and outstanding baby 
line; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open; commission basis. Address “N., 
1253,” care J C-K. 





SALESMAN wanted to carry, as a side 
line through the South, Southwest and 
Pacific Coast, a popular priced line of 
diamond ring mountings, diamond wed- 
ding rings, and fancy mountings; all 
platinum; liberal commission; only 
those who have a following, with long 
years experience need apply. Address 
“M., 3231,” care J C-K. 





SALESMAN wanted; by well known 
leading manufacturer of tarnish 
preventing silverware rolls and bags, 
to cover department stores, jewelers 
in New York city and vicinity; our 
large following will be turned over 
to right party; protected territory: 
good income. Address “E., 3472,” 
care J C-K. 





IDEAL side line; leather watch straps; 
commission 15% ; compact case, 16 Ibs. ; 
following territories: New England 
states; Texas, Oklahoma, Arkansas and 
Louisiana; New York and Pennsylva- 
nia; Wisconsin, Minnesota and Dako- 
tas; give territory and present line car- 
ried. Chic Watch Straps, 817 Main St., 
Cincinnati, Ohio. 





SIDE line salesmen wanted; new hand 
decorated china electric clocks; al- 
ready a proven seller, featured by 
largest department stores; market 
in electrical, jewelry, furniture, gift 
and department stores; fast turn- 
over; straight commission. Write, 
Advertising Manager, Johnson China 
Co., Ine., Trenton 3, N. J. 








SALESMEN;; old established manufae- 


turer of high class line of antique 
reproductions, 14K gold and _ ster- 
ling silver earrings, brooches, and 
sets, wants resident men: one, for 
West Coast states; one, for Chicago 
territory; one, for New England 
states; one, for southern and south- 
eastern states; this line has been 
successfully sold to better jewelers 
and better department stores; 10% 
commission; give complete _ infor- 
mation as to territory covered, and 
references. Address “C., 3394,” care 


J C-K. 


i 
Help Wanted 








WANTED, A-1 jeweler, who e 
and set stones. Address “V., 1 
J C-K. 


~ naa 
JEWELER; capable of doing son 

ting for enameling and chasing ae 

in detail. Address “‘V., 3361,” care J C-K. 


WANTED, two A-1 watchmakers: per 
centage basis only. Address “T., 1469» 
care J C-K. , 


EXCELLENT watchmaker, for perma- 
nent position; give full details. Fische] 
Bros., Jewelers, 1320 Broad St., Ne 
Castle, Ind. , 


rai. 

ENGRAVER; must be fine workman on 
lettering and monograms; finest trade 
shop in the South. Address ‘“W., 3389» 
care J C-K. 


an repair 

















tt rire, 

RETAIL, saleslady, experienced in silver. 

ware and jewelry ; state age, references 

salary wanted in first letter. Peacock’s 
Jewelers, Wichita, Kans. 








WANTED engravers; opening for first 
class and assistant engraver; perma- 
nent; give experience, recommendations 
Address “H., 3409,” care J C-K. 








JEWELER southern style; repairing, dig- 
mond setting, manufacturing; good pay 
and working conditions ; this is a steady 
job. Address “W., 3369,” care J C-K. 


SALESMEN; jewelry store following, 
to sell identification _ bracelets, 
chains, ete.; most territories open; 
commission 15%. Address “fF, 


3434,” care J C-K. 











JEWELER; capable of doing good repair 
work and polishing; state experience 
and references; Southern California: 
small trade shop. Address ‘“K., 3438,” 
care J C-K. 





JEWELER and setter, to work in trade 
shop; state experience and salary, also 
references; town of about 50,000 popu- 
lation. Nelson D. Bowen, 216-217 Wall 
Bldg., Lynchburg, Va. 





FIRST class watchmaker, capable of all 
kinds of repairing on watches and 
clocks ; good wages; pleasant surround- 
ings; only A-1l need apply. Address 
“P., 3353,” care J C-K. 





SALESMAN to take charge of watch de- 
partment; salesman to take charge of 
diamond department; both positions 
with leading Houston, Texas jeweler. 
Address “R., 3358,” care J C-K. 





EXPERIENCED retail diamond = and 
watch salesman; permanent position; 
give age, experience, reference, salary 
wanted in first letter. Peacock’s Jewel- 
ers, Wichita, Kans. 





SALESMAN wanted; with established re- 
tail following, to carry all types of gold 
and platinum rings; may be carried as 
side line with non-conflicting line. Ad- 
dress “V., 3465,” care J C-K. 


ND 





JEWELER and setter on special order 


work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 


rr 








MANUFACTURER wants resident ol 
Midwest to carry a line of fine 14K 
gold faceted jewelry, selling retailers 
in Midwest and Southern territories. 
Address “T., 3422,” care J C-K. 








WANTED experienced credit and collec- 
tion manager, male, with bookkeeping 
and accounting ability; state references 
and salary: for Ohio city with popula- 
lation of 15,000. Address “S., 3455,” 
care J C-K. 








EXPERIENCED fine engraver, who can 
do jewelry repairs and set diamonds, 
for an old established jewelry store; 
splendid salary and working conditions. 
Address, Carpenter-Matthew, Asheville, 
N. C. 
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tors c ienced; must 
sA4LES conductors, experienced ; | 
SA e how to prepare, advertise and 


oon sales for retail jewelers ; sala- 
es and commission, write fully. Na- 
; 1 Sales Service, 408 Olive St., St. 


tiona 
Louis 2, Mo. 





ELER ; age about 40, who is capable 


7 
*" looking after a shop; man who has 
had good experience on piatinum and 


d; good future for a man possess- 
gO business ability. Address “Q., 3360, 
eare J C-K. - 


oT eemncineil 
PEARL manufacturer, well known trade 
mark, wants salesmen with following 
among jeweler, gift, department stores, 
ete.; strong, competitive ; successful 
side line; 12% commission. Address 
“N,, 3416,” care J C-K. 











asides 
NING for a first class, skilled watch- 
af modern, air-conditioned shop; 
one of the oldest firms in the South; 
please give references and salary ex- 
pected in first letter. Address ‘“S., 3423,’ 
eare J C-K. 
aa aaiiais 
MANUFACTURER wants salesman, with 
established jobbers trade, to carry a 
staple line of 14K gold earrings and 
scarf pin mountings for the Middle 
West, on a liberal commission basis. 





r 


Address “H., 3341,” care J C-K 








WANTED; experienced jewelry man; 
we have opening for a manager in 
one of our stores; furnish back- 
ground in letter to Mr. Phillip Barr, 
227 Granby St., Norfolk, Va.; all 


correspondence confidential. 





SALESMEN; covering material jobbers 
in East, New England, Midwest; carry 
small line of high quality imported 
leather watch bands; quick sales; no 
bulky samples; write particulars. Ad- 
dress “F., 3338,” care J C-K. 





WATCHMAKER;; capable and reliable, 
for permanent position; excellent 
salary; pleasant working conditions; 
state age, experience, references 
and salary desired. Goodman’s, 220 
State St., Madison, Wis. 


JEWELER wanted, about 35 years of age, 
from 10 to 15 years’ experience on 
platinum and gold jewelry; a very fine 
opportunity and a fine place to work: 
give information in detail in first letter. 
Address “J., 3359,” care J C-K. 








SILVERSMITH skilled in repairing and 
restoring sterling and plated ware; ex- 
cellent future either on contract basis, 
or moving to Ohio on salary ; write giv- 
ing experience and basis. preferred. 
Address “K., 3309,” care J C-K. 





SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings: ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “‘A., 2256,” care J C-K. 








MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 








WANTED ; first class engraver by largest 
Shop in Rocky Mountain region; per- 
manent; high class silver work as well 
as general trade work; no students; a 
£00d opening for a thoroughly experi- 
enced man; no other need apply. Ad- 
dress “T., 3367,” care J C-K. 








JEWELER ; accustomed to making beau- 
tiful mountings in gold and platinum: 
for a man who possesses such ability 
there is a wonderful opportunity in our 
factory ; an old established concern and 
a very fine city; married man _ pre- 
ferred. Address “O., 3362,” care J C-K. 





SALESMAN: experienced, to eall on 
retail jewelers in North and South 
Carolina, by a wholesaler with es- 
tablished accounts; we carry many 
nationally known jewelry, silver 
and clock lines; must have car; 
replies confidential. Address “D.., 
3432.” care J C-K. 





WATCHMAKERS: we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St., 
Toledo, Ohio. 





SALESMAN wanted; manufacturer of 
ladies’ and gents’ 10K and 14K stone 
rings, 14K crosses, diamond rings and 
wedding rings to the retail stores on 
10% commission; a delivery line, one 
grip; man with car for Chicago; also 
one for Pacific Coast. Address ‘“H., 
3349,” care J C-K. 





DEALER;; established in China, wishes 
to appoint representatives for sale 
of jade stenes, unset, to manuface- 
turing and retail jewelers; prepared 
to furnish capable and_ reliable 
salesmen with limited stock against 
bank or other acceptable guarantee. 


Address “J., 3217.” care J C-K. 





SALESMEN ; we offer all the best known 
lines sold through jobber; excellent 
proposition to the right men with es- 
tablished following; territories open; 
Arkansas, Tennessee, Oklahoma, Kan- 
sas and Louisiana; give detailed reply 
and ‘phone. Berger Jewelry Co., 211 
N. Seventh St., St. Louis 1, Mo. 





MANUFACTURER offers unusual solid 
gold jewelry line for experienced sales- 
man, covering department and _ fine 
jewelry stores; not bulky; fall cata- 
logue in work; side line O.K.; Mid- 
West and Coast open; include refer- 
ences first letter. Morris Kaysen Co., 
740 Sansom St., Philadelphia 6, Pa. 





ASSISTANT manager and experienced 
diamond and jeweler salesman, for 
retail jewelry concern, catering to 
fine clientele, located in New Eng- 
land; state details in first letter; all 
information held in strict confi- 
dence. Address “C., 3431,” care 
J C-K. 





FOREMAN for high school ring manu- 
facturing; should be either expert jew- 
eler, stone setter, polisher, tool maker 
or die cutter, and experienced in other 
phases of manufacturing; permanent; 
excellent opportunity; completely 
equipped, well established shop in large 
Pennsylvania city. Write fully to “B., 
3469,” care J C-K. 





WATCH salesman, for West Coast, with 
following among retailers, wanted by 
established importer for fine, but popu- 
lar priced, complete Swiss watch line; 
liberal commission; no _ objection to 
non-conflicting line; existing accounts 
will be turned over: state details in 
— Address “T., 3464,” care 





SALESMAN: old established firm with 
large following, selling complete line of 
jewelry, including specialized and im- 
ported items, to retailers in Midwest, 
wants high grade man experienced and 
well acquainted in this territory: very 
interesting commission; give details. 
Address Circular 153, Room 1415, Hey- 
worth Bldg., Chicago 2 





SALESMAN: wanted by well known 
manufacturer of gift and novelty line. 
to cover leading department stores and 
finer jewelers; line well known through- 
out the country; territories open: com- 
mission basis; give references and back- 
ground in first letter; answers will be 
held confidential if desired. Address 
“V., 3332,” care J C-K. 


WELL established manufacturer of gold 
and platinum mountings, watch at- 
tachments and platinum diamond 
watches has opening for experienced 
salesman in any of the following states: 
Oregon, Washington, California, Ari- 
zona, Utah, Nevada; excellent opportu- 
nity; salesman with car preferred. Ad- 
dress “E., 3346,” care J C-K. 








EXPERIENCED diamond = salesman 
for high grade jewelry concern, in 
Connecticut; an excellent and per- 
manent position with real oppor- 
tunity, for a personable and capable 
man; state age, references, and 
salary expected; reply is held con- 
fidential. Address “*A., 3430,” care 
J C-K. 





EXCELLENT opportunity, for experi- 
enced salesman, to represent well known 
manufacturer of gold and platinum 
mountings, watch attachments and 
platinum diamond watches in any of 
the following states: New England, 


New York, Pennsylvania, Maryland, 
Carolinas, Georgia; prefer salesman 
with car. Address “D., 3345,” care 
J C-K. 





CREDIT jewelry store manager, to 
take full charge of large, progres- 
sive store; must be _ intelligent, 
thoroughly experienced, capable, 
and willing to work hard; we are 
giving the opportunity of a lifetime 
to the right man; write for appoint- 
ment. Time Credit Jewelry, 1325 
Broadway, Brooklyn 21, N. Y. 





A distinctive line of Cordovan leather 
wallets, key cases, belts, etc., available 
to several experienced salesmen with 
established contacts among retail jewel- 
ers, department stores, leather goods, 
haberdashery and stationery dealers; no 
objection to carrying non-conflicting 
lines; commission basis with full pro- 
tection: give full details, experience, 
lines carried, territory, etc.: replies 
—— Address “S., 3383," care 





WANTED, qualified men and women 
store managers; must be settled and 
willing to take responsibility; have 
openings in both large and small 
units; applicants will be considered 
according to ability; furnish com- 
plete background in first letter to 
Mr. Oliver A. Jenkins, Duval Jewel- 


ry Company, Jacksonville, Fla. 





SALESMEN: calling on jewelry, depart- 
ment, leather goods, men’s stores; to 
represent manufacturer of quality line 
of leather watchbands, bill folds, west- 
ern belts and sterling silver buckles; 
jobbers of metal bands; covering the 
Middle West, South, Central States, 
Texas and surrounding states, Colorado 
and adjacent states; good commissions; 
write particulars. Pacific Watch Attach- 
ments Co., 253 So. Broadway, Los An- 
geles 12, Calif. 





SALESMAN; to take over well estab- 
lished and lucrative territory South- 
west and Texas; well known manu- 
facturer of diversified line platinum 
and gold diamond jewelry, with 
large following and friends among 
best retail jewelers in territory; man 
must be well known to trade and 
preferably resident of territory or 
Texas; rare opportunity if you 
qualify. Address “B., 3392,” care 
J C-K. 
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SALESMEN; we will pay 15% commis- 
sion; old established, high-grade cos- 
tume jewelry firm, making gold-filled, 
sterling, rhinestone and metal jewelry, 
expanding sales force; if you travel 
regularly or have established following 
with jewelers, department stores, spe- 
cialty shops, exchanges, etc., and live 
in your territory, write at once about 
our offer; state whether you own a car 
and give history of your experience, 
also exact territory; prompt response; 
all protected territories; no objection 
to non-conflicting lines. Address, P. O. 
Box 365, Church St., 8, New York, N. Y. 





SALESMAN; this territory open for 
a good man with following amongst 
retail jewelers; Pennsylvania, West 
Virginia, Ohio, Kentucky, Michigan, 
Indiana; to represent manufacturers 
of substantial line of platinum and 
gold diamond rings and ring mount- 
ings, diamond watches, etc.; good 
commission; no objection to non- 
conflicting side line. Address “A., 


3391.” care J C-K. 





JEWELRY designer and model maker: 
capable of designing and creating a 
complete, original, distinctive and 
beautiful line of ladies’ stone set rings; 
to the person who meets our specifica- 
tions, we can offer a highly attractive 
proposition, including excellent salary, 
best of working conditions, vacation 
with pay and full time year around 
employment on a long term basis; in 
replying give complete and full in- 
formation in respect to age, previous 
experience, general background and 
capabilities, previous employers and all 
other pertinent information: sample 
sketches or designs will help us _ to 
make our decision. Address “F., 3306,” 
care J C-K. 





SALESMAN wanted by manufacturer 
of long experience; line consists of 
plain gold cases, diamond, gold and 
platinum cases for which we import 
our Own movements; we manufac- 
ture watch attachments in gold; 
ring mountings and wedding rings; 
we must have a man of outstanding 
personality to cover the California 
and Coast territory; may carry an- 
other line with ours. Address “S., 


3366.” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











FOR SALE: jewelry store, Long Island; 
$3,500 and inventory; living quarters 
for two; good lease. Address “H., 3322,” 
care J C-K. 





JEWELRY factory and tool shop; fully 
equipped for manufacturing wedding 
rings and mountings; going business. 
Address “E., 3435,” care J C-K. 





FOR SALE; jewelry store, large mid- 
western city; 100% location; long term 
lease ; other interests reason for selling. 
Address “F., 3397,” care J C-K. 





FOR SALE; jewelry store, 
lines; new fixtures; cash 
plenty of repairs; $7,500 cash. 
“P., 3330,” care J C-K. 


Florida; top 
and credit: 
Address 








ESTABLISHED jewelry store and watch 
repairing business; bargain, $10,000: 
plenty repair work; good sales: Central 
North Carolina; reason for selling, 
health. Address “D., 3336,” care J C-K. 


JEWELRY store; in large Midwest city; 
established 1881; fine stock; good loca- 
tion; $30,000 value; will sacrifice for 

24,000 in quick sale. Address “F., 
3406,” care J C-K. 





ONLY jewelry store, eastern Iowa city; 
rich farm area; fine steady business; 
over 30 years same location; merchan- 
dise inventory, $17,000, or will reduce. 
Address “J., 3316,’ care J C-K. 


JEWELRY store; center of Brooklyn, 
N. Y., shopping district; attractive up- 
stairs shop; splendid opportunity for 
watchmaker ; modest investment; sacri- 
fice for quick sale. Address “G., 3435,” 
care J C-K. 








SMALL store; modern fixtures; 75 miles 
north of Los Angeles, on coast; heart 
lemon packing industry; plenty repairs; 
good lease ; $55 month; population 4500; 
The price. Address “F., 3443,’ care 





GIFT and jewelry business; fast growing 
southern Florida city, on Atlantic coast; 
summer population 40,000; winter 100,- 
000; established many years; owner re- 
tiring; write for details. Address “G., 
3340,” care J C-K. 


JEWELRY store; established 30 years; 
center business district, Wichita, Kan- 
sas; nationally advertised lines; less 
than $50,000 will handlé; good lease; 
sickness reason for selling. Address “A., 
3342,” care J C-K. 








NEW modern jewelry store in North Long 
Beach, Calif.; all new fixtures and 
equipment; year and half old; five- 
year lease; good business and watch 
repair; moving East to live. Address 
“K.., 2413,” care J C-R. 





FOR SALE; established retail jewelry 
store in heart of thriving South Florida 
city ; 10 year lease; no limit to amount 
of business to be done with a little 
push; reason for selling, due to age, 
must retire; no brokers or auctioneers. 
Address “D., 3402,” care J C-K. 





SMALL town jewelry store; population 
2500, established 32 years; average for 
last five years over $35,000 per year; 
first five months this year $10,775: 
building can be purchased or leased for 
desired length of time. Address “A., 
3203,” care J C-K. 





FOR SALE; modern, attractive, air-con- 
ditioned store in progressive town, in 
Mississippi; 100% location; long lease; 
best lines watches, silver; clean stock; 
photographic department; ideal loca- 
tion for chain store operation; details 
will be given to reliable and interested 
parties. Address “N., 3248,” care J C-K. 





FOR SALE modern jewelry store, in 
best southern textile town; 100% 
location; clean stock; long lease 
with low rental; will sell outright 
or sell one-half interest to right 
party; references exchanged; no 
distress sale. Address “F., 3347,” 
eare J C-K. 





ENTIRE stock of merchandise, watch, 
clock and jewelry repair materials; 
watchmaker’s bench; two show cases, 
and one large pen case; watch clean- 
ing machine; three crystal cabinets; 
engraving machine; electric welder, and 
Paulson Time Recorder, for sale; value 
$11,000; will sell in part or lot: make 
offer. Address “L., 3318,’ care J C-K. 








FOR SALE, exclusive gift shop, corner 
location in hotel building; seven 
large display windows; good lease; 
ideal location for jewelry and gift 
store; owner will consider selling 
fixtures and lease only and part of 
inventory. Address “D., 3304,”’ care 
J C-K. 





A manufacturer of jewelry, who has been 
in the business for many years, is 
offering his factory for sale; good in- 
come and could be tripled in one year; 
wonderful arrangements could be made 
as to payments; wish to retire due to 
age: when answering write in detail 
how much money you can invest. Ad- 
dress “S., 3364,’’ care J C-K. 





RETIRING; here is a fine o 
for an individual, a chain oF a enw 
house; jewelry store established 17 
years on finest business street; 80 mile 
from New York City; clean, merchan 
dise ; watches: Hamilton, Bulova, Lon. 
gines, Elgin; silverware: Gorham, Reeq 
& Barton, Wallace, and a fine line of 
diamonds; about $22,000 needed. §, 4 
Eriksen, Riverhead, L. I., N. Y. 7 


$$ 


OLD established, 1924, jewelry business 
in growing New Jersey town, 50 miles 
from New York City; only one in town: 
good clean stock; reasonable rent! 
plenty of repair work; wonderful op: 
portunity for watchmaker, to own his 
own business, instead of working fop 
others; good reason for wanting to gel]: 
price $8,000; write for full particulars 
Address “R., 3454,” care J C-K, 


El rr 


OLD established, 42 years, wholesale 
manufacturing jewelry business fop 
sale, due to death of partner, brother: 
jewelry consists of popular priced dia: 
mond mounted rings, crosses, ete., in 
14K latest designs; also safes, scales, 
fixtures and all equipment for whole. 
sale business; specially priced, $26,500; 
opportunity. Write for appointment, 
Zimmern Bros., 180 Broadway, New 
Teoex T, Be F.- 














JEWELRY store in one of Southern 
California’s fastest growing cities of 
over 40,000 population; one owner 16 
years in same location near Los An.- 
geles; Hamilton, Elgin, Gruen and 
Parker franchises; new fixtures and 
clean up-to-date stock; store has ex. 
cellent reputation with mostly cash 
business; good lease; about $35,000 
mostly cash; owner retiring. Address 
“T., 2540,” care J C-K. 








ONE of the leading jewelry stores in East 
Tennessee town of 35,000 population; 
store is complete in every detail, hav- 
ing all leading lines, including Hamil- 
ton watches; store is well established, 
in good location; stock is all new, 90% 
purchased in the last 12 months; watch 
repairs alone will average $1,500 per 
month; stock and fixtures will inven- 
tory $18,000 to $20,000; reason for sell- 
ing, ill health. Address “R., 3421,” 
care J C-K. 





JEWELRY store for sale; an oppor- 
tunity to own an excellent paying 
established credit jewelry store in 
southern California, San Fernando 
Valley, drawing from approximately 
200,000 population; 1948 gross 
business over $100,000; top loca- 
tion; good lease; all major lines 
and silverware; clean stock; active 
partner ill and unable to operate 
business. Address “G., 3398,” care 
J C-K. 


————— 





JEWELRY shop for sale; tools, dies, fix- 
tures, machinery and_ safes; fully 
equipped, ready for business, and with 
zood people could do $100,000 worth of 
business the first year and much more 
the second year; to purchase the plant 
will take about $85,000 to $90,000; we 
can make arrangements with $45,000 
down payment and monthly payments 
for balance; a fine opportunity for two 
or three wide awake men; fine city in 
which to do manufacturing. Address 
“TT 3363,” care J C-K. 








RETAIL jewelry store; excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
ete.; store enjoys excellent reputa- 
tion; air conditioning; low rental 
with eight-year lease; sacrifice for 
$25,000. Address “R., 3331,” care 
J C-K. 


—$—$—<—$$—$$$—$—$————— 
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. .ORNIA’S best buy; jewelry store 
CALIF pe new 
95 ( ) theatre building’; leading store 
$250,008 nincorporated 


and watch repair located in a 
; ati in an 
in best location 7 

community of 18,000 with 


competitors; excellent repair 


most even Climate on 
without excessive heat or 


full price $5,000 cash. 


business; full pric 
dress Oe 33 ‘ vu, care J C-K. 


two small 
a 

by a registered watchmaker ; 
ee ae Pacific Coast 
cold; 100 
miles south of San Francisco; actual 
physical assets $9,839.12; owner leaving 
town, must sacrifice this excellent oom 





FOR SALE; jewelry shop in the fastest 
growing city in the Pacific North- 
west; established 1910; doing spe- 
cial order and trade work; also job- 


bers of ring mountings, and have 
a large retail following; enjoying a 


good volume of business from four 
states; owner wishes to retire; price 


$21,500, which includes inventory, 
equipment, fixtures, ete.; some 
terms can be arranged; this is an 
excellent opportunity for one to take 
over a well established shop. Ad- 
dress “G., 3307,” care J C-K. 











For Sale 


Tools, Equipments 


—E ee $$$ —$$—_$—_—— 





LIBERAL allowance on old watch timers 
toward purchase of Paulson Time-O- 








Graf. Henry Paulson & Co., 131 S. 
Wabash Ave., Chicago 3, III. 

USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P 


Gallien, 220 W. Fifth St, Los Angeles 


13, Calif. 
ARCH CROWN celluloid and _ parch- 


ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 


JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St.. New York Algonquin 
4-2174. We ship open account, parcel 
post or express to any part of the 
United States. 














Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circuiar- 
Keystone. 








ESTABLISHED jewelry store wanted by 
watchmaker; medium price; give com- 
plete details. Address “E., 3266,” care 








SMALL established jewelry store wanted: 


100% location, in Manhattan, Long 
Island or New Jersey; complete de- 
tails. Address “R., 3381,” care J C-K. 





JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations; will consider every store in 
any city; all replies confidential. Ad- 
dress “J., 2740,” care J C-K. 














HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 


ceivables; high type personnel; 


New York 17, N. Y 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 

see our advertisement on 


details 
page 224. 


coast 
to coast ; all correspondence confidential. 
National Capital Co., 045 Fifth Ave., 





AUCTION for profit; auction sales con- 
in the country; the 


ducted anywhere 


finest bank and jewelers references 
furnished; stocks bought. Herman 
ee 386 Fulton St., Brooklyn, 
AN. 





AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 


J. Gregory, 6956 N. Ashland Ave., 


Chicago 26. 





HUGH Jewelry Co., Inc., cash buyers of 
jewelry stores with or without fixtures; 
we will advance cash to pay your bills 
immediately and interview you at our 
expense in any part of the country; 
bank and trade references. 191 Main 


St., Painesville, Ohio. 





COLMES BROS., cash buyers of jewel- 


ry stores with or without fixtures; 


we interview you at our expense in 


any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 





SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 


estates for cash; my direct outlet en- 
ables me to pay you higher prices bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





WE can make 1949 a successful year; 
our auction sales bring cash and 
new customers to you; stocks bought 
for cash or sold on commission. B. 
Schwadron, 89 S. 9th St., Brooklyn 
11, N. Y. 





SPACE available in 100% Lincoln Rd. 
shop for antique jewelry silver; will 
consider only one with large fine stock, 
diamonds optional, or will consider dia- 
mond man separately; percentage or 
rental; highest trade references given 
and requested. King’s 653 Washington 
Ave., Miami Beach, Fla. 





AUCTIONEERS interested in liquidat- 
ing stocks profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ suc- 
cessful experience, disposing of 
jewelry stocks; finest references. 
Gabriel Flutie, 310 West End Ave., 
New York City. 





AUCTIONEERS with 30 years of leader- 


ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Noack-Hardger, Sacramento, 


Calif.; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers: 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madli- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 





AUCTIONEERS: V. C. Kelley and As- 
sociates; for over 20 years America’s 
most successful jewelry auctioneers; 
rich in experience, outstanding in 
ability; capable of handling the big- 
ger stocks and the finer goods; and 
above all, we possess the skill to get 
the most for your stock; recently 
sold over $350,000 for the five foi- 
lowing stores; Brackins, Pensacola, 
Florida; Sterling, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; Stewarts, Little Rock, Arkansas ; 
Shaws, Lima, Ohio; best references. 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, III. 








WOULD you like to retire from busi- 
ness, if you were given a responsible 
guarantee that your stock, accounts 
and fixturs would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 

-coneern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Mec- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, Iil. 














A. E. GATES & Associates, jewelry 


auctioneers; if you are retiring 
from business, or wish to reduce 
your stock, a dignified auction con- 
ducted by experts in selling jewels, 
art objects, all classes of goods car- 
ried in first class stores, with the 
ability to describe each piece cor- 
rectly and convincingly, inspiring 
the most discriminating customers 
to buy during and long after your 
auction is over; our proven ability 
of many years’ successful selling, 
for leading jewelers throughout the 
United States, will also apply to you; 
we can sell all or any part of your 
stock, quickly and profitably; write 
or wrire for terms and dates. A. E. 
Gates, 580 Fifth Ave., Room 605A, 
New York 19, N. Y. Tel. Plaza 
7-3245. 





(Continued on page 316) 








Wanted to Purchase 








(Continued from page 315) 





SNAKE chain machine wanted; replies 
strictly confidential. Address “F., 3473,” 
care J C-K. 





USED National Cash register posting ma- 
chine, having at least 15 columnar 
totals. Address “D., 3471,’’ care J C-K. 





MANUFACTURER wants set of progres- 
sive tools for men’s watch bracelets. 
National Findings Corp., 62 W. 47th 
St., New York City. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





MACHINERY for jewelry shop; melting, 
casting, lathes, presses, plating, etc. ; 
buy all or parts; dealers invited. 

ae Halo, 45 Broad St:, Newark, 


v 
- . 





WANTED, used sterling flatware or hol- 
lowware: inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 





HIGHEST prices for 12 and 16 size, 7 to 
21 jewel American movements; check 
mailed immediately ; estimate subject to 
your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, IIl. 





WANTED to buy, for cash; surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidential; call or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17, MU 7-7743. 





SPOT cash for your surplus stock 
watches, diamonds and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 





SURPLUS jewelry stock wanted; best 
cash prices paid for your surplus, 
dead stock of jewelry, diamonds, 
gold scrap, bracelets, cuff links, em- 
blems, watch cases, stones, broken 
jewelry, odds and ends; prompt re- 
mittances; all shipments held intact 
pending approval; satisfaction guar- 
anteed. Lewis’, Dept. CK., Inter- 
national Bldg., St. Louis, Mo. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; references; 
National Bank of Commerce. Mem- 
phis, Tenn.; Jewelers Board of 


Trade; Dun & Bradstreet. Wein- 


man’s, Dept. K, 108 Beale Ave., 
Memphis, Tenn. 


Watch Work, etc., for 
the Trade 


Wie specialize in repairing chronographs 
and repeaters. Richard Flauto & Co., 
48 W. 48th St., New York 19, N. Y. 

WATCH repairing for the trade, jewel 
setting, plate and balance jewels; price 
list upon request M. J. Gallo, 922 N. 
Plum St., Lancaster, Pa. 











. M. MAYRHOFER;; fine watch repair- 
ing for the trade; mail orders: 30 years’ 
experience; prompt delivery. Room 324, 
215 W. Fifth St., Los Angeles 13, Calif. 
Mu 8566. 


— 
~ 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kunnel, 
2 W. 47th St., New York City. Phone 
Lu 2-31638. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W 
48th St., New York 19, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer S8t. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St.. Brooklyn 
19, N. Y. Gedney 6-5300. 





ROY A. RAMSEY @& Son, Room 710, 
Western Saving Fund Bldg., Philadel- 
phia 7, Pa.; finest quality trade watch 
repairing: regulated and tested on 
Western Electric Watchmaster. 





KNOW your vibrator; mail direct; same 
day service; flat $1.75; Brequet $2.50; 
free services; restud, recollet; write 
for free envelopes and containers. Hair- 
spring Vibrating Co., P. O. Box 330, 
406 32nd St., Union City, N. J. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 








PERFECT watch repair service, 323 W. 
Fifth St., Room 201, Los Angeles 13, 
California; 18 years’ experience; mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists; Watch- 
master tested for perfection: two to 
three days’ service; no better workman- 
ship at any price; send us your trial 
order now. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed ; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 





FINEST watch repairing, with seven 
days or sooner service; all work 
guaranteed and protected to and 
from store against loss and damage; 
all watches timed with Watchmaster:; 
located in the Midwest’s most con- 
venient watch repair center. Pollak’s 
Watch Service Co., 205 Colonial 
Arcade, Cleveland 15, Ohio. 


IMPORTANT; your’ watch repairs: 
any make any size watch accurately 
repaired and at today’s most reason. 
able prices; we offer you the finest 
craftsmanship, fully guaranteed. 
prompt service and postage prepaid. 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re. 
quest. National Watch Repair Co 
727 Sansom St., Philadelphia 6, Pa, 


EE eT Ly a rs, 
Special Order Work and 
Repairs for the Trade 














PEARLS and beads restrung; rosaries 
repaired by experts for the trade; right 
prices; prompt service; monthly billing 
Weodman’s, 55B Eddy St., Providence 





i 


LAPIDARY ; complete service; stones re. 


cut, repolished, repaired, drilled, en- 
graved, encrusted; new _— stones for 
replacements; special opal, star Sap- 


phire doublets. Ace Lapidary, Req 
Cross Bldg., Jamaica, N. Y. 








BEADS restrung; all style beads re. 
strung, plain or knotted; prompt ser. 
vice ; can furnish references. Mrs. Helen 
Kk. Stump, 202 State St., Shillington, Pa., 
near Reading. 





FOUNTAIN pen and lighter repairing: 
experts on all makes; authorized ser- 
vice station Parker, Schaeffer, Water- 
man, Eversharp. Personal Pen Co., 333 
Washington St., Boston 8, Mass. 





ns 


JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
répairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 











FOR lease, suitable manufacture jewelry; 
10,000 ft. modern, air conditioned, with- 
in 10-15 minutes midtown New York. 
Roe Realty Co., JO 2-4264, N. J. 





BENCH space for jeweler or an engraver, 
in a very clean, modern shop and build- 
ing, Midtown New York City; ideal for 
small business; small rent. 22 W. 48th 
St. Pl. 7-5420. 





1150 sq. ft. office space; rental $3.25 per 
sq. ft.; three year lease; has 9 x 6 ft. 
builtin wired vault; Holmes protection; 
beautiful partitioned offices: ready for 
occupancy ; purchase price $2,500; ready 
to vacate between October 1-15; located 
at 22 W. 48th St., New York City. In- 
quire, Kittay & Blitz, Inc., same address. 
Tel. Pl 77-4977. 





Miscellaneous 


— —7E a — 
oo ——————— a — - — —- 





BOOKS on engraving, watchmaking, 
watch and clock repair, jewelry, optics, 
ete.; learn for profit; free catalogue. 
H. & H. Supply, 1549-A Lawrence St., 
Denver 2, Colo. 


WATCHMAKERY JOURNAL contains 
valuable information for watchmakers 
and students: send 15c, stamps, for 
sample copy. Dean Co., 116-A Nassau 
St... New York 7, N. Y. 














JEWELRY, silverware and plastic en- 
graving taught. <A. P. Hemersbach, 
Tutor, 303 Fifth Ave., New York. MU 
4-7572. 


— 
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Mineralite Bowling 
Ball Campaign Starts 

The Brunswick-Collender Co., manutac- 
turers of bowling and_ billiard equipment, 
launched its “1949 Mineralite Bowling 
Ball and Bowlers Accessories Campaign” 
on August 24, with advertisements in 30 
newspapers in 28 cities representing bowl- 
ing’s greatest potential market. lhe cam- 
paign will continue through the Christmas 
shopping season. | 

Ww. C. Lawson, Brunswick Vice-Presi- 
dent in charge of bowling and_ billiard 
sales, reports that full and half-page ad- 
vertisements are also planned for weekly 
magazines during the fall months. 


- * 
New Electric Lighter 
Electra-Liter, a new electric cigar and 
cigarette lighter. designed for home and 
office use is now available. 





lt is available in a variety of finishes 
with a protective lacquer coating, the re- 
tail price varies from. $15 to $50, depend- 
ing on the finish selected. It is made by 
Durst Manufacturing Co., 11110 Cumpson 
St. North Hollywood, Calif. 


- --— 


Elgin Material Cabinet 


More than 400 parts are stored in this 
new material cabinet designed by Elgin 
National Watch Co. to conform with speci- 
fications of Watch Material Distributors 
Association of America. 





Fitted into vials in the top two drawers 
are winding arbors, clicks, winding and 
setting clutches, hour and minute hands, 
second hands, balance hole jewels, bal- 
ance cap jewels, roller jewels, setting 
levers, bevel pinions, cannon pinions, case 
screws and balance staffs. Mainsprings 
are in the lower drawer. The cabinet is 
available through Elgin material whole- 
salers. 


FOR SEPTEMBER, 1949 




















Third Year For Deltah 
“Queen For a Day" Show 


In addition to a consistent large space 
schedule in leading mass and class mag- 
azines, Deltah Pearls will continue to be 
represented five days a week on the fa- 
mous “Queen for a Day” show sponsored 
by Alka-Seltzer and Philip Morris. On 





915 stations of MBC network this program 
is received daily on about 7 million radio 
sets and reaches an audience made up 
almost entirely of women. During the 
Fall months, the Deltah radio script will 
concentrate on the line of “Couturier 
Necklaces” currently being introduced to 
the trade. 


eo - ——_—____————_— 


Paulson Reduces Price 
on Hairspring Unraveler 


With the increased production and use 
of the hairspring unraveler, which for- 
merly sold at $25.00, Henry Paulson & Co. 
are now offering this time and money sav- 
ing precision instrument for $14.95. Any- 
one who has purchased it from them at 
the $25.00 price will be refunded the 
difference. 

This instrument is designed to save 
time in unraveling hairsprings, loss by re- 
placement and cost of vibrating. For 
further information, write to Henry Paul- 
son & Co., 131 South Wabash Ave., Chi- 


cago 3, Ill. 


GE Appliance Display 
For Small Stores 


A new full-line small appliance display 
for use primarily by smaller retailers who 
cannot afford available large single-line 
displays was recently introduced by the 
General Electric Co. 

The new fixture is designed for the 
permanent island, wall or aisle display 
of all G-E traffic appliances except vac- 
uum cleaners and automatic blankets. It 
measures 60 inches wide, 30 inches deep 
and 56 inches high; has one counter and 
five shelves. It is available at $119.50. 





New Cooperation Adv. 
Plan Offered by Gruen 


A new “100 per cent cooperative” plan 
of advertising allowances for its retail 
dealers is announced by Bernard M. Kli- 
man, director of advertising for the Gruen 
Watch Co., Cincinnati, Ohio. 

Under the plan, Gruen jewelers and 
department stores will be reimbursed 100 
per cent—subject to maximum allowances 
established by volume of purchases—for 
money used in advertising Gruen watches, 
Kliman said. The plan applies to adver- 
tising in newspapers, radio, car cards and 
billboards. 

The new schedule of allowances is: Up 
to $14,999 in purchases, two per cent al- 
lowed for advertising; up to $29,999, three 
per cent; up to $49,999, four per cent; up 
to $99,999, five per cent; up to $249,999, 
six per cent; up to $499,999, seven per 
cent, and $500,000 and over, eight per cent. 

Jewelers are reimbursed early in the 
calendar year for expenditures of the pre- 
ceding year which meet the requirements. 


Gemex Box 
By Arrow 


The first display box ever used by the 
Gemex Company for watchbands is being 
produced by Arrow Manufacturing Co., 
567 52nd St., West New York, N. J., to 
package the Gemex Gem, new expansion 
bracelet for women. 





The box has a pastel pink molded plas- 
tic base with a transparent lucite cover 
providing full view of the merchandise. 
The Gemex name appears on a lucite 
covered, gold-colored plaque on the cover 
and is repeated on the underside for quick 
identification, with box open or closed. 


New Tynar Camera 
Now Available 


The Tynar Camera Corporation recently 
placed its new miniature camera on the 
market. 

The camera, according to the corpora- 
tion, includes a highly critical lens and 
extreme simplicity of operation because of 
automatic film winding features, fixed focus 
and a compact all-metal case that houses 
the sturdy vest pocket size camera, sells for 
$7.95. 

Philip Kalech, nationally known sales 
executive, is directing the merchandising 
and advertising programs for the Tynar 
Corporation. Advertising is being conducted 
by David S. Hiiiman & Co., Los Angeles. 
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NEWS 
OF 
SALES 
FORCE 
CHANGES 


Burt Brewster 
(Flex-Let) 


A change in territory for Burt Brewster, 
sales representative of the Flex-Let Cor- 
poration, was announced this month by 
Jules Hochman, Sales Manager of the com- 
pany. Brewster will now cover the states 
of Minnesota, Wisconsin, lowa and the 
western part of North and South Dakota. 

The appointment of James H. Wood- 
small to the Flex-Let sales staff was also 
announced. Woodsmall will cover the 
states of Missouri, Kansas, Nebraska and 
Colorado. 

The appointment of Charles Stewart to 
the Flex-Let sales staff was announced. 
Stewart will cover Virginia, West Virginia, 
North Carolina and Washington, D. C. 

Karlan & Bleicher, Inc., 188 West 4th 
St.. New York, recently announced that 
John J. Kotek will represent the firm in 
the Mid-West territory. (Room 706, Hey- 
worth Bldg., Chicago.) 

Kotek will call on manufacturers and 
wholesalers with ring findings, mountings, 
matched sets and numerous other items 
that comprise the extensive Karlan & 


Bleicher line. He will also represent the 
Falcon Stone Ring Mfg. Co., Inc., a sub- 
sidiary of Karlan & Bleicher. “Falcon” is 
Se. 


located at 9-11 Barrow New York. 


Gets New 
Elgin Post 


Neal J. Schenet 
Director of Sales 
Training, Elgin Watch 





Plans for a comprehensive training pro- 
gram for field sales personnel were re- 
cently announced by the Elgin National 
Watch Co., to help both retailers and the 
company’s own sales force “quickly meet 
new problems arising in an era of hard 
selling.” 

Andrew L. Rowe, sales manager, said 
that Neal G. Schenet, a member of the 
organization since 1941, has been ap- 
pointed to the newly-created position of 
director of sales training, and will head 
this program. 

As ultimately developed, Rowe said, the 
program will involve training periods both 
at Elgin and in the field for all new sales- 
men, covering fundamentals of selling. 



























Charles Stewart 
(Flex-Let) 


Joel Mason 
(William Korn) 


The recent addition of Joel Mason to 
the sales staff of William Korn & Co., 
Buffalo, N. Y., jewelry display manufac- 
turing and designing firm, rounds out a 
nationwide sales organization. 

Mason, formerly with the Mautner Co., 
will cover Metropolitan New York and the 
Middle Eastern states. 





W. Kellogg Samuel Hyatt 
(Silver City Glass) (Cort Watch) 
Cort Watches, New York, announces 


that Samuel Hyatt, Mid-West sales repre- 
sentative, will cover Missouri, Iowa, Min- 
nesota, Wisconsin, Illinois, Arkansas and 
Mississippi. 

The Silver City Glass Co., Meriden, 
Conn., has appointed Warren Kellogg as 
representative in Michigan, Ohio, Indiana 
and Kentucky. 


Harold Gosse will cover Texas, Okla- 
homa, Arkansas and Louisiana. 


A. H. Heitzler has been named General 
Electric clock representative in the com- 
panys Pacific district, according to B. 
M. Tassie, district manager of appliance 
sales. 


Heitzler’s territory includes California, 
Nevada, Arizona and Hawaii. 


Krementz & Co. and Jones & Woodland 
Co., 49 Chestnut St., Newark, N. J., ad- 
vise that Don Rasmussen, who has been 
their Pacific Coast representative for the 
past three years, has decided to enter an- 
other field. Nicholas T. (Nick) Geeza 
will call on customers in the Pacific Coast 
area. 


Charles B. Hall, for 18 years associated 
with Swank, Inc., announced his resigna- 
tion as of August 1. For the past four 
years Hall has been in charge of the 
Swank Boston office where he supervised 
sales in New England and upper New York 
State. Mr. Hall will disclose his future 
plans at a later date. 
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in Conclusion... 


THE SAND'S RUNNING OUT 


There are only 95 more shopping days ‘till Christmas, 95 
more working days to get that excise tax removed. Let none 
of us relax a single day while Congress is in session, nor miss 
an opportunity to personally contact our representatives 
while they are home. 








"“HEAR-HEAR" 


The item below is printed in rather small type, but con- 
veys a mighty big idea. It is a direct quote from part of a 
convention address by Maurice Adelsheim, immediate past- 


president of the ANRJA. 


“In this new era we must be aware of the danger confronting 
American business through proposed government encroachment upon 
our system of private enterprise. We must recognize the grave threat 
in any program of proposed legislation for economic stabilization 
for it indicates an alarming drift towards a controlled economy. 
That is where we are headed should present socialistic tendencies 
of government planners go unchecked. Former Secretary of State, 
James F. Byrnes, in an address at Washington and Lee University, 
had this to say on the subject. ‘Where we will wind up, no one 
can tell. But if some of the new programs seriously proposed should 
be adopted, there is danger that the individual, whether farmer. 
worker, manufacturer, lawyer, or doctor, soon will be an economic 
slave pulling an oar in the galley of the state.’ We are challenged 
with a choice of two concepts—on the one hand regimentation and 
a welfare state and on the other, the free competitive system upon 
which American business has grown great and prospered. 

“As businessmen we should speak out against the dangers of 
government paternalism. We must take an active and vocal interest 
in government policies and politics which make these threats pos- 
sible, by making our opinions count at local, state and national 
levels—for good government is everybody’s business. We must not 
only be active jewelers, but we must be active citizens as well. It 
has been said that freedom is the capacity of exerting some control 
over the conditions of our lives and actions and the acceptance of 
the obligations which these actions impose upon us. This is the kind 
of freedom American business and industry must have if our country 
is to maintain its greatness and if indeed it is to remain the hope 
of the world. If the spirit of individual enterprise is to be kept 
alive and sound, it must be fostered and not penalized, for the price 
of national prosperity is economic justice through government.” 


This is an idea as big as the group of 78 million Ameri- 
cans who have life insurance policies, the 60 million who 
have savings accounts, and the roughly 75 million citizens 
who own United States bonds. For, the ability of each of 
these institutions to repay the monies entrusted to them and 
meet the obligations to which they are committed, is depen- 
dent upon the productiveness of industry, the free function- 
ing of the profit system and the continuing operation of the 
American way of rewarding individual effort. 

If that sounds too erudite, let’s just say that no one has 
yet repealed the laws of nature. It is still operating on the 
basis that no man gets anything for nothing—unless he steals 
it—or leaves a bill for his children to pay. 


We repeat: “You Can’t Do Business From An Empty 
Store.” Order now, what you will need for a good Christmas 
volume. 


o20 


A TURN FOR THE Goo» 


Something happened during the past six weeks that ig 
significant as it was dramatic. Suddenly the great bulk of 
the people in our industry collectively turned their heads 
away from the water that had gone over the dam jn 1947 
and 1948 and transferred their attention to the stream of 
business they hoped to channel through their stores during 
this coming fall and winter. . 

Where the businessman was cloaked in glocm during the 
first six months of this year, the current style embraced . 
all trade leaders is aggressive hopefulness. Whether this ;, 
due to a resignation that business must be done regardleg 
of comparative difficulties, whether it is due to relief oye, 
liquidation of excess inventories, whether it’s due to redye. 
tions in operating expenses and a leveling off of the business 
decline which resulted in unexpected, if reduced, profits, ye 
could only guess. The fact remains that there has been ay 
important psychological change—for the better. 

So, though few businessmen can see too far into the future 
they are today moving toward it with courage. They are 
again thinking constructively, planning with faith and acting 
with a vigor born of confidence. 

Individuals, acting collectively in this spirit, cannot be 
stopped in their march toward success. 


THE NEW JEWELRY INDUSTRY 


The increasing interest of individuals in matters affecting 
our industry and their widespread participation in moves to 
correst common problems is a sign (a good sign) of the times 
(normal times) we are experiencing right now. 

Post Exchanges, Fair Trade, Tariffs, Engraving Charges, 
Auctions, Trade Diversion, Itinerate Salesmen, Excise Taxes, 
are current problems on which every merchant worthy of 
the name is reasonably well informed; and on which more 
and more jewelers are actively bending some effort. 

THE JEWELERS’ CIRCULAR-KEYSTONE tries to intelligently 
diagnose and prescribe so the industry can wipe out those 
infections which plague it. 

Our work, however, can only be as effective as the help 
provided by a well informed and cooperative army of sup 
porters. 

We are, therefore. proud of the response of our trade to 
suggestions that they write the Congressional Committee 
investigating the PX’s: of the thousands of letters that 
poured in on Congress during recent months of activity on 
excise tax repeal. 

Those who have done so. have been rewarded with real 
encouragement in the limitations placed on PX operations 
and with the materially improved attitude among legislators 
regarding removal of excise taxes. 


We may not get everything we want just because we scrap 


for it, but we'll get more than we would by letting our shirts 


stick to the back of our chairs. 7 
There’s still need for continued effort and eternal vigilance 


on the part of those who have been active—and they in tum 
can use the added support of those who have thus far beet 


sitting on their handkerchiefs. 
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HADLEVS NEW. 


‘4 INITIAL” 
MENS JEWELRY 
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Extension Tie Clasp $2.50 











TLAST! No Fuss! No Fumbling! 





FREE! HANDSOME RED 
PLUSH AND BLOND WOOD 
STAND FOR YOUR COUNTER 











HERE’S A NEW LINE of men’s initial jewelry, 
boldly styled and boldly executed to make it 
easier and simpler for you! 

Click! Initials snap on with a positive action— 
and they stay on. Due to the special styling of the 
initials and the frame together, they overcome all 
the objections to ordinary small initials that are 
difficult to handle. Gleaming! Impeccably modern 
design! This new Hadley Men’s Initial Jewelry is a 


most attractive offering at a most attractive price, 


A generous assortment of initials with each dozen 


items. Order and feature them while they’re new! 


Mats for your advertising furnished free upon request. 
The HADLEY Company, Providence, Rhode Isiana 
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No other medium-priced silverware 
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\ offers your customers values like these! _.% 


THE TROUSSEAU CHEST 


ence 


yrederal tax. 


old Meat Fork 
1 Pierced Dessert 


ame Server *k 
1 Pierced Round 


S 
— by Oneida Community Silversmiths 








Available with either 


Dinner or Grille Knives and Forks. 


mer Price $49.9 NO als 
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